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DEXTER 


Colonial Cabinet Hardware 


AUTHENTIC IN DESIGN + YET LOW IN PRICE 
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Beautifully designed in etched 
metal, this brand new line of 
Dexter Colonial Cabinet 
Hardware includes H & L 
hinges, strap hinges, knobs, 
latches and pulls. Two finishes 


are available: antique black or 





antique bronze... and they 


match Dexter’s etched finish 





Lifetime locks. 


Dealers are now featuring their 

counter displays of this sure-to- 

sell new Colonial Cabinet 

Hardware. 
' 

DEXTER LOCK COMPANY | 


GRAND RAPIDS * MICHIGAN 


A SUBSIDIARY OF NATIONAL BRASS COMPANY 
in Canada: Dexter Lock Canada Lid., Guelph, Ontario 


In Mexico: Dexter Locks, Plata Elegante, S.A. de C.V., DE xTER LOCK co. ND RAPIDS, MICH. 4 


Monterrey, Nuevo Leon 


MANUFACTURERS OF DEXTER feline LOCKS 




















Now ANY home can have 
that "contemporary" look! 


with these 
contemporary doors 


‘ 


Entrances take on that “contemporary look” when 
protected and decorated by one of these new Con- 
temporary doors. Available both as combination doors 
with storm and screen inserts—and as permanently 
wired screen doors—they feature a unique fluted-panel 
design that offers exciting new possibilities for “‘per- 
sonalized”’ color treatment. 

As a combination storm and screen door the Con- 
temporary is offered in three attractive insert styles 
including the beautiful protruding “picture frame” 
insert shown above. Storm sash and screen panels are 
designed for quick and easy changeability and require 
little storage space. ( 

Send for the four-color brochure which describes in 
detail the delightful color combinations suggested by 
the Contemporary’s design. 


»ntemporary § 


The Continental Contemporary screen door is permanently wired, 
and presents the same combination of Continental quality con- 
struction features as is found in all Contemporary doors: mortise 
and tenon construction; made of Ponderosa Pine, the wood of 
A CONTEMPORARY STYLE warmth, beauty and durability. There is no other screen door in 
its price range that can approach its beauty and utility. 
FOR EVERY ENTRANCE 


—ANY TASTE 


As an all-weather 
combination storm 
and screen door the 
Contemporary is / 
eke par pti | = products are manufactured by: 
one-light flush | Bere 
insert (left) and with 
three-light flush 
insert (right) 


; 
; 


| 


The Wabash Screen Door Co.— Minneapolis — Chicago — Memphis 
Owosso Manufacturing Company — Owosso, Michigan 
Philadelphia Screen Manufacturing Company —Philadelphi 


° 


and sold through CONTINENTAL SCREEN COMPANY 


1326 BOOK BUILDING - DETROIT 26, MICHIGAN 
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tee QUALITY WEATHER STRIPPING 


easy to handle, stock and sell... profitably! 


Quigpel 
| WWER- SEAL 


WEATHER STRIPPING 


H 


- 
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exclusive patented construction 


WEATHERPROOF — Neoprene coating resists extreme cold and 
heat, grease, oll and abrasion. 


RESILIENT — Live sponge rubber bead makes a pressure-tight 
seal around doors and windows. 


FLEXIBLE — Inner-Seal's spring wire skeleton is molded into the sponge 
rubber bead — makes it snug-fitting — keeps it in proper position. 


PERMANENT — Rip-proof tacking strip and rugged construction help 
INNER-SEAL last for years. 


PERFECT FIT — inner-Seal makes a neat, continuous seal, even on 
frames that ore warped and worn. 


INNER-SEAL’s consistent, vigorous advertising in the nation’s largest-circulation 
magazines brings customers into your store for INNER-SEAL. This big-time 
advertising builds store traffic for you . . . helps you make sales! 


OVERHEAD GARAGE DOOR CUSHION 


FREE merchandising aids available! 


Seals out moisture dirt and cold 
Prevents freezing of doors to floors 
Prevents splintering of doors 


BRIDGEPORT FABRICS, INC. BRIDGEPORT 1, CONN. 
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VANCE PUBLISHING CORP., 
EDITORIAL AND EXECUTIVE OFFICES, 
139 N. Clark Street, Chicago 2, Ill. 
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HERBERT A. VANCE 
A. W. BOULTON, Assistant to Publisher 


EDITORIAL STAFF 


ARTHUR A. HOOD, Editor 

RICHARD W. DOUGLASS, Executive Editor 
GORDON J. LAWLER, Managing Editor 
ROBERT Y. KERR, Washington Editor 
DONALD O. CARLSON, Associate Editor 
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AMERICAN LUMBERMAN & BUILD- 
ING PRODUCTS MERCHANDISER is 
published every other Monday by 
American Lumberman Inc., 139 N 
Clark St., Chicago 2, Ill. Subscriptions 
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issues), $6 for two years, $8 for three 
years. Foreign $15 for one year. Singk 
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NEWS 


Newscast Late and Important Industry Trends 
Dealers’ News 

Report from Washington 

The Lumber Market at Press-Time. 


EDITORIAL 
Banish Red Ink This Winter. 


INTRODUCTION 
Why This Issue was Planned for You +s ; 
How I Plan to Go After Fall and Winter Business. 


STEP 1 


Plan Your Sales Drive 
Try This Dealer-Tested Employe Meeting. 
Is Easier Financing Dangerous to Building? 


STEP 2 
Sell Your Basic Markets... 


Price Your Consumer Sales for Profit. : 
How to Stage Successful Do-It-Yourself Classes 
Pattern Promotion Pays Off in Sales. a 

Iowa Dealer Nets 20% from the Rich Farm Market 
How to Make the Contractor a Steady Customer 
House Doctor Plan Promotes Contractor Business 
How to Wrap Up More Home Packages 

HOME Magazine Builds a House.... 

Getting Your Share of the Commercial Market?. 


STEP 3 
Push Seasonal Merchandise... . 


Glazing Compounds, Calking.... 
Siding ae 5 Storm Windows 
Roofing eeeers 5 Doors 
Weather Stripping Insulation 
Glass, Plastic Glazing...... - Hardware 


STEP 4 


Feature Home Improvement Packages... . 

How to Compete with Kitchen Specialists 

Fall is a Timely Season for Garage Promotion 
Six-Point Plan Boosts Recreation Room Sales 

Use These Ideas to Step Up Your Attic Remodeling 
Stockpile Profitable Building Packages 

Use these Proven Promotion Packages... 


STEP 5 


Tell Your Story. eek ne : 
How to Advertise for More Package Sales 
ADservice for Fall and Winter Advertising 


DEPARTMENTS 


Manufacturers in the News 
All About Wholesalers. 
New Products 

What's YOUR 

New Sales Aids 


New Literature 

Catalog Information 
Classified Advertising 
What’s New Coupon 


Advertisers’ Index 





New Profits for You! 


little time, space or inventory 
is needed to reap extra profits 
from American —first and only 
complete line of tub enclosures! 


Newly Redesigned American was first 
with the pre-packaged tub enclosure. And Amer- 
ican is first again! Only American offers a com- 
plete line of tub enclosures, in all price ranges, 
in glass or shatterproof plastic. Major redesign- 
ing makes American enclosures easier to install, 
simpler in construction and more appealing than 
ever to the homemaker! Many exclusive features, 
including the unique accordion door on Shower- 
Maid, give you sales advantages you get with no 
other enclosures being offered today. 


Complete Price Range Only American 
gives you a complete pre-packaged enclosure at 
the history-making price of $54.95 retail. And 
only American gives you a luxury pre-packaged 
unit in the medium-priced field that is superior 
in many ways to custom enclosures selling for 
twice the price. For the smallest home or apart- 
ment . . . for the most luxurious mansion . . . 
American has an enclosure that’s designed for 
the job . . . that’s designed to sell! 


Glass or Plastic Another exclusive! Amer- 
ican offers units with glass or with plastic — no 
matter what your customer’s preference, there’s 
an American enclosure to suit! Heavy semi- 
obscure plate glass is used in the glass enclosures; 
shatterproof translucent polyethelene plastic in 
the others. Both are finest quality. 


All Material Included ji parts neces- 
sary to install any American enclosure are in- 
cluded (except for simple hand tools). All glass, 
all plastic, screws, mastic . . . everything is con- 
tained in the easy-to-handle, easy-to-store Amer- 
ican package. Nothing extra for you to order, 
buy or stock. Your profits are tailor-made! 


Sold through Jobbers No American 
enclosures are sold direct. But leading jobbers 
in all parts of the U.S. warehouse these outstand- 
ing units. Contact your jobber now... or 


Maik Coupon TODAY for Catalogues aud Prices 
PY \ 4:1 0ey-\\ ej (e)'\\1 4a ole): mae Mmm] \ (on 


936 North Cahuenga Blvd. e Hollywood 38, Calif. 


CITY, ZONE, STATE 


eee ey ee a et 
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Gentlemen: I'm interested in the American line! Please see that | get full informa- § 
tion, including latest catalogs and prices, at once. H 
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AMERICAN MAID #1 is the newest 
and “hottest” enclosure in the American 
line! Heavy semi-obscure glass, extruded 
aluminum structural members, all fittings 
and hardware are included in one handy 
carton. Made to sell at an extremely low 
price to those homeowners who have 
wanted a glass-door enclosure they could 
afford. Takes only one-half 


hour to install. Full dis- $ 95 
counts, of course, yet the 

suggested retail price is 

AMERICAN MAID #2 is identical to 


#1 in every particular except that it is 
equipped with guaranteed unbreakable 
plastic material instead of glass. In either 
model, doors slide from end to end for easy 
access and handiness in cleaning. 


SHOWER-MAIDD has just been redesigned 
and improved. The plastic is now guaran- 
teed unbreakable; the unit is completely 
silent in — Shower-Maid is the 


original and only accordion-fold model on 
the market! Enclosure door folds all the 
way open on roller bearings; constructed 
from mirror-polished heavy aluminum 
framing members. Choice of four popular 
pastel colors to harmonize with any decor. 


BONNIE-MAID is the thrifty-priced en- 
closure that is far and away the lowest 
priced unit on the market! Same fine qual- 
ity materials as the other American enclo- 
sures, including polyethelene panels. Doors 
slide all the way left or 
right. Everything complete +5 
in one convenient package. 
Suggested retail price only 


AMERICAN STARTER KIT 
gives you a complete range of mod- 
els on a minimum order, PLUS 
working display model in counter 
size and illustrated brochures, ban- 
ners and newspaper ad mat. Get set 
for profitable selling in this mush- 
rooming field! Get.complete starter 
kit information today! 


Canadian Representation — Ridgewood Service Corporation, 6819 Decarie Blvd., Montreal 
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SoutHwest PonpErosa PINE is cut from 
virgin timber grown high in the Arizona 
mountains—soft-textured, beautiful. 
Via the company’s own railroad, the logs are 
wh carried to the mill site where they are 
y transformed into premium Ponderosa Pine 


Ponderosa Pine lumber. SourHwest Ponderosa Pine gives 


your builder customers all these pus values. 


is preferred It’s big mill lumber. It’s kiln-dried. 
a It’s manufactured perfectly in the 
by smart builders 


largest lumber making facilities in 

the entire Southwest. That’s why it pays to 
sell SourHweEst Ponderosa Pine. You get 
quick delivery—straight or mixed cars. 
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Please have nearest SOUTHWEST representative give 
price list ard information on your products to: 





Nome... 


Address 


ae eahiphenpainns Lone State 
By 


We Ship 6,000 Cars a Year 


SIDING ° SHEATHING ° SUB-FLOORING . ROOF DECKING ° PANELING . INTERIOR FINISH 
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NEWSCAST 


LATE AND IMPORTANT Developments of the Industry 


NEW HOUSING PEAK AHEAD. Statistics in our industry are far from dull these days. 
Record high follows record high. Housing starts continue to exceed 
expectations. Not only are records tumbling, but are tumbling without 
having felt the stimulating effects of the new Housing law. Aside from 
its purpose to boost veteran new home sales, it was passed to increase 
rental housing, non-veteran house purchasing, repairs and slum clear- 
ance. 

NON-VETERAN HOUSING THE BIG THING. It is possible with the new down payments for 
non-veterans lowered from 30% to 15% that the industry will receive 
additional impetus above and beyond the current rate of activity. And 


don't overlook the slum clearance program, it will help in boosting ad- 
ditional building volume. 


SLUM CLEARANCE MAY BE DELAYED. The questionnaire sent contractors who built 


under 608 and those submitted to FHA personnel has chilled the enthu- 
Siasm of builders and dropped morale in government agencies to a new 
low. Everyone is super-cautious because the questionnaires are so de- 
tailed, all encompassing. No one wants to go “out on a limb” until the 
air is cleared. This attitude will not alter development of the pro- 


gram but it will delay its execution. 


MORTGAGE APPLICATIONS AT A NEW PEAK. In the meantime, applications for mortgage 
insurance are greater than ever in FHA. Banks are being urged to pro- 
cess GI loans without asking the VA for approval in advance. VA loan 
applications in June totaled 46,239, up 75% from June 1953. 

WHAT LOWER DOWN PAYMENTS MEAN. Under the new regulations, the FHA is permitted 
to insure a bank's mortgage on a $9,000 home for a down payment of only 
$450; under the old law the minimum was $950. Further mortgages can 
run 30 years, compared to 25 years before. 

"TRADE-INS" ENCOURAGED. The housing bill now on the books urges builders to take 
back the old home as a "trade-in". The liberalized loan insurance 
policy on modernization will permit disposal of these older homes more 
eaSily. Still more business for the lumber dealer! 

JULY CONSTRUCTION RESULTS. Expenditures dollar-wise for new building in July hit 
a new top of $3.5 billion. For the first seven months of the year, 
$20.1 billion was spent. The new revised government estimate of $36 
billion for the year will probably be exceeded. Of equal importance, 
1955 will be another year of boom proportions. 

BUILDING COSTS RISING. Price advances have been reported in structural steel, 
lumber and cement. There have been a number of wage raises. On the 
1949 base, construction costs for the month ending in July were 134.6, 
compared to 131.6 at the beginning of the month. 

CONTRACTORS HAVE PROFIT CUSHION. While the cost trend is moving up, increased 
costs will not disturb the situation immediately. Home builders are 
now operating at sufficient margins to enable them to to absorb higher 
costs. Profits average from 10% to as much as 25% to 30% per house. 
Sales are being well maintained, sustained by no down payments for 
veterans, easier down payments for non-veterans. 


(continued on next page) 
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July Starts Best in Three Years 


Non-farm housing starts 
dropped by 7% in July to 112,000, 
the Bureau of Labor Statistics 
estimated. 

The 112,000 starts in July was 
well above the total for any other 
July on record, except for the 144,- 
000 of July, 1950. Starts in July, 
1953, totaled 96,700. 

The decline of 8,000 from June 
followed a sharp contra-seasonal 
rise of 13,000 in that month over 
May. Most of the decline came in 
rural areas, the agency said. 

For the first seven months of 
this year, non-farm starts of 683,- 
500 have topped the 1953 period 
by 5,400, 

There were 109,000 private home 
starts in July, the B.L.S. said. 
When adjusted to take into ac- 
count seasonal variations, this rep- 
resented an annual rate of 1,174,- 
000. July was the fifth month this 
year in which the annual rate of 
private housing activity equalled 
or topped 1.1 million. Private 
starts in June totaled 115,600. In 
July, 1953, they numbered 96,400. 

For the first seven months of the 
year, private starts have totaled 
669,800, This is 20,300, or 3%, 
above a year earlier. 


Lumber Strike Booms 
Co-op Plywood Mills 


The Pacific Northwest's lumber 
strike is booming the business of 
a score of plywood factories. 

They are plywood plants in 
which the workers wouldn’t think 
of walking out—because they also 
are the owners. These worker- 
owned plants normally turn out 
about one-fifth of the country’s 
Douglas fir plywood. With two 
out of three conventionally-owned 
mills closed by the woods tieup, the 
worker-owner plants’ output has 
zoomed to almost half of the glued 
fir sheets being made. 

What’s more, they’re helping to 
keep total fir plywood production 
at close to 50% of normal in spite 
of the strike. Builders, now in 
their busiest season, look to the 
Pacific Northwest for about three- 
fourths of all their plywood. 

Its unlikely the worker-owned 
plants will add much to the 25% 
output gain they’ve scored over 
pre-strike levels. Managers recall 
the price breaks of this spring 
when the mill price on carload 
shipments dropped from $85 a 
thousand square feet on a popular 
type panel to $76. Now the price 
has climbed back up to $90 gen- 
erally, the price that was in effect 
most of 19538. 

“We're not trying to profit by 
higher prices and use up our log 
supply,” one general manager de- 


10 


clares. “We are using logs today 
that cost us an average of $90 a 
thousand feet, but when they are 
gone we can’t buy any more at that 
price. If we have to pay up to 25% 
more to replace them and the price 
of plywood drops in the meantime, 
we could be worse off.” 

This plant reports it’s accepting 
orders from customers only when 
it ships a car to them. “We're try- 
ing to hold our order file to 60 
days, but it’s a headache,” reports 
the general manager. 


Certain-teed Buys 
Stock of Wm. Cameron 


Certain-teed Products Corpora- 
tion, Ardmore, Pa., building mate- 
rials manufacturer, has agreed to 
buy about 70% of the outstanding 
capital stock of Wm. Cameron & 
Co., Waco, Tex. 

Arthur O. Graves, Certain-teed 
secretary, said the agreement pro- 
vides for paying $11.50 in cash 
plus a half share of Certain-teed 
common stock for each share of 
Cameron capital stock. He said 
that when the majority of the out- 
standing Cameron shares have been 
purchased, the same offer will be 
made to the remaining sharehold- 
ers of the Texas firm. 

Cameron, founded in 1868, 
makes sashes and doors, distrib- 
utes building materials at both 
the wholesale and retail level, and 
also distributes such products as 
oil field timbers and chemicals. 
The firm’s factory at Waco con- 
tains 288,000 square feet and is 
claimed to be the largest of its 
kind in the southwest. 

Graves said Cameron will con- 
tinue to be operated as an inde- 
pendent enterprise. He added 
that Ike S. Kampmann, Jr., San 
Antonio, and William C. Baird, 
Buffalo, N. Y., representatives of 
the Cameron family holdings, as 
well as F. R. Weddington, presi- 
dent of Cameron, will join the 
Certain-teed board. 





RECORD ISSUE 


This special purpose issue of 
American Lumberman has topped 
all previous fall and winter mer- 
chandising numbers. It has more 
pages, more features to help you, 
more advertising than any similar 
issue published in the past. 

And more than 30,500 copies will 
be printed—a record for a national 
trade publication exclusively in the 
retail building materials field. 








Construction Activity 
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Billions of Dollars 





| |- —-1952 . 1953 . - 1954-—— 
Source: Depts. of Commerce & Labor 

EXPENDITURES for new construction put 
in place during July totaled $3.5 billion, 5% 
above a month earlier and 6% above a 
year earlier. 





Twe-Story, Split Level 
Lu-Re-Co Plans in 1955 


The Lu-Re-Co homes for 1955 
have been selected. Plans will be 
ready for distribution during the 
first quarter of 1955. 

In the houses for 1955 the flexi- 
bility in the construction system 
and design will be shown by 
adapting it to large one-story, 
split-level and two-story homes. 

The Small Homes Council of the 
University of Illinois, developers 
of the wall panel framing system, 
presented the new house designs 
as part of the continuing study 
sponsored by the Lumber Dealer’s 
Research Council. These were ap- 
proved by a special committee 
meeting of the council held in Chi- 
cago recently. 

It was the desire of the Lumber 
Dealer’s Research Council to pre- 
sent houses for 1955 that are not 
competitive with the houses that 
are now being featured in the Lu- 
Re-Co package and to show the 
com; lete flexibility of the system. 


Hardboard Action 
Both Praised, Hit 


The action of the Senate Finance 
Committee in shelving a House bill 
which would have increased the 
tariff on imported hardboard came 
in for both praise and blame from 
the Committee for a National 
Trade Policy. 

The committee which has been 
opposing tariff increases on im- 
ports praised the Senate committee 
for referring the hardboard ques- 
tion to the Tariff Commission but 
criticized the form of the resolu- 
tion which calls for a study by 
the commission. 


September 6, 1954, American LUMBERMAN & 








Sanding and finishing 
on the job 
is old-fashioned now! 


® Bruce Prefinished Flooring puts on-the-job floor sanding and 
finishing in a class with the Model “T” and high-button shoes. 

These expensive, time-consuming tasks are completely elimi- 
nated, saving builders 3 to 5 days’ working time per house. Bruce 
Prefinished Flooring also cuts floor costs, since factory-finishing 
costs less than on-the-job finishing. 

Houses sell faster with this penetrating seal floor finish that 
brings out all the beauty of the wood. Buyers get a more-durable, 
longer-lasting, easier-to-maintain floor. 

And you, Mr. Dealer, make more money on Bruce Prefinished 
Flooring ... your regular flooring profit plus extra profit on the 
famous Bruce factory-finish that won't scratch or chip. 

Bruce helps you sell this prefinished flooring through dominant 
advertising to builders, architects and home buyers. Write today 
for complete information and sales helps. 


bruce 


PREFINISHED 


Hardwood Floors 


E. L. BRUCE CO., MEMPHIS 1, TENN. 


First in hardwood floors 


We, 





A new high in Sales Appeal 
and Sales Promotion... 


NEW @ MO DECORATOR FIXTURES 





© More beautiful than ever 
@ New Plastic Bubble Fixtures 


@ New easy to install Portables The new Moe Light Decorator line is loaded with 
@ The Effective Sales Approach sell. It’s the one line that blankets all the wants of 

of “Inspiration-Lighting’’' the big mass market. There’s a style to suit every 
@ All Out Promotion taste, a variety to meet every need, a price to fit 
@ Pricing That Assures Big Volume every budget. It’s a tremendous opportunity for 
tle combination of general, locolized and accent lighting) Fall selling. 


Millions will read about them and want them 


Over 19,000,000 consumers will see Moe Light fixtures 
prominently featured in the impressive SATURDAY 
EVENING POST “Showhouse” promotion—a hard hit- 
ting, full color, two page spread. 
In addition, over 35 million people will see a host of 
Moe Light ads in such purchase influencing publica- 
tions as LIFE, HOUSE AND GARDEN, BETTER 
HOMES AND GARDENS, HOUSE BEAUTIFUL, 
and others. You can be assured of increased demand, 
easier sales and bigger profits. 
*Prices slightly higher Denver and west 
MOE LIGHT, Fort Atkinson, Wise., Dept. AL-954 
Gentlemen: I am enclosing 10¢. Please send me folder 241 Get set for BIG fall sales eee 
showing the complete line of Moe Light Decorator Fixtures. 
Name — MOE LIGHT, Fort Atkinson, Wisconsin 


pes ’ a (DIVISION OF THOMAS INDUSTRIES, INC.) 








City _Zone_ State a Plants at Fort Atkinson and Sheboygan, Wisconsin, Princeton, Kentucky 


and Los Angeles, California Originators of Inspiration-Lighting 
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Easier Improvement Loans on GI Homes 


Veterans should find it easier to 
get supplemental loans for major 
alterations, repairs and improve- 
ments to their GI homes as a re- 
sult of the Housing Act of 1954 
and new Veterans Administration 
streamlined procedures, VA an- 
nounced. 

The Housing Act, which became 
a law on August 2, 1954, makes it 
possible for World War II and 
post-Korea veterans to -take ad- 
vantage of any unused GI home 
loan entitlement for home im- 
provement loans. 

To further encourage lenders to 
make more such loans, VA now 
will allow supervised lenders hold- 
ing GI home loans to complete 
home improvement loans to their 
veteran-borrowers without getting 
clearance in advance from VA. 

VA estimates that more than 
3,000,000 of the 3,351,000 veterans 
who have obtained GI home loans 
have some home loan guaranty 
entitlement left. Under the GI 
Bill, veterans have a maximum 
guaranty entitlement of 60% of a 
GI home loan. But the guaranty 
cannot exceed $7,500. 

Previously, if a veteran had 
used $4,000 or more of his entitle- 
ment, he was unable to use the 
balance for a supplemental loan 
for home improvements. If he had 
used less than $4,000, he was en- 
titled to only the difference be- 
tween what he had used and $4,000 
for supplemental loans. 

Now, with the passage of the 
Housing Act of 1954, there are no 
limitations on the use of any part 
of the maximum $7,500 home loan 
guarantv entitlement for home 
improvement loans. 


Announce Admission 
Fees for NRLDA Show 


The National Retail Lumber 
Dealers Association has released 
a schedule of admission fees for 
the exposition and convention to 
be held October 2-10 at the Kings- 
bridge Armory in New York City. 

A special package deal is offered 
for $45 that will admit dealers to 
all events planned for the exposi- 
tion and convention. Visitors will 
save $26 by signing up for the 
entire program. 

General registration will be $5 
and this will entitle dealers to 
visit the exposition at any time. 
This admission also will admit 
retailers to demonstrations and 
forums but not the various clinics 
planned. Admission for the gen- 
eral public will be $1 for each 
visit to the exposition. 

The materials handling clinic 
and demonstration will cost $25. 
A similar charge of $25 will be 
made for the retail store merchan- 


JUILDING PRopUCTS 


dising clinic. The fee for the Lu- 
Re-Co construction clinic will be 
$10. The price for the industry 
reception at the Commodore hotel 
has been set at $6. 


Per Capita Building 
In Canada Exceeds U. S. 


The job being done by the Ca- 
nadian construction industry is 
not only relatively larger but is 
also more difficult than that being 


carried out in the United States, 
according to Raymond Brunet, 
O.B.E., of Hull, president of the 
Canadian Construction Associa- 
tion. 

Mr. Brunet says, “If one divides 
the official figures for 1953 vol- 
umes of construction by the popu- 
lation in the two countries, the 
per capita expenditure on con- 
struction was approximately $306 
in Canada compared with some 
$288 in the U.S.A. The indications 
are that a similar situation will 
exist when final figures for 1954 
become available.” 





Saturday, Oct. 2 
Afternoon 
ARMORY 
Grand opening of exposition 
Sunday, Oct. 3 
Morning 
COMMODORE HOTEL 
NRLDA Executive committee and 
officers of federated i 


associa- 
tions 


Afiernoon 
COMMODORE HOTEL 
NRLDA executive committee and 
officers of federated i 
tions 
ARMORY 
Exposition open to dealers and 
public 
Monday, Oct. 4 
Morning 
COMMODORE HOTEL 
NRLDA board of directors 


ARMORY 
Demonstration of Lu-Re-Co con- 
struction 
Materials 
tion 


assoclia- 


handling demonstra- 
Afternoon 
ARMORY 
Exposition open to the public 
Materials handling clinic 
Demonstration of Lu-Re-Co con- 
struction 
Marketing forum — “Improving 
America’s Housing” 
Evening 
COMMODORE HOTEL 
Reception for directors, dealers, 
exhibitors 
Tuesday, Oct. 5 
Morning 
COMMODORE HOTEL 
NRLDA board of directors 
ARMORY 
Materials 
tion 
Demonstration of Lu-Re-Co con- 
struction 


handling demonstra- 


Afternoon 
ARMORY 
Exposition open to public 
Materials handling clinic 
Demonstration of Lu-Re-Co 
Marketing forum “How-to-do- 
it” demonstrations 





NRLDA Exposition and 
Annual Meeting Schedule 


Wednesday, Oct. 6 


Morning 


COMMODORE HOTEL 
NRLDA board of directors 


ARMORY 
Materials 
tion 
Demonstration of Lu-Re-Co sys- 
tem 


handling demonstra- 


Afternoon 

ARMORY 
Exposition open to public 
Materials handling clinic 
Retail Store merchandising clinic 
Lu-Re-Co demonstration 
Marketing forum — “Financing 

Light Construction” 


Thursday, Oct. 7 
Morning 
ARMORY 
Materials 
tion 
Retail store merchandising clinic 
Lu-Re-Co demonstration 


handling demonstra- 


Afternoon 

ARMORY 
Exposition open to public 
Materials handling clinic 
Retail store merchandising clinic 
Lu-Re-Co demonstration 


Friday, Oct. 8 


Morning 
ARMORY 
Materia.s 
tion 
Retail store merchandising clinic 
Lu-Re-Co demonstration 


handling demonstra- 


Afternoon 
ARMORY 
Exposition open to publie 
Lu-Re-Co demonstration 
Saturday, Oct. 9 
Afternoon 
ARMORY 
Exposition open to dealers and 
public 
Sunday, Oct. 10 


ARMORY 
Exposition open to dealers and 
public 
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ALABAMA 
ReOoW DISTRIBUTORS 
+ bese Mount, Virginia 
Si NG 0 


MENTRAL ReOeW DISTRIBUTORS OF ARKANSAS 
North Little Rock, Arkansas 
CALIFORNIA 
CALIFORNIA BUILDERS SUPPLY, INC. 
d, Fresno, Sac , California 
T. M. COBB CO. 
Los Angeles, San Diego, California 





COLORADO 
LUMBER DEALERS, INC. 
Denver, Colorado 


CONNECTICUT 
GENERAL WOODCRAFT CO., INC. 
North Bergen, New Jersey, & 
Lowell, Massachusetts 


DELAWARE 
DEALERS WAREHOUSE SUPPLY CO., INC 
Baltimore, Maryland 


DISTRICT OF COLUMBIA 
DEALERS WAREHOUSE SUPPLY CO., INC. 
oy Virginia 

FLORID. 

Vv. € ANDERSON MFG. CO., 
Bradenton, Fla. 

GEORGIA 
ReOoW DISTRIBUTORS 
Rocky Mount, Virginia 

IDAHO 
BOISE SASH & DOOR, INC. 


Boise, Idaho 
JOHNSON BROS. PLANING MILL CO. 
Idaho Falls, Idaho 

ILLINOIS 

Vv. E. ae MFG. CO., INC. 
Owensboro, Kentucky 
IMSE-SCHILLING SASH & DOOR CO. 
St. Louis, Missouri 
ReOeW WINDOW CO. 
Joliet, tlinois 

INDIANA 
V. E. ANDERSON MFG. CO., INC. 
Owensboro, Kentuck 
ReOeW WHOLESALE DISTRIBUTORS, INC. 
Norwood, Ohio 
ReOeW WINDOW CO. 
Joliet, Ilinois 


1OWA 
ANDREW A. ee & SONS, INC. 
Minneapolis, Minn 
WISCONSIN WINDOW UNIT CO. 
Merrill, Wisconsin 

KANSAS 
MARTIN MATERIAL CO. 
Kansas ~ Missouri 

KENTUCK 
Vv. €. ANDERSON are. CO., INC. 
Owensboro 
ReOoW WHOLESALI DISTRIBUTORS, INC. 
Norwood, Ohio 


MAINE 
GENERAL WOODCRAFT CO., IN 
Lowell, Massachusetts 
MARYLAND 
DEALERS WAREHOUSE SUPPLY CO., INC. 
Baltimore, Maryland 
MASSACHUSETT 
GENERAL WOODCRAFT CO., | 
Lowell, Massachusetts, & 
Schenectady, New York 
MICHIGAN 
FLINT SASH & DOOR CO., INC. 
Flint, Saginaw, Michigan 
PORTER- SVADLEY co. 
Grand Rapids, Michigan 
ROYAL OAK WHOLESALE CO. 
Royal Oak, Michigan 
MINNESOTA 


ANDREW A. KINDEM & SONS, INC. 
Minneapolis, Minnesota 


MISSOURI 
IMSE-SCHILLING SASH & DOOR CO. 
St. Louis, Missouri 
MARTIN MATERIAL CO. 
Kansas City, Missouri 


MONTANA 
FALLS WINDOW & CABINET SHOP 
Great Falls, Montana 
pee iy tb LUMBER CO. 
Both builders and buyers appreciate the WESTERN. SUILDERS 
very real advantages of lift-out windows. na 
Build customer satisfaction by recommending THE SOTHMAN CO. 


" . " Grand Island, Nebraska 
the quality window with the extra feature. NEW HAMPSHIRE 
GENERAL WOODCRAFT CO., INC. 
Lowell, Massachusetts 
Your customers deserve the best MOENERAL WOODCRAFT CO., INC 
Nort . Ne 
R*O+W SALES CO. 1338-68 ACADEMY AVENUE - FERNDALE 20, MICHIGAN genee bithinotnen” 


R°O°W ts the registered trade mark of the R.O.W. Sales Co. Rocky Mount, Virginia 
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AUTHORIZED R-O-W DISTRIBUTORS: 


NEW YORK 
GENERAL WOODCRAFT CO., INC. 
North Bergen, wat ~ & 
Schenectady 'N ork 
A. ROBERSON. . SON. INC. 
Binghamton, New York 
THE WHITMER-JACKSON CO., IN 
Buffalo, Rochester, New York 


NORTH CAROLINA 
DALTON-BUNDY LUMBER CO., INC 
Norfolk, Virginia 
MILLER MILLWORK CORP, 
Charlotte, North Carolina 
ReOeW DISTRIBUTORS 
Rocky Mount, Virginia 


NORTH DAKOTA 
JACK R. KINNARD & CO, 
Minot, North Dakota 


OHIO 
FABROW MFG., INC; 
Toledo, Ohio 
THE MAHONEY —y | A DOOR CO. 
Canton, Youngstown, 0 
ReOeW WHOLESALE DISTRIBUTORS, INC, 
Norwood, Ohio 
OKLAHOMA 
LUMBERMEN’ S SUPPLY CO. 
Oklahoma City, Oklahoma 


OREGON 
ACME MILLWORK, INC. 
Kirkland, Washington 
SPOKANE SASH & DOOR CO. 
Spokane, Washington 


PENNSYLVANIA 
ADELMAN LUMBER CO 
tee Pennsylvania 
ReOeW DISTRIBUTORS 
Rocky Mount, Virginia 
A. ROBERSON & SON, INC. 
Binghamton, New York 


RHODE ISLAND 
GENERAL WOODCRAFT CO., IN 
Lowell, Massachusetts 


SOUTH CAROLINA 
ReOeW DISTRIBUTORS 
Rocky Mount, Virginia 


SOUTH DAKOTA 
WATERTOWN SASH & DOOR CO. 
Watertown, South Dakota 


TENNESSEE 
V. E. ANDERSON MFG. CO., | 
Owensboro, Kentuck 
ReOeW DISTRIBUTORS 
Rocky Mount, Virginia 


TEXAS 
CHUPIK WOOD MFG. CO., INC. 
Temple, Fort Worth, San Antonio, Texas 
KRITSER SUPPLY COMPANY OF AMARILLO 
Amarillo, Texas 
a SASH & DOOR CO. 
Dallas, Texa 
SOUTHWEST SASH & DOOR CO. 
Houston, Texas 
H. E. WOODRUFF CO 
Corpus Christi, Texas 


AH 
R. W. FRANK & CO. 
Salt Lake City, Utah 


VERMONT 
GENERAL WOODCRAFT CO., INC 
Schenectady, New York 


VIRGINIA 
DALTON-BUNDY LUMBER CO., INC. 
Norfolk, Virginia 
ReOeW DISTRIBUTORS 
Rocky Mount, Virginia 


WASHINGTON 
ACME MILLWORK, INC 
Kirkland, Washington 
SPOKANE SASH & DOOR CO. 
Spokane, Washington 


WEST VIRGINIA 
ReOeW DISTRIBUTORS 
Rocky Mount, Virginia 


WISCONSIN 
WISCONSIN WINDOW UNIT CO. 
Merrill, Wisconsin 


WYOMING 
FOWLER & PETH 
Cheyenne, Wyoming 
CANADA 
CALGARY SASH & DOOR CO. 
Calgary, Alberta, Canada 
CRAN BROOK SASH & DOOR CO. 
) ate B. C., Canada 
HAYWARD BUILDING SUPPLIES, LTD 
Edmonton, Alberta, Canada 
D. PORTER & SON 
Stellarton, Nova Scotia, Canada 
A. B. CUSHING MILLS, LTD 
Calgary, Alberta, Canada 
TANNER BUILDING SUPPLIES, LTD 
Lethbridge & Magrath, Alberta, Canada 
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LifT—-UuPp 
SALES! 


; ae ee 


y j 
Look for this emblem 
on the windows 
J j 
of quality homes 


Lift up your sales by stocking the name 
brand products with plus features. No 

windows have greater buyer-appeal than 
the famous, removable R:O-W windows. 


Your customers deserve the best 


ReO-W SALES CO. 1338-68 ACADEMY AVENUE - FERNDALE 20, MICHIGAN 


R+O°W te the registered trade mark of the R.O.W. Sales Co, 
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Report from 


Washington, September 4. 


This ought to be a good time, 
now that the congressional clam- 
or is subsiding, to sort out a few 
construction facts and figures. 

First, the July housing starts. 
They numbered 112,000; of which 
public housing accounted for 3,000. 
The total in round numbers is 
8,000 less than the figures for 
June; but it’s 15,000 more than 
the starts for July of last year. 

The value of all July construc- 
tion work, public and private, 
heavy and light, reached the rec- 
ord sum of $3.5 billion; which is 
more than 5% above the figures 
for July ’53. Construction con- 
tracts let during the first seven 
months of this year are more than 

above the corresponding 
months of last year. 

Then a few more sidelights and 
a little more background in regard 
to windfall profits. No one, so far 
as this page knows, except of 
course those who made off with 
them, feels much like justifying a 
“return” of millions on a personal 
investment of thousands. But this 
feeling of outrage, or whatever it 
is, obscures part of the story. So 
let’s go back a few years. 


Housing History 


The most recent housing peak 
that rested wholly upon a founda- 
tion of private financing showed 
up in 1925. That was the year in 
which more than 900,000 units 
were built. This page remembers 
a not so large industrial city that 
built some 2,400 houses in 1925; 
and then, but a few years later, it 
weighed in with a spectacular 10 
houses. 

Certainly that was an extreme 
decline, in any man’s language; 
but it’s a matter of painful record 
that rather early in the big depres- 
sion the national house-building 
figures dropped to 10% of what it 
had been in °'25. Not so many 
young people took the financial 
risk of matrimony during the de- 
pression years; but a lot of those 
who did take it could find no sep- 
arate quarters in which to live and 
were obliged to move in with rela- 
tives. 

Late in the ’thirties house con- 
struction picked up; and then it 
rammed into the war and all the 
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shortages and collateral controls. 
A good many service men got mar- 
ried anyway; and blooie to pru- 
dence! Before the Japanese quit, 
there were an estimated million 
families without quarters of their 
own; and less than twe years later 
the number had passed the three- 
million mark. 


Add the fact that quite a lot of 
the houses still being lived in 
hadn’t been considered so hot 
even in the days of General Grant. 
Some 7% of American families 
were living in odds and ends of 
rooming houses, in trailers, or 
with relatives or friends. 


Nice Uncle Sam 


It was against this background 
that Uncle Sam climbed into the 
national housing problem. There 
were two reasons. In the first 
place, the old gentleman couldn’t 
stand it to see returned veterans 
living in boxcars, abandoned 
buses, slums, hall bedrooms and 
chicken coops. The second reason 
was that Uncle was afraid of an 
unemployment crisis. 

Private economists were talking 
about a _ possible unemployed 
group of eight million people. 
There was a desperate need for 
houses, and also there was the old 
reliable construction industry with 
the widest supporting foundation, 
ready to do its stuff. The bottle 
neck at the moment was building 
finance. 

It was against this background 
that Federal financing legislation 
was enacted. It was passed more 
or less hastily and with the intent 
especially to encourage the buiid- 
ing of rental units. About half the 
returned veterans wanted to rent. 
They couldn’t be sure where they 
wanted to live permanently; for 
they were not sure where or how 
they’d make their livings. 

Whatever you and we may think 
of government in business, the 
fact remains that since the close 
of second global war upwards of 
2,500,000 residence units have 
been built for which the FHA has 
guaranteed the mortgage loans. 
More than one and a quarter mil- 
lion houses have been sponsored 
by the Veterans Administration. 

Before the “608” program ex- 
pired, the government had ap- 
proved more than 7,000 projects; 
and these projects included 469,- 


000 dwelling units. Add public 
housing. Add also the construc- 
tion done with Farmers Home 
Administration loans. Upwards of 
four million residence units — 
which would be about 44% of the 
new residence units built since the 
end of the war—have been done 
with various forms of Federal 
financing. 


Rental Housing 


The rental housing program has 
gotten a bad name, because certain 
projects—but certainly far from 
all—turned excessive loans into 
excessive profits. Miles L. Colean 
is a widely known private con- 
sultant to the industry; and Mike, 
speaking of the big rental under- 
taking and the men who handled 
them, has said, “They got the job 
done and most of it was pretty 
good and at market rents.” 

Warren Unna, of the Washing- 
ton Post, says in a study of these 
apartments that the “608” units 
around the nation carried an aver- 
age rental of $87.95 per month, 
last year; also that this average 
apartment consisted of four and a 
half rooms, including two bed- 
rooms. 

Rents in metropolitan Washing- 
ton are not that low. However, 
since the end of the war more 
than 50,000 “608” apartments have 
been built in the capital; and with- 
out those 50,000 no one thinks 
Washington rents would be lower 
than they are. Hardly! 


Builders Scared 


There’s some fear that, in the 
honest effort to make future repeti- 
tion of the windfall scandals im- 
possible, Congress may have regu- 
lated — and scared — builders out 
of the rental market. More rental 
housing is needed. In fact all 
types of houses are needed, for 
the same historic two reasons; to 
provide needed shelter for the 
population, and to support the 
national economy. 

The Bureau of Labor Statistics 
estimates that the building indus- 
try as a whole makes a market for 
from 10% to 15% of everything 
produced by American industry. 
It provides work for a roughly 
comparable percentage of Ameri- 
can labor. 


R. Y. Kerr 
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Big-profit L-O-F Super-Fine Rack 
racking up big sales 


z 








Read what typical dealers say: 











“We've had a lot of interest in 
L-O:F Super-Fine,” writes Ray 
Frevert, of Wawasee Lumber Com- 
pany, Inc., Syracuse, Indiana. 2 
‘One customer used Super:Fine © VT VOURSELE ... WITH po 
to wrap a long heating duct at his SUPLRAWNL A 
lakefront cottage, because the heat 

wasn’t carrying through. He 


wrapped the duct with Super’ Fine 
and has been well pleased.”’ 


“T’ve never had an item that so 
many people looked at, and got so 
many ideas for where they could 
use it.”” Thus writes Mr. W. B. 
Florent, of Home Lumber Com- 
pany, Huntington, Indiana. ‘‘Cus- 
tomers mention all kinds of places 
where they can use Super:Fine. 
It’s one of the handiest things to 
sell that we have.”’ 








“The Super’Fine Dispenser Sell- 
ing Rack is a good thing to place 
where traffic’s heavy,” says M. 
Maynard Spann, of Pierceton 
Lumber Company, Pierceton, 
Indiana. ““We’ve sold full rolls 
for laydown insulation in attics. A 
lot of our by-the-foot sales are for 
wrapping hot-water pipes.” 





Profits are rolling in for thousands of dealers 
as they roll out Super’ Fine from the Dispenser 
Selling Rack. Each Dispenser Selling Rack 
represents a big profit percentage—and the 
Super’Fine rolls they dispense are really un- 
rolling! The Dispenser Selling Rack holds 200 
square feet in the roll. 

Many buyers want an entire roll, or more! 
Others buy Super:Fine by the foot, for ‘1001” 
uses around the home. 

Get the details on this fast-selling, big-profit 
Do-It-Yourself product. 


Libbey-Owens: Ford Glass Company 
Fiber-Glass Division 


Welcome to Libbey ‘Owens:Ford Booth 613, 
National Hardware Show, Chicago. 


58-94 Wayne Building 
Toledo 3, Ohio 


Send me details on your LO’ F Dispenser Selling Rack 
presrane Send me, also, facts on the huge Do-It-Yourself 
‘iber’Glass market, and name of nearest distributor 





Name 


FIBER: GLASS 


LIBBEY -OWENS-FORD GLASS COMPANY 
FIBER - GLASS DIVISION 


Address 


City 
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Customer Dragnet 


A local sales program that really “brings them in to buy!” Tested and 
proved at a cost of $197,000 during 2 years of intensive promotion. 


HERE’S THE PROOF... 


Compare the actual sales results of 48 dealers who used this sales 
plan and 39 who did not — at the same time, in the same territories. 


“WE DID NOT USE THE 
COLORIZER 
CUSTOMER DRAGNET” 


“WE DID USE THE 
COLORIZER 
CUSTOMER DRAGNET” 


7 Dealers: Sales dropped 16% 
from last year. 


14 Dealers: Sales dropped 10% 
to 20% from last year. 


18 Dealers: Sales about even 
with last year. 


7 Dealers: Sales increased 39% 
over last year. 


26 Dealers: Sales increased 15% 
over last year. 


15 Dealers : Sales increased 15% 
over last year. 


SEND FOR COMPLETE’DETAILS TODAY! 


Colorizer Associates 
347 North Western Ave., Chicago, Ill. 


PAINTS 


Manufactured by Colorizer Associates : in 1,3 y 2 C 0 LO R S$ 


Bennett's, Salt Lake City, Uteh, ond Los Angeles, Calif. © Bive Ribbon Paint Company, 
i, ee ee ee eee 
© Brooklyn Paint and Varnish Co., Brooklyn, N. Y. @ James Bute Company, Houston, 
Texas @ Great Western Paint Mfg. Corp'n, Kansas City, Missouri © Jewel Point & 
Varnish Co., Chicago, Ilinois @ Kobler-Mclister Paint Compeny, Denver, Colorado 
oe W.H. Sweney & Compony, St. Pavl, Minnesota © Vane-Caivert Paint Company, % 
ie et) ee ae ee ee ee ee ll ett) oe eel) eS) 
Vue ee ee a ed ee ee er ee ee 
Pe el a ee eee a ee ee | 


Please send me complete information on how ‘‘The Color- 
izer Customer Dragnet’’ can sell more paint for me, 


NAME_ 





ADDRESS 
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reliable source 
of supply for... 


DOUGLAS FIR—WEST COAST 
HEMLOCK—RED CEDAR SIDING & 
SHINGLES 


Longview, Washington 
Vernonia, Oregon 
Vaughn, Oregon 
Austa, Oregon 
Gardiner, Oregon 
Reedsport, Oregon 


GLAZING 


Fort Smith, Arkansas 


HARDWOODS 

Sheridan, Arkansas 
Quitman, Mississippl 
DeRidder, Louisiana 


MILL WORK AND FACTORY 
PRODUCTS—KITCHEN CASINETS— 
SASH AND DOORS 

Longview, Washington 

Weed, California 


OAK FLOORING 
DeRidder, Louisiana 


Quitman, Mississippi 


PLYWOOD & FLAKEWOOD 


Longview, Washington 
Gardiner, Oregon 
Weed, California 


CALIFORNIA PONDEROSA PINE— 
DOUGLAS & WHITE FIR 


Weed, California 
Aetna, California 


SOUTHERN PINE 

Sheridan, Arkansas 
Quitman, Mississippi 
DeRidder, Louisiana 


TREATED PRODUCTS 
Joplin, Missouri 
DeRidder, Louisiana 
Longview, Washington 
Weed, California 


FABRICATED TIMBERS & TRESSES 


Longview, Washington 





4 Wherever You Are, Long-Bell can give you dependable serv- 
ice on lumber and wood products. That’s the promise we make 
today—and it’s a promise we've kept with leading retailers, dis- 
tributors and industrial users for nearly 80 years. 


You're Sure of Reliable Delivery, because our twenty-six 
efficiently-operated plants and timber stands in seven states 
combine to give you a single source of supply. You're certain of 
getting available products when you want them. Contact your 
local Long-Bell representative today! 


ett Jumber (ompany 


Established 1875 — Kansas City 6, Mo. 





DIVISIONAL OFFICES 


EASTERN DIVISION — KANSAS CITY, MO, WESTERN DIVISION — LONGVIEW, WASH. 
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Protect Your Home 
THIS FALL 


By \MPROVED BOILED 
LINSEED OIL 


‘Onthe job” 








...is the advice to the more than 4,000,000 family- 

subscribers to BETTER HOMES & GARDENS by 

leading painting contractors. 
Color advertising this fall will stress the endorse- 

ment by these same leading painting contractors of , Spencer Kellogg 

superior-quality SPENCER KELLOGG LINSEED form #0 Bodiaes 

OILS for outside painting. ree 
Your customers will be following this advice. 

They'll be looking for the blue-yellow-red Spencer 

Kellogg Linseed Oil cans of Pure Raw and Im- 

proved Boiled. Available in 5 gal., 1 gal., quart and 

pint sizes. Keep up your stock of all sizes to meet 

the demand. 


SPENCER KELLOGG AND SONS, INC. 
BUFFALO 5, N. Y. 





% Spencer Kellogg and Sons, Inc. employ the slogan 
“GET TO KNOW A GOOD PAINTING CONTRACTOR” 
because experience has taught that quality paint prod- 
ucts plus good workmanship will result in an exterior 
finish that will withstand weathering to the utmost. 
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Sitcus: AND Bes: LINE OF 


Free Dealer Sales Aids 


means 


EASIER SALES! FASTER TURNOVER! 


ULI « WML E 


all-purpose WINDOW MATERIALS 





Oni R-V-LITE provides such a wide range of advertising materials! 
Every avenue of sales is fully covered—to attract new customers— 
remind your trade of the many R-V-LITE and VIMLITE uses and 
advantages. On your windows, inside your store, in your mail and local 
advertising, these free materials do an effective selling job! And, they 
tie in with R-V-LITE’s huge consumer campaign. Eleven leading 
magazines are directing readers to your store for their R-V-LITE and 
VIMLITE needs. Use these effective, free materials to build new 
R-V-LITE and VIMLITE volume... and related sales. . . right now! 


(S201) = /3 TOP-DEMAND PRODUCTS 


See 100-C GREEN COTTON REINFORCED 
a) 200-P SARAN PLASTIC REINFORCED 
thee: 300-CW VIMLITE— 10 MESH ELECTRO. 
. | GALVANIZED WIRE 
400-T WAX IMPREGNATED FABRIC 
700-W ALUMINUM WIRE REINFORCED 
800-CW 14 MESH ELECTRO. 
GALVANIZED WIRE 
15-V V-LITE 4-MIL CLEAR VINYL PLASTIC 
50-C WHITE COTTON REINFORCED 
WAX-LITE—WAX IMPREGNATED 
MATERIAL 
12-SP DELUXE STORM PANE — COTTON 
REINFORCED 
36-SP STORM PANE — 2-MiL CLEAR 
VINYL PLASTIC 
KD-12 KRAFT-DOOR WITH 15-V PANE 


250-S PONDEROSA PINE MOLDING 
STRIPS 


PLAN AHEAD...BE AHEAD...with the LINE! 


nd 





~- 





TIE IN NOW with the intensive R-V-LITE—VIM- 

LITE consumer advertising campaign reaching 

your prospects through the pages of their favorite . 

magazines. Use these top-rank sales aids, every Exclusive Manufacturers of R-V-LITE & VIMLITE 


day, to draw new customers and extra sales during 


st mares ARVEY~CORPORATION 


U. S. and Canada Since 1905 3462 N. Kimball Ave. Chicago 18, Ill. 





Gives you ORE POWER... 
Gives you 4<E VALUE! 


Only a Dodge truck offers 
these exclusive years-ahead 
features ... provides so much 
extra worth for the low price 
that you pay! 


x Groztest power 
line-up 

Famous Power-Dome V-8’s with 

unique dome-shaped combustion 

chambers for top power and effi- 

ciency! Full line of thrifty time- 


proved 6's, too! 6 great engines 
in all—103- to 172-horsepower! 


Lasiest 
# farcli (hg 


39% turning angle—for sharpest turning, 
easiest parking of any truck! Plus new 
gear-before-axle steering system that 
helps absorb road shocks, cuts driving 
fatigue to a minimum! 


\ 


(4 S ut 7 Sit 


NOW YOU CAN GET los Comftoriabhf/e 
the world’s most | C9 se xf Boot Visibility 


powerful low-tonnage Widest, roomiest cab interior of them all— 


: with 61%” of hiproom, 58%” of shoulder- Biggest windshield in the popular truck field—951 
2 i room! Deepest easy-chair seat—with 86 soft sq. in. in size! Most total vision area, too, with a 
truck engine eee super-cushion coil springs! full 2261 sq. in.! You see more from every angle in 
NEW 145-HP. a Dodge truck! 
POWER-DOME V-8 
@ . 
for Y4- through 1-ton xAI Dh 9eaS SWING. 
pick-ups, panels, and stakes bi ¥ ° 


Power-Dome V-8 design gets more miles from every gallon of regular gas, stretches your 
fuel dollars! And Dodge truck quality engineering saves you even more money in long 
life, low maintenance! 


SEE YOUR DEPENDABLE DODGE TRUCK DEALER TODAY! 


Added proof... 


that there’s a better deal for the man at the wheel . . . with new 


DODGE sifu TRUCKS 
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we have the 


PROPOSITION 


to launch a dealer on a successful selling 


ALUMINUM 
STORM 
DOORS 

AND SCREENS 
program. The way to get more sales and be 
part of Winter Seal’s new sales team is to in- 
vestigate; become sold on this service-free 
line that eliminates selling problems. 


ALUMINUM 
DOUBLE-HUNG 
WINDOWS 
AND SCREENS 


we have the 


PRODUCTS 


to carry out our program. Quality engi- 
neered, respected even by the keenest com- 
petitors and designed to have maximum 
appeal for home owners, Winter Seal’s Hi- 
Strength aluminum line is quality, yet 
priced for the great mass-market. 


SauUNLVAA ALITIVWVNO BUYOW 








“SLIDING-TYPE”’ 
STORM WINDOW AND SCREEN 


you have the 


PROFITS 


required to build a sound business future. 
You make more with the nationally-adver- 
tised Winter Seal line because you can 


ALUMINUM 
CASEMENT 
STORM 
WINDOWS 
AND : 
SCREENS 





sell more with our promotions and sensible 
plan for sales action. 


7 
FRAMED +++ for complete details of 


JALOUSIES our profitable franchise. Handle this lead- 
ership line for real business growth. 





NOA HOS S3A1VS AYOW NVAW 








WINTER SEAL CORPORATION, DEPT. AL-1, MEYERS RD., DETROIT 27, MICH. 
WINTER SEAL OF CANADA, TORONTO, 18 


Winter Seal 


Winter Seal . . . Made In Detroit, Sold Coast To Coast And In Canada. 
Also a complete line of Aluminum Jalousie Doors, “One-Piece” Round 
Top Doors, Screens & Storm Panels for all window types. 





nieed by > 
Good Housekeeping 
* amy my 


45 sovrensee TOS 
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NEW 7-TOOL DISPLAY. Features a complete assortment 
of the fastest moving items. Here's a merchandising 
unit that’s compact, streamlined, illuminated, and de- 
signed to stop prospects and make ‘em buy! 


NEW 3-SAW DISPLAY. Ic’s illuminated! Spotlights three 
SKIL Builders Saws and essential blades. Becomes the 
center of your builders’ hardware department. 





CASH IN ON SKIL BRAND < ? 
NAME ACCEPTANCE! — 


— 
Give SKIL TOOLS front display! Ne = —a 
ba — , — a 


“3 om ; he 
a ‘ 


* 
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SKIL profit program 


ALL THESE ADVANTAGES 
FOR QUICKER SALES—GREATER PROFITS! 


Who but SKIL, with the greatest brand name acceptance in the industry, could 
give you all this!) HIGH unit sales with BIG profit margins... Complete 
market coverage with 21 popular tools that embody outstanding sales features 
... All backed by powerful advertising, full merchandising support at point- 
of-sale, and FREE display units to sell tools fast! 


New! 4 new tools to round out the 


best known, best accepted and greatest line of 
power tools in the home shop field! 


New Improved SKIL Belt Sander. 
Only $79.50. New in 
Design, Performance, Utility. 

. 

New Improved SKIL Saw 
and Table Combination. 
Only $89.45. No other 
combination can match it! 


New Improved SKIL Saw. New SKIL 36-piece Drill Kit. 
Only $49.50. No other Only $49.95. To boost 
at this price can match it. Fall and Christmas Sales. 





Powerful Advertising Support throughout the fall 21 Fast-Selling SKIL Power Tools 
and winter months in Saturday Evening Post, Argosy, 
Outdoor Life, Popular Mechanics, Popular Science 
Monthly, Mechanix Illustrated, Family Handyman; 
Plus—Free Ad Mats, Radio Scripts, Envelope Stuff- 
ers, Miniature Catalogs. 


MILLIONS AND MILLIONS OF 
SKIL MESSAGES—THOUSANDS 
RIGHT IN YOUR COMMUNITY! 


HOME SHOP TOOLS 


Only SKIL gives you such a complete line... only 
SKIL gives you 21 ways to make sales and profits. Only 
SKIL, the leader in power tools, backs you up with the 
merchandising helps to build your power rool business. 





SAIL Corporation, Dept. AL-94 
5033 Elston Avenue, Chicago 30, Illinois 








Please send me complete information on SKIL Home Shop Tools 
and the new FREE displays. 











_—————— 


Made only by SKIL Corporation, formerly SKILSAW, Inc. + 5033 Elston Ave., Chicago 30, Ill. * 3601 Dundas St. West, Toronto 9, Ontario * Factory Branches in All Leading Cities 
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Marlite’s “25th year of service to 
dealers, builders, architects, and 
their customers begins October 7 
From the original prefinished tile 
pattern created in 1930, Marlite's 
line has grown to provide a wall 
and ceiling panel for every room 


in every building. 


Despite changing styles and a 
major depression, Marlite’s sales 
and popularity have constantly in- 


creased, These are the reasons: 


* Complete range of patterns —tile, 
plain-color horizontaline, wood and 
marble you better. O Geasemeed by § , Marlite is made with 
Complete range of sizes—large Pan- Hood Housekeeping genuine Masonite | 
els, Blocks (16 in. square), Planks Highest product quality maintained a Le : 

(16 in, x 8 ft), through continuous laboratory and 
Complete range of colors including production controls. 
MARLITE PLANK AND 8 
10 new Raymond Loewy ‘Companion 
Colors." Unequalled consumer features—soil- 
Strongest advertising, sales promo- proof baked finish, easy cleaning, 
tion, and dealer aids program in the fast installation, economy, permanent 


= = Marlite 


PREFINISH 
MARSH WALL PRODUCTS, INC., DEPT. 941, DOVER, OHIO : el 


Subsidiary of Masonite Corporation WALL and CEILING PANELING 


Warehouses and factory representa- 


tives conveniently located to serve 


Tempered Duolux' 


vat 
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- MOVES FAST! 
GIVES ME A BIG 
MARKUP... 


MORE PROFITS ! 




















KEEPS ITS GOOD LOOKS! | 


CANT STAIN SIDING WITH 
RED RUST! 


NO PAINT-NO MAINTENANCE ! 
CANT BURN! 


IF YOU LIKE THESE ADVANTAGES... 
PROMOTE ALUMINUM SCREENING! 


Avuminum insect wire cloth offers more advantages to 
your customers — more profits for you. 


While we do not make insect wire cloth, we do sup- 
ply the leading screening manufacturers listed below 
with Kaiser Aluminum Wire . .. wire that is nationally 
recognized for outstanding quality. 


Made of strong, durable, cladded aluminum, Kaiser 
Aluminum Wire meets or exceeds commercial stand- 
ards and federal specifications. 


Kaiser Aluminum & Chemical Sales, Inc. General 


Kaiser Aluminum 


setting the pace—in growth, quality and service 
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Sales Office, Palmolive Bldg., Chicago 11, Ill.; Execu- 


tive Office, Kaiser Bldg., Oakland 12, California. 





Alabama Wire Co., Inc. 

American Wire Fabrics 
Corp. 

Clark Wire & Supply 
Corp. 

Donald Ropes & Wire 
Cloth, Ltd. 

Hanover Wire Cloth Divi- 
sion, Continental Cop- 
per & Steel Industries, 
Inc. 





Promote the aluminum screening of these 
leading manufacturers 


Keystone Wire Cloth Co. 
New York Wire Cloth Co. 
Pennwoven, Inc. 


Phifer Aluminum Screen 
Co. 


Seneca Wire & Mfg. Co. 
Spargo Wire Co. 


Standard Wire Cloth & 
Screen Co. 


Wire Products, Inc. 
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now... you can be sure 
of barbed wire quality, tc 


~~ RED BRAND BARBED WIRE 


RED BRAND barbed wire RED barbs now tell you 
the barbed wire that has the same high quality as RED BRAND woven wire. 
Just look for the RED barbs . . . your guide to quality. 


RED TOP steel posts and RED BRAND woven wire have proved 
through the years their economy, their strength and durability. You can 
always depend on them. 


RED BRAND woven wire. For years, the Red Top Wire has been 
your guide to long life, easy-to-erect woven wire ... the fence that 
stays taut through the years... RED BRAND. It stil! is. 


You're wise to look for a mark of quality 

when you buy fence. Keystone is so sure ing the best. It's the 
the fence it makes will always satisfy that Keystone, from watchman p 
s with real pride that we r 
We want you, and everyone “ our barbed wire, « 


we give it a mark you know at a glance So it 


ella aw 
your fence, to know that you've got the with the distinct RED BRAND 


best when you put up Red Brand. For greatest value, insist on it when you buy 


Want to know the way many farm- 

e cuttin mts? Listen to 
“Ree Brand ry Tucsday and 
Thursday morning on the radio 
Or write for free copies of the illus 
trated Booklet Practical Land 
Use Broadcaster It contains 
many money-making ideas. 





KEYSTONE 
SRERCRNNET a . F STEEL & WIRE 
oe (a COMPANY 


N 
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this sales booster 


is working for 


RED BRAND 


dealers everywhere 


Here’s good news for farmers! Told in a powerful way! 
Now, farmers can be sure of top-quality barbed wire 
...at a glance. The red barbs tell the story. 


In September, the full page advertisement shown will 
appear in leading farm magazines. It’s the first in a 
new series of hard selling advertisements. 


Strong magazine advertising, continuously through 
the years, is only one way Red Brand boosts sales for 
its dealers! Week after week, the year round, the 
popular Practical Land Use Radio Program is on the 


air, building the market for fence, as well as preference 
for Red Brand. 


This is the second way Red Brand helps boost its 
dealers business. 


There are many others. If you want to put new zip 
in your merchandising, ask your Red Brand salesman 
about the new Red Brand Merchandising Plan. It 
gets amazing results. 


KEYSTONE STEEL & 
WIRE COMPANY 


Peoria 7, Illinois 


Mokers of Red Brand Fence, Red Brand Barbed Wire, Red Top 
Steel Posts, Gates, Poultry Netting, Non-Climbable Fence, Or- 
namental Fence, Bale Ties, Nails, Keymesh, Keycorner, Keybead. 
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Frese it was Sea Swirl, decorative Douglas 
fir plywood...then Knotty Sea Swirl ...now, 
1 ( a worthy companion to these popular APMI 


panels is BIRCH faced plywood. 


FACED PLYWOOD winks This new product is top quality — golden beauty 


outside; SOLID CORE inside. Standard 


SOLI D CORE 4’x 8’ panels are available in 14” and 34” 


thickness. Other sizes on special order. 


new Wonder Wood APMI plywood is stocked at company warehouses 


and selected independent jobbers. 
from APMI : 


Your inquiries are invited. 





Associated Plywood Mills, Inc. 


General Offices: Eugene, Oregon 
Plywood plants at Eugene and Willamina * Lumber mill at Roseburg 
BRANCH SALES WAREHOUSES: 4268 Utoh St., St. Louis, Missouri; 4814 Bengal St., Dallas, Texas; 
4003 Coyle St., Houston, Texas; 1026 Jay St., Charlotte, North Carolina; Wake Forest Road, Raleigh, 


North Carolina; Worley Road, Greenville, South Carolina; 925 Toland St., San Francisco, California; 
Eugene, Oregon; Willamina, Oregon 


SALES OFFICES: 31 State St., Boston, Massachusetts; 595 E, Colorado St., Pasadena, California. 
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he MIiAM! FLORIO A 


WTERMEDIATE AWNING WINDOW 
Se ae , aierteaa The industry's Luxury Awning Window 
law ‘J = 


OVERNIGHT SERVICE to most cities, — made 

possible by Ware's strategically located ware- 

houses in Chicago, Newark, Houston, and 

Atlanta ! 

WARE-TITE JALOUSIES 
Proven All Weather Protection 
needs. Whether it’s low-cost housing, large 

institutions, or individual residences, you can 

offer a Ware window that's priced to sell 

and made to last. 


2 A FULL LINE to meet your customers’ many 


3 PROVEN VALUE that's paying off year after 
year in thousands of installations from coast 
to coast. Ware windows are nationally adver- 
tised and nationally recognized for top quaiity. 





Get ALL the profit-building facts. Write Dept. L-9 today. 


Ware Laboratories, Inc., 3700 N.W. 25th St., Miami, Florida 
CONVENIENTLY LOCATED WAREHOUSES IN CHICAGO, NEWARK, ATLANTA, AND HOUSTON 
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Let Aunt Jemima’s 
°75,000 Contest 


Stack up Your Profits 
with Curtis Kitchens 


Here’s the 
Opportunity 


* Curtis woman-designed kitchen cabinets in natural birch for 7% ft. 
of wall space are one of the prizes being offered in the spectacular 
$75,000 “Home for All America” contest being sponsored by The 
Quaker Oats Company for Aunt Jemima Pancake Mix. 


* The contest will be announced to tens of millions during September 
in such national magazines as Life—Better Homes G Gardens—This 
Week—as well as on the Don McNeill radio-TV show. Deadline for 
contest entries is November 15. 


Here’s how Curtis Woodwork Dealers Can Cash in: 


* Use the tremendous impact of this giant, * Stage special demonstrations to show Curtis 
nationwide contest to push YOUR sales and kitchen cabinet advantages. 
profits with Curtis kitchens. *® Use Curtis kitchen literature and newspaper 


* Feature the fact that Curtis kitchen cabinets mats to stimulate interest and sales. 
were chosen as a prize in this Aunt Jemima 
contest because they fit into America’s dream 
of a beautiful, ultra-modern home, 


* Be sure your customers get the special con- 
test entry blanks (furnished you by Curtis), 
which mention Curtis kitchens. 


DON'T MISS THIS CHANCE TO GET CURTIS COMPANIES SERVICE BUREAU 
A BIGGER SHARE OF CURTIS Clinton, lowa 


KITCHEN CABINET BUSINESS. YOUR Te ILE MTT Tp i a a tas 
CURTIS REPRESENTATIVE WILL GIVE the Insulated window Clinton, lowa © Wausau, Wis. © Chicago, Ill. ¢ Sioux City, lowa 
YOU FULL DETAILS. Lincoln, Nebr. ¢ Topeka, Kan. ¢ Minneapolis,Minn. ¢ New London, Wis. 
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BIRD 


Shingles 
& Sidings 


MEADOW GRE : os — cece cnet 
PASTEL = Te BROWN BLENDE ~~ 


YOU'RE LOOKING AT WHAT SELLS ROOFING TODAY: COLOR! 
Especially the Rainbow Colors that have made BIRD Master-Bilt shingles 
so popular with so many homeowners. 

Today’s low roofline has skyrocketed interest in color-roofing. And aggressive, 
salesminded dealers are cashing in on the tremendous re-roofing and re- 

decorating market by featuring Master-Bilt’s Rainbow Colors. 
Why? Because of an unequalled variety of shade and tone... from smart, 
brilliant colors to delicate pastels... because the Master-Bilt shingle is a 
long-lasting thick-butt shingle with double surfacing — two layers of asphalt 
coating and two deeply-embedded layers of ceramic granules. 
Ask your distributor for further details —or write 
BIRD wy SON, INC., Dept. AL-9, East WH alpole, Massachusetts. 


BIRD 
QUALITY PRODUCTS SINCE 1795 (<<~’¥) EAST WALPOLE, MASS., NEW YORK, N. Y., CHICAGO, ILL., SHREVEPORT, LA. 





Ozan Pine—A Superior Product—is the 
Result of Quality Control... 


The card you see at right shows how the Ozan 
Lumber Company utilizes outside experts to keep 
at 
all times, It is a mill inspection report prepared by 
a SPIB This SPIB official 


unscheduled appearance at least once each month. 


its graders in line—and maintain high quality 


expert. makes an 
He scrupulously checks to see that work measures 
up to the required 95% efficiency in grading. This 
extra measure of care in quality control is reflected 
in every foot of Ozan Soft Pine. Investigate Ozan 
Pine today. Build quality sales. 


Available In All Standard Building Items 


OZAN uumaerco. 


PRESCOTT, ARKANSAS 


SAWING WOOD SINCE 1891 


(To obtain more data on advertised products see 


here’s lumber 
with real 


ee 


Lumber like you've 
never seen before! Beautifully 


bright and clean. 


As smooth as 


/ 


4 
it is so 


l 


, and Ozan Pine is famous for 





SOUTHERN PINE INSPECTION BUREAU 
of the SOUTHERN PINE ASSOCIATION 
NEW ORLEANS, LA. 


MILL INSPECTION REPORT Date __#-)o-fih _ 


Name of evil Osnp lomber Co., Delight, Apmensas - 
I have today checked the performance of this mill as to mane 
fectare, seasoning and greding and submit report as follows: 





| Amount | Amount Amount 
Akers Lane 


| 
| Ameont 
GRADED BY | iSiened | 


——= 


BAB S45 22 
Lockwood 
Cc D/S 105 ® 


#2 D/s 106 
#1 8/L 
#2 8/L 
#2 s/t 


600 


496 


1600 





#2 84s 
#5 S45 
#3 8/L 


#7 cu 


145 3 52 


8441 
Voistere content, moufectura and grpde-marking 
eQuippent fo t ° | } 
Qu La umd to be okay + | | 


oa TT 
Inspector 





ee | 


F, G, McWhorter 
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The No. 525 Catch requires only 
hole through side of 


“ 


a single '%, 
door. Fits doors from 7%“ 


thick. Designed for doors opening 


out only. 


You're “in”! . . . Russwin Dealers! With this 
new addition to the Russwin Line of Screen- 
Storm Doorware, you're equipped to wrap up 
every prospective sale ,. . because the Russwin 
Screen-Storm Doorware Line covers every price 
range. The new Russwin No. 525 Door Catch 
has special appeals of its own. For builders and 
contractors ... it cuts installation time to the 
bone — it’s attractive, sturdily built, and easy 
to operate. For the “do-it-yourself” trade... 
it’s a cinch to install and it’s as good as it looks, 
Durable, pressed metal working parts plus 
wrought brass or bronze knob and cast brass 
or bronze lever handle assures long service life. 
Get complete details from your distributor. 
Russell & Erwin Division, The American Hard- 
ware Corporation, New Britain, Conn. 


TINCTIVE HAROWARE 


BUILDING Propucts MERCHANDISER 








A FULL LINE OF SCREEN-STORM DOORWARE 


ai % PRICED FOR EVERY PURSE 
j The No, 8 
LIQUID DOOR CLOSER 
4 ‘tops in every respect 
5 


The No. 565 
MORTISE TYPE CATCH 





rge @e BOREAL NG 





The No. 3 “Air Jet’ CLOSER 
efficient and economical 





The No. 5 CLOSER 
The No. 510 with coiled torsion type spring 
RIM TYPE CATCH 


MERCHANDISING AIDS 


~~ | 


LITERATURE COUNTER DISPLAYS 
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Here's the NEW paint for 
rough exteriors that is setting 
New sales records everywhere! fi scsisowes sing, bck, cement, sue 


asbestos shingles. 





“Terrific” .. . “going great guns” . . . “big 


potential” . . . “real customer-pleaser” 
‘extra money-maker!” Comments like 
these from dealers everywhere attest to 
the sensational selling success of Shingle 
n’ Shake Paint—smoothest extra-profit 
producer to hit the exterior paint-selling 
business in years. 

Although Shingle n’ Shake is already “sell- 
ing like blazes,” the market has barely 
been scratched. The potential market for 
this velvety, easy-to-apply finish is enor- 
mous! Cash in on the great and growing 
demand. Put Lowe Brothers Shingle n’ 
Shake on display, and get ready for new 
and bigger exterior paint profits! Get de- 


tails quickly—write today. 


The Lowe Brothers Company * Dayton, Ohio 





® Amazing hiding—one coat covers 
® Fast drying 





® Beautiful velvety flat finish 


4s on aaadiatogee ae PAINTS - VARNISHES 


@ Popular modern colors that sell 


4 
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““PRECISION WEAVING 


makes every job a good job 
with these two 


Cuclone Hardware Products 


Mo handymen like to work with materials 
that make it easier to do a good job. And 
you have just what they are looking for when 
you offer them Cyclone Insect Wire Screening 
and Cyclone Hardware Cloth. 

Both of these Cyclone “Red Tag” Hardware 
Products feature a precision weave that helps 
to assure a perfect finished job. The wires are 
straight and parallel, and it’s easy to achieve 
a square, even edge. Both feature an excellent 
selvage, making them easy to work with. The 
flat, symmetrical, welded edge of Cyclone Hard- 
ware Cloth fits snug under molding or can be 
welded to steel. 

Cyclone Insect Wire Screening and Cyclone 
Hardware Cloth are available in the sizes and 
meshes your customers want. In Insect Wire 
Screening they have their choice of the three 
most popular types—Galvanized, Bronze and 
Aluminum. Cyclone Hardware Cloth is heavily 
hot-galvanized after weaving for greater 
strength and durability. 

Be sure your stocks of these Cyclone Hard- 
ware Products are complete so you'll be able to 
bring your customers back again and again. 
Check your stocks and fill any gaps by ordering 
from your jobber today. 





CYCLONE FENCE DEPT., AMZRICAN STEEL & WIRE DIVISION 
UNITED STATES STEEL CORPORATION 


WAUKEGAN, ILLINOIS - SALES OFFICES COAST TO COAST 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


USS CYCLONE ‘“Re/7o7 HARDWARE PRODUCTS 
ieee SVALTCe CF FEL 
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Will a '/o’ plastic 


— 


laminate...?/3 thicker ee 
than usual... j FRONTIER HOME! 
save you time and “RROD T AE 
money? Read what fim 3 
another experienced we % Ritual homr ten. warkeate 
builder says... o 


fortable modern living. 


Give the lady what she wants! It’s good business 
when you're building homes for resale, and the lady 
wants plastic surfacing! Up to now, that demand 
meant a highly specialized, costly application pro- 
cedure. But not with new, extra-thick Consoweld 10! 


Read what R. P. Watt, builder of Frontier Homes in 

Sacramento, Calif., has to say about dollar-savings 

with Consoweld 10: 

The same applies to a counter-top job. Use an in- 
expensive supporting surface of sheathing-grade ply- 
wood. Knotholes or cracks won't “‘telegraph”’ through 
to spoil the finished beauty of the Consoweld 10 plas- 
tic surfacing. 


“In order to insure continual sales of our Frontier 
Village homes, we are constantly striving to improve 
our finished products and yet keep our costs down 
to the minimum. 

“Our use of Consoweld 10 has proved to be a natural 
in keeping with this policy. It not only gives us a Prove it on YOUR next job! 
better finished product, but its easy adaptability to 
on-the-job installation results in a saving of 23% 
in our bathroom walls and kitchen counter-top costs.” 


Specify rugged Consoweld 10—and you can throw away 
the “‘kid gloves” that you needed with conventional lami- 


nates! You'll find that Consoweld 10 saves time, saves 
A bathroom wall offers a good example of what Mr. labor, saves money. 


Watt means by easy adaptability to on-the-job in- 
stallation. With thicker Consoweld 10, you don’t 


need expensive plywood backing. Gypsum lath or Ca ee ay 1b be =. aap 
building board is smooth enough. You cover a large 


area with one panel—available 30 and 48 inches wide, p | as t j Cc sur f ac j n g 


96 and 120 inches long. Bond it with easy-to-handle, . 
rubber-base mastic adhesive which permits shifting geod fp colorful Lipeting 
,the Consoweld, if necessary, for a perfect fit. Apply 

edge mouldings—and the job is done! Consoweld, Wisconsin Rapids, Wis. 


(To obtain more data on advertised products see page 290) Sept mber 6, 1954, AmMEeRICAN LUMBERKRMAN &e 











This gleaming counter-top may look custom-fabricated, but it was Up-to-the-minute bathrooms in Frontier Homes are good for a color- 
built on the job... with thicker, more rigid Consoweld 10. A typi- ful lifetime—with Consoweld 10. This wail is covered with one large 
cal example of the top-quality job you get using Consoweld 10... panel... which means big labor savings over other types of wall 
at less cost! coverings. 


our costs 2a0 


... Writes R. P. Watt, General Contractor 


Sacramento, California 





CONSOWELD 6 


Consoweld 6 (the usual .060” thickness) has long 
been a favorite of many fabricators for shop appli- 
cation and for some types of on-the-job use, espe- 
cially where self-edging is desired. It is applied with 
pressure- or contact-type adhesives. 

The quality of Consoweld 6 and Consoweld 10 is 
the same, the only difference being in thickness. 
Consoweld 6 panel sizes: 30-, 36- and 48-inch widths; " = 
72-, 96- and 120-inch lengths. counte Now; New profit Opportunitj ' 

<omm Both Consoweld 6 and Consoweld 10 are ex- new, | seul enn the time to Stor : 
lof. tremely durable high-pressure thermosetting dec- J 7 ash in ©n this } ho: Consoweld 1 
. NEMA §) orative laminates. They meet or exceed the high fa WEr-Cost applic -rand-ne 0 
py standards of the National Electrical Manufac- 4Cing brings m "ation of Pp 
“ata © turers Association ... your assurance of highest reach , . - ive an , 
quality tapped Marke 
Consistent t. 
reachin 
to help 











. ; > 
Me “ampaign of 
uilderg and h 

YOu close 8ales ¢ 


Mail this coupon Here’s the ha d 
n 


for complete information 
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Northern Woods have been recognized for high quality and dependable performance for 
over half a century. Today the mills of the Northern region are better prepared than ever 
to serve you with well-manufactured, accurately graded lumber and lumber products of 


these quality hardwoods. Consult the firms on this page for your requirements in Northern 
Woods, 


*T), W. Wells Lumber Go, . . . . « Menominee, Mich, “Wm. Bonifas Lumber Co. ( 4.,cMil!s “Sascn, ) Seles Neenah, Wis. 
Hard Maple and Oak FB aay Strip, Hi "Saase Block patterns oods, ff 
Custom kiln drying. Upper aredes Hard Maple ro and Birch lumber, mony BL + lft Rime f 


“Goodman Lumber Company . . . . Goodman, Wis. 


Northern Hardwoods, Hemlock, White Pine, Basswood, Hardwood 
Edward Hines lumber Co. . =. «=. «3. =.) Chicago, Il. Dimension. Planing Mill. Dry Kilns. Rotary Cut Veneers. 
Mill at Bergland, Michigan 
Sales Office—77 W. Washingion —eeeoue & 


Hardwoods, Hemlock and White Pine. Planing Mill and Dry Kilns © “Michigan Pole & Tie Co. . . . «. Newberry, Mich. 


waite Hardwood Lumber, Old Faithful Hemlock. NORTHERN 
PINE, NORWAY PINE and Piling. Excellent Transit Mill- 
working Facilities. 


“Boehm-Madisen Lumber Co. . . . Milwaukee 3, Wis, = | 
Mill: Labo, Lindos, Dich. 30ire. Hardwoods. LCL. shipments Min _hodtis Plywood Corporation . Marshfield ae Park Falk Falls, Ms. 


Lumber & Veneer Co. of Mich. 
Roddis Lbr. & Veneer Co., Lid.. Say Bo 
Complete stock N. Hdwds., Hemlock, (3 

Birch, Fig. Hdwd. Ven’‘r'd ‘Doors. Plywd. Sedice Dry 


Cadiliac-Soo lumber Co. . . . Sault Ste. Marie, Mich. 


* 
Noreen Hardwoods, Hard Maple » Specialty. Hemlock. White Pine. TAhonen LumberGo, . . . « « » » tronwood, Mich, 


 Resawing, etc. Northern Herdwoeds. Hemlock. White Pine, Spruce. Planing Mill 


—Modern Dry Ki “AAA” brand MFMA Hardwood Flooring. 
Hosdwood and Softwood Pallets. 


“Abbott Fox Lumber Co. . . . . ron Mountain, Mich. “Copeland Lumber Co. 


/ 
ape . « Chicago, Mi. 
Manufacturers and Concentrators of Hardwoods, Hemlock and White 


Mills — ette and 
Pine. Planing Mills. Dry Eilas. Sales Office — CHICAGO — 135 using, Michigan 
Hardwoods, White Pine and Hemicck 


*THoll Hardwood Go, . « «+ ee ee 6OConto, Wis. *C. M. Christiansen Co. . =. =...) Phelps, Wis. 
Maple, Birch, Beech, Oak Flooring. Strip, Assembled tanding Wisconsin lumbe: cturer — Hardwood, White 
Herringbone, Parquetry types; all types Heavy Duty Moertne. peer Pine, Hemlock by Products. 


tMember Maple Flooring Mfrs. Assen. *Member Northern Hemlock & Hardwood Mfrs. Assn. 
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Are YOU Satisfied with 


‘Minnow Profits? 


Why be satisfied with small “minnow” profits when 
dealers fishing in the same waters are pulling in “big 
whopper” profits ? 

What makes the difference? Short discounts, excessive 
inventories, service problems, frequent model changes, 


name on too much retail paper . . . all these nibble profits 





LOOK AT THE FIGURES.....IT’S EASY 
TO SEE WHAT YOU SHOULD BE SELLING 


TODAY 


SATURATION OPPORTUNITY 





! — — 
3%[____ DISHWASHERS _|97% 
i 





4%| —_pisrosERs——}96% 
10% [__STEEL_KITCHENS —]90% 
' 
617 ONT 29% 
63% TTT 277, 
79%, TCT 21%, 
| 
907%, MRCTSTTNCT ER 10% 
907, TT 27, 
! 
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on most lines down to minnow size. 

However, with American Kitchens the profit nibbles 
can’t get started... you make a full 40% profit and the 
profits you make you keep! 

Here’s why: Large unsaturated market, no trade-ins, no 
yearly model changes, inventory only a display... and 
financing with 3 years to pay on FHA insured loans 
which mean cash to you. 

American Kitchens is the most profitable line in the busi- 
ness... because it is easiest to demonstrate—easiest to 
sell... with such work-saving features as seamless one- 
piece drawers, rounded contours for easy cleaning, 15% 
larger sink bowls! 

Write, wire or phone your American Kitchens distributor 
now and get your share of ‘‘whopping big’’ profits! 


MAKE MORE MONEY FOR YOU 


American Kitchens Division (AVEO) Connersville, Indieng 


Cabinets of steel for lasting appeal 


(To obtain more data on advertised products see page 290) 





LUMBER DEALERS 
PROFIT BUILDERS 


A Monthly Collection of Sales Ideas Gathered 
for the Use of Lumber Dealers by REZ 











LIFE-SIZE IDEA FILE 





In the St. Louis County (Missouri) store 
of United Lumber Co., door-size panels 
hold wood samples and self-help liter- 
ature. Display builds traffic, stimulates 
sales, saves time of busy customers and 
clerks, keeps service counters neat. 


EVERYBODY LIKES 
GUESSING GAMES and 
IT’S YOU WHO WINS 


Build store traffic and boost sales, too, 
by taking advantage of men’s natural 
bent for contests. 


An extra-good interest builder for 
men is to tie the guessing contest in 
with rome local athletic event. For in- 
stance, the prize might go to the man 
guessing closest to the total score when 
the high school basketball team plays 
its chief foe. 

Stipulate that one guess may be en- 
tered for each sale above a certain mini- 
mum. Power tools make ideal prizes. 





REZ SEZ: A recent nation wide sur- 
vey shows 44% of customers will buy 
finishes where they buy their lumber. 





YOUR WAREHOUSE— 
HELP or HINDRANCE to 
YOUR CUSTOMERS? 


Are you a lumber dealer who lures cus- 
tomers with an attractive store and then 
shuttles them into a yard or warehouse 
where they learn to hate you? 

Two main customer gripes are (1) in- 
ability to identify the lumber, and (2) 
inability to identify the help. Fortu- 
nately, both are easily remedied. The 
answer to the first is signs—label every- 
thing in large print. 

As for the second, a workman dressed 
in old clothes and a customer dressed 
in old work clothes look pretty much 
the same. Give your yard employees 
some kind of distinctive uniform. Bright 
colored caps will do the trick nicely. 
Moral: Make it easy for your customers 
to buy...or they won’t! 





How to make a Fin: 


If you've worked out some promo- 
tional gimmick that has paid off in 
cash or convenience, send us a brief 
description and perhaps a picture. 
REZ will pay you $5 if it's used here. 
Write to: REZ PROFIT BUILDERS, 
Monsanto Chemical Co., Merchandis- 
ing Division, 800 North 12th Street, 
St. Louis, Missouri. 

















NAILS ? OH-ER-YEH 

A POUND, | GUESS.. 

MAYBE S POUNDS 
| DONT KNOW... 








Dexter J. Dexter is embarrassed because 
he doesn’t know how to buy nails. The 
clerk isn’t helping and neither is any- 
thing in the display. 


Most men don’t know the size, quan- 
tities, weights, etc., of lumber and re- 
lated merchandise and many men hate 
to admit their ignorance. Help them out 
with informative displays and tactful 
service that makes ordering easy. 


Try a Soft Drink Vending 
Machine to Pop Up Your Sales 


Soft drinks to sell building materials? 
Yes, a dispenser in your store may be 
a bonanza. 


A food store survey of 150,000 shop- 
pers showed that checks of customers 
who did not buy a drink averaged $5.20. 
Checks of customers who bought a bot- 
tle averaged $9.39. Seems a pause for an 
ice-cold bottle means a chance to look 
around for added purchases. 


A COMPLETE WOOD FINISH LINE 
TAKES ONLY FOUR KINDS OF REZ 


An inventory of just four kinds of REZ 
gives the dealer with limited shelf spave 
a line of wood finishes that is not only 
complete but is running up new sales 
highs for the fourth straight year. 
Clear REZ Sealer and Primer is a 
colorless final finish. As a primer, it 


helps stain, paint or enamel go on easily 
and evenly. White REZ bleaches with- 
out acids. Satinwood REZ gives a semi- 
gloss finish. Color-toned REZ provides 
softly colorful grained decorative fin- 
ishes, comes in five tones adaptable to 
any desired effect. 








La 





BECOMES PART OF THE WOOD 


MONSANTO 








44 


(To obtain more data on advertised products see page 290) 


September 6, 1954, AMERICAN LUMBERMAN & 





NOW = 


BUILDING Propucts MERCHANDISER 


stone asbestos siding 


is DOUBLE-SEALED to seal up sales! 


New Carey double-sealing process permanently 
seals out water, dirt, fumes and weather . . . keeps 
colors fresh and new-looking for years and years! 


You can’t see the double seal applied to 
Careystone asbestos siding. But you can 
see what it does to provide real customer 
satisfaction! Just ask your Carey Rep- 
resentative for « demonstration! 

You'll see how water rolls right off 
Careystone ... can’t penetrate to carry in 
dirt, grime and stains. Here at last is a 
siding that stays fresh and new-looking; 
is wonderfully resistant to sunlight and 
fading, fumes, chemicals, atmospheric 


deterioration. 


Careystone Double-Sealed Asbestos Sid- 


ing is a permanent material that will not 
rot, rust, corrode, burn, warp or buckle. 
Its Plastic-Silicone seal will not peel or 
wear away. And Careystone never needs 
protective painting or preservative treat- 
ment. Beautiful pastel shades in a va- 
riety of colors and a handsome striated 
texture win instant customer approval, 


Be sure and ask your Carey Representa- 
tive to show you new Careystone Double- 
Sealed Asbestos Siding. Or, write to us 
for complete information, Address De- 
parement AL-9, 


Colors: Pastel Green 


Serving Home, Farm and Industry Since 1873 


SE RN GF 6° 





Pastel Brown 
Pastel Coral 
Pastel Gray 


The Philip Carey Mfg. Co., Lockland, Cincinnati 15, Ohio 
In Canada: The Philip Carey Co., Ltd., Montreal 3, P. Q. 
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ou PROFIT all ways! * ‘ 


PACKAGED TRIM 


No pieces to gather—no cutting! Just pick up the 
package and hand it to your customer. It contains every 
piece needed for a complete window or door opening. You 
waste no time selling one package or a hundred... and 
there are no comebacks for forgotten pieces! No damaged 
returns, either. The tough Kraft paper wrapping keeps trim 
clean, protects it against mars. Each package plainly 
marked. You make no mistake when you stock John Day 
Packaged Pine Trim! 


Straight, Clear Ponderosa Pine! 


© CUT HANDLING COSTS Only top quality, kiln-dried Ponderosa Pine is used in the 

manufacture of John Day Packaged Trim. No pitch pockets 

or knots—smoothly sanded for fast, easy, economical ap- 
@ KEEP SATISFIED CUSTOMERS plication of finish. 

There is a big market for you among home owners 
who are remodeling or replacing the trim on old windows 
and doors. You serve them quickly with a conveniently 

i) of packaged product—rid yourself of trouble and stock wor- 

—— ries. Your customers are happier, too. (hey appreciate the 
HARDBOARD ease and convenience of buying trim by the package. 
another Oregon Lumber Co. quality 


pda: © Gite tetdinn end my | Write today for the name of your nearest distributor! 
modeling easy. Smooth, hard, dur- 


able — it works like wood... but oO g L te Cc Pp y 
better. Write for full details today! re on um er orm an 
OREGON LUMBER CO. 


HARDBOARD DIVISION, DEE, OREGON BAKER, OREGON 


*T.M, Oregon Lumber Co 


@® BANISH INVENTORY PROBLEMS 





PONDEROSA PINE PRODUCERS AND MANUFACTURERS SINCE 1889 
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CLARK’S L.P.—~GAS CARLOADER* 


reduces engine maintenance, eliminates obnoxious exhaust fumes 








1. Greatly reduces engine maintenance: 
eliminates unburned carbon deposits and crank- 
case dilution. 
eliminates fuel pump and complicated carbu- 
retor adjustments. 

2. Eliminates obnoxious exhaust fumes: 
L.P.-Gas provides almost perfect combustion, 
excellent for indoor operations. 

3. Provides safe, efficient operation: 


vacuum ignition switch is interlocked with fuel 
line and manifold, impossible to ‘spill fuel or 
load-up engine. 
high compression head (8.5 to 1) gives maximum 
economy and power from high octane L.P. Gas. 
——quickly demountable tank takes 3 minutes to 
change. 
Stellite valves and seats prevent burning from 
high flame temperature of L.P. Gas. 
*4000 Ib. capacity, available with standard shift, Hydratork or Dynatork. 
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(To obtain more data on advertised products see page 


Now you can have the advantages of liquified 
petroleum gas-powered (butane, propane) mate- 
rials handling, with complete safety. The Clark 
L.P.G. Carloader is the first lift truck to receive 
the all-important listing of Underwriters’ Lab- 
oratories. Field and factory tested for two years, 
Clark’s unit is specifically designed and metered 
for fork truck operation. For details, call your 
local Clark dealer, listed under “Trucks, Indus- 
trial” in the Yellow Pages. Or send the coupon 
for specifications. 


| q A 4 Industrial Truck Division 


CLARK EQUIPMENT COMPANY 
EQUIPMENT Battle Creek 40, Michigan 


{_] Send details on LPG truck 


Name____. 
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Texture 1-11 combines high style with 
the strength, economy and dependa- 
bility of industry quality grademarkep 
Exterior fir plywood (EXT-DFPA* 
Specify it by name. And remember, 
only genuine T 1-11 gives you all these 
features: 

Shiplap edges neatly conceal 

vertical joints. 

Clean-cut grooves, surface texture. 

5¢"-thickness leaves full %”" 

panel b. hind \"-deep grooves. 

Comes in 8 and 10’ lengths with 

grooves either 2” or 4" o.« 
@ EXT-DFPA*® on panel means 


waterproof glue 


Get the full story on this profitable 


new item from your regular supplier or 
write Douglas Fir Plywood Association, 
Tacoma 2, Washington. 











be ready to supply genuine 


Texture One Eleven 


EXTERIOR FIR PLYWOOD - EXT-OFPPA 


...the exciting new panel material 
that combines line and texture 


Texture One-Eleven siding combines high 
style with strength, durability and econ- 
omy of dependable Exterior fir plywood. 


T 1-11"s bold groove pattern and subtle 
surface texture adds drama and interest 
to residential and commercial interiors. 


THE MARKET'S RIPE! Since its introduction only 
a few months ago, Texture One-Eleven” has 
been enthusiastically received by architects, 
builders and home owners. Here are a few 
examples of the many exciting things being 
done with this new best seller. 


Equally effective for patio fences, gable 
ends and soffits, T 1-11 contrasts well 
with masonry and other materials. 


Texture 1-11 meets FHA requirements for 
combined siding and sheathing which 
permits major construction economy. 


Texture 1-11 siding weathers well, sur- Builders of special demonstration homes 
face texture is enhanced by exposure. report home buyers equally taken with 
Glue it completely weather & waterproof. striking beauty of new Texture 1-11, 
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Alcoa’s new 
wider roofing 
sheet costs 
less to apply 


Greater width—greater savings! 
That's what you offer customers with 
Alcoa's new 48” wide roofing sheet. 
The increased width means fewer 
sheets per square—less time and 
labor for application—less material 
used for side laps. 

As an Alcoa Dealer, you offer a 
complete line of aluminum roofing 
and accessories for every customer 
need. Send coupon for full facts. 


MAIL THIS COUPON TODAY! 


ALUMINUM COMPANY OF AMERICA 
2117-3 Alcoa Building 
Pittsburgh 19, Pa. 


Please send me information on the Alcoa 
line of Farm Roofing and Accessories, 


Name 
Company 


Address 


ALUMINUAA 


ALUMINUM COMPANY OF AMERICA 


50 





ee 
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Advertisement 


Mr. E. L. O’Rourke, vice president of T. J. Moss 
Tie Company, prominent Missouri roofing 


jobber. 


Missouri Jobber says: 


““Fast-moving Alcoa Roofing 
makes profits ... and friends’”’ 


| “Naturally we handle Alcoa® Alu- 
| minum Roofing,” says Mr. E. L. 


O’Rourke, vice president of the 
T. J. Moss Tie Company, with head- 
quarters in St. Louis. “In dealing 
with our customers, we want to 
make permanent friends; we want 
them to come back. We feel that 


| when we sell the best we not only 


have a satisfied customer, but a 
salesman, too. We find Alcoa Alu- 
minum Roofing Sheet a profitable 


| item, a fast mover, and a natural 
| tie-in with the complete pole barns 
| that we sell. 


“We have great confidence in the 
poles since we manufacture them 
ourselves and know that they 
are top quality,” continues Mr. 
O’Rourke. “With the Alcoa con- 
nection, we are just as sure of the 
roofing and siding.” 


COMPLETE LINE WITH ALL 
ACCESSORIES. New 48” wide 
sheet, and standard widths—plus 
flashing, roll valley, ridge roll, nails. 
Alcoa’s complete line of aluminum 
roofing and accessories enables you 
to supply every customer need. 


Dealers find almost every sale is 
a big sale. In most cases, farmers 
buy Alcoa Roofing to cover an en- 
tire building or group of buildings. 
To find out how you can profit by 
selling Alcoa Aluminum Roofing, 
write: ALUMINUM COMPANY OF 
AMERICA, 2117-J Alcoa Bldg., Pitts- 
burgh 19, Pa., or mail coupon at left. 


ROOFING SHEE 


ONGER LA NG PR 


TO HELP YOU SELL, Alcoa sup- 
plies a wide array of sales aids in- 
cluding application folders, self- 
mailers, envelope stuffers, point- 
of-sale displays, catalog sheets. 
In addition, Alcoa presells your 
customers with national magazine 
_and local radio advertising. As an 
Alcoa Dealer, you receive valu- 
able sales leads which result from 
this advertising. 


WE SELL 


ALCOA 
ALUMINUM 


ROOFING 


PEOPLE KNOW and believe in the 
name Alcoa, When you display this 
Alcoa Dealer sign, you tie in with 
the greatest name in aluminum. 
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ARKANSAS SOFT PINE 


Satin-like Interior Trim 
Inside Door Frames 
Paneling Finish 
Sheathing Shiplap 
Mouldings Boards 
Dimension 


OAK SPECIALTIES 
Stair Treads Thresholds 
Risers Glued-up Panels 


OAK FLOORING 


Unit Wood Blocks* 

Straight-line Strip* 

Random Width Oak Plank 

Each Prefinished or Unfinished 
*Also in Beech and Pecan 


Standard of Comparison 
Quality in Every Item 


BUILDING Propucts MERCHANDISER 





Bradley mixed-¢ ervice clicks. Be yours individual, line 
yard or city store, Bra nables you to keep your inven- 
tory balanced (without overstoekiqg) by its prompt 
shipment of just about every item you 

lumber and wood products...and with 

every item strictly up to Bradley Brand 

premium standards. 


Check your current needs against 
the wide assortment listed, then call 


us or our nearest representative. 


LUMBER COMPANY of Arkansas © aguanse 


ARKANSAS 
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Jaeger truck mixers set profitable pace 


2 payloads of 
per HOUr os mis 


The Patterson Riverside Bridge 
at Dayton, Ohio, built by Maxon Con- 
struction Co., required 10,000 cu. yds. 
of State Specification concrete of 3” 
maximum slump (6,000 yds. for the 
bridge and the balance for the 
approaches). 

By averaging 2 payload trips per 
hour, 3 miles round trip, in traflic, 5 
to 7 Jaeger 414-yard “Mix Plus” truck 
mixers were able to deliver 300 cu. 


stiff concrete 


round trip, in traffic) 


yds. in less than 6 hours in a maxi- 
mum day’s pour. This rate of pro- 
duction was made possible by good 
plant operation, plus the ability of 
Jaeger mixers to charge, mix and dis- 
charge low slump specification con- 
crete faster than any other make of 
truck mixer. 

On this job, the “dual mix” 
drums, equipped with Jaeger’s sealed 
end loader, enabled Dayton Builders 


Concrete Co. to charge without blow- 
back in less than 15 secs. per yd., to 
mix thoroughly in transit, and to dis- 
charge equally fast. One quick turn 
of a hand wheel opens the Jaeger 
hopper for an uninterrupted flow of 
mix. 

“Mix Plus” truck mixers are 
available in capacities of 3 to 714 yds. 
(414 to 1014 yds. as agitators). The 
widest range of optional choices of 
equipment enables you to meet your 
local condition, payload requirement, 
weight limitation and wet-mix or dry- 
batch operation with standard units 
readily mountable on standard makes 
of trucks. 

Ask your Jaeger distributor to 
show you the many plus features of 
the Jaeger “Mix Plus”, Or send for 


Specification TMB-4, 


THE JAEGER MACHINE COMPANY 
160 Dublin Avenue, Columbus 16, Ohio 
FRONT END LOADERS * COMPRESSORS © PUMPS © CONCRETE MIXERS © PAVING MACHINES 


(To obtain more data on advertised products see page 290) 


September 6, 1954, AmMericAN LuMBERMAN & 





jon the Fabulous Fiberglas parade to profits with 


> aes 


mereaibkhu: Translucent 
Shatterproof  =6=SRESVLEL Sainte 


High Satleability Strong Sales AWelpe 
Fiberglas panels sell on sight. So Produced by a pioneer manufacturer, Resolite has 
sell the best, sell RESOLITE! gained nation-wide acceptance through aggressive 
Resolite’s nine sparkling tints and distribution, top dealer support and hard-hitting 
hues paint with colored light... national promotion. 
answer growing consumer de- 
mand for color. Customers are 
excited about and proud to own 
this unusual, new material. . Nationally Advertised . . . 
% ker ans Consistent advertising in leading pop- 
, ular and trade magazines has stimu- 
lated desire among millions of readers, 
given dealers thousands of live leads. 


7 Powerful Merchandising .. . 

Resolite Dealers are supported by at- 

tractive literature including “do-it- 

yourself” instructions, eye-catching 

point-of-purchase displays, newspaper 

advertising mats, direct mail, radio and 

TV scripts and slides. 

Versatile, With Wide Range of Applications . . . Resolite 

has proven to be the ideal material for terrace covers, ; ‘ * messtee Acssecertes « « « 

awnings, partitions, carports and hundreds of other such , Rie 

uses where a combination of translucency, lightness and ° Resolite pened es stock S complete 

strength is desirable. : line of accessories, (including mold- 
* ings, closure strips, flashings, fasteners 


BurLDING Propucts MERCHANDISER 


Ease Of Installation .. . Resolite is a natural for the huge 
“do-it-yourself” market. It can be sawed, nailed, bolted 
and drilled with ordinary tools and without special skill. 
Available accessories assure professional-type jobs, sim- 
plify installation, reduce labor. 


Durability . . . Resolite is shatterproof, a hammer blow 
won't break it. It will not mildew or rot. It does not warp, 
sag, check or craze under weather extremes of heat, cold 
Or moisture, 


You'll realize extra profit, at little added selling cost, 
from tie-in sales of accessories and lumber. Send in the 
coupon for complete information on a Resolite Dealership, 
samples and Resolite’s idea-packed promotion package. 





and mastic) available to dealers. They 
simplify installation of the panels, help 
build up the “do-it-yourself” market, 
and add a bonus to the dealer's Reso- 
lite profit. 


o e . 2 
, Solid Distribution . . . Resolite’s huge production capacity 
guarantees speedy delivery and lower dealer inventory. 
Well-established distributors in your area carry com- 
plete stocks. 
Py 


RESOLITE CORPORATION 
BOX 510, ZELIENOPLE, PA. 


Send Resolite Dealership information to 
Name 

Company 

Address 


City 
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For Farm Water Systems 
It’s YARDLEY ClearStream 


“ PressuRated ix... . 


ClearStream pipe for every job — 75 
lbs. for farm water systems — 100 
Ibs. or 125 Ibs. for city water lines, 
golf course and cemetery sprinkler 
systems. No guess work... you sell 
the right pipe, the safe pipe, every 
time. 


rotected Yardley Cuil 


Stream name, size, and PressuRating 
clearly stamped on every section... 
guarantees your customers this is gen- 
vine Yardley, America's top-quality 
100% virgin polyethylene pipe. 
Plainly marked every 10 feet for easy 
measuring. 


kaged Yardley Clear- 


Stream sizes in biggest demand come 
in 100-ft. coils packed in stout cor- 
rugated boxes for easy handling, 
quick over-the-counter sales. Longer 
unboxed coils also available. 


-sold Only Yardley tells and 


pre-sells your customers in scores of 


w= leading farm and trade papers. Your 


prospects already know Yardley 
ClearStream lasts a lifetime, is easy 
to install, won't rust, rot or corrode. 


There's always a leader. Why risk your reputation with anything but the best? Seil 
only top-quality ClearStream Plastic Pipe . . . and sell it for every cold-water use. 


For Pump Pipe, insist on Twin-du-it for jets, Sub-du-it for submersibles. 


YARDLEY PLASTICS COMPANY e@ 142 PARSONS AVE., COLUMBUS 15, OHIO 
In Canada: DAYMOND CO., Ltd., Chatham, Ontario 
Export Sales: F. & J. MEYER, 115 Broad St., New York 4, U.S.A. 
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illustrated here are a few of the many styles in the 


FHA APPROVED 


complete Fawsco line. 


WESTWIND CANOPY—50" wide only, 32” 
deep, 13” high. With hanging plate, drain 
channel, hardware and instructions. Colors: 
green and white, red and white, blue and 
white. Shipped knocked down. Shipping 
weight 16 pounds. 


SLANT CANOPY— 48” wide only, 32” 
deep, 9” high. With hanging flashing strip, 
brackets, hardware, and instructions. Colors: 
green and white, red and white, and blue 
and white. Packaged pre-assembled. Ship- 
ping weight 20 pounds. 


WEATHER-GUARD CANOPY—13” high, 
> of deep, widths 48", 54” and 60". With 
hardware and instructions. Colors: green, 
red, or blue, with white scallops. Shipped 
knocked down. Shipping weight 48” —9' 
pounds. 54”—10 pounds. 60”—12 pounds. 


WEATHER-GUARD AWNING — Drop 
252", projection 24”, width 30”, 36”, 42”, 
48”, 54” and 60". With hardware and in- 
structions. Colors are solid green, red or blue 
with white scallops. Shipped knocked down. 
Shipping weight 36” —7'2 pounds. 


FULL LOUVRE SHUTTERS IN THESE 

STANDARD SIZES 
14°x 39'”" 14°x 43" 
14°x 511A" 14" 55" 
14”"x 63" 17"x 51”" 
17”"x 59" 17"x 621”" 17"x 671" 
17"x 791A" 20"x 552” 20"x 59" 
In natural aluminum, prime coat or baked 
enamel, 


14"x 471" 
14"x 591" 
17"x 55" 


Another Fast-Selling Fawsco Item 
ALL-ALUMINUM RURAL MAILBOX 


Now easier-to-sell than ever! 
Packaged individually or in units of 6. 


3UILDING Propucts MERCHANDISER 


with Easy-to-Sell 


Nationally Advertised FAW 8SCQ@ 


ALL-ALUMINUM Canopies, Awnings and Shutters 


Sell the line that both contractors and 
home owners buy. FAWSCO all-alumi- 
num products combine beauty, style, 
color, and durability. They will not rust, 
warp, or deteriorate. Sizes to fit 80°/, 
of doors and windows. Your volume and 


profits will grow with this easy to sell 
Fawsco line! 


FAWSCO Advantages to help you sell 


@ Backed by the Good Housekeeping 
Seal and biggest promotion cam- 
paign in FAWSCO history! 


“le yin ry 
** Guaranteed by > 
Housekeeping 
“ « 


2 48 soveannn @ Packaged to save you storage space! 


@ Easily assembled in a few minutes— 
an important selling point for your 
growing ‘do-it-yourself market! 


@ The Fawsco line means more profit 
for you! 


© Profitable promotional packages for 
your use, including window streamers, 
counter literature, catalog, etc. 

@ Also available—an attractive, eye- 


catching, display to help you sell the 
“do-it-yourself” market, 


FAWSCO MPG. DIVISION 
Cuyahoga Falls, Ohio 


Dept. AL-9-54 


NAME 





ADDRESS 





CITY STATE 
Print name and address plainly, clip and mail today, 
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The beautiful, pre-finished walnut paneled room shown above is being featured in full color Weldwood advertisements in leading 
consumer magazines. Approximate retail prices for 8’ x 12’ wall area in walnut or oak are mentioned, Advertising also offers 
complete patterns for making combination TV, HI-FI matched Korina® cabinets shown—which can mean an extra sale for you! 


THERE'S A BIG DEMAND FOR PRE-FINISHED “DO-IT-YOURSELF” PLANKWELD® IN WOODS SHOWN BELOW! 
Current Weldwood advertising is giving Pre-finished Plankweld a big push, too! It’s the type of sale you like to make because 
Plankweld is pre-packaged for a clean over-the-counter sale at an even neater profit. Each package of 16/4” wide x 8’ long 
Plankweld panels includes special metal clips which are used to fasten panels to the wall and hide nailheads. Plankweld is 
the easy-does-it way to install beautiful real wood paneling to present wall or directly to studs or furring. For flush applica- 
tions, Plankweld can be installed with Weldwood Contact Cement. Plankweld is guaranteed for the life of the installation! 


HONDURAS MAHOGANY OAK WALNUT PHILIPPINE MAHOGANY 
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paneling NEEDS NO NAILS! 


...and every sale means a high unit profit for you! 


What, no nails? Absolutely not! This special pre-finished 
Weldwood paneling is installed with Weldwood Contact 
Cement. Once it’s up it’s up for keeps! No nailheads to 
cover, no special finishing required—it’s even waxed! .. . 
and it’s guaranteed for the life of the installation. 

The 4” wall panels are factory pre-finished by skilled 
craftsmen who know and love fine wood. Available now in 
walnut and oak in handy 32” x 96” and 48” x 96” sizes. 
You make an extra profit on the Weldwood Contact 
Cement, too! 

A natural for builders and homeowners. Builders and 
homeowners will go for this new idea in wall paneling in- 
stallation. They'll like the new method of gluing panels in 
place rather than nailing them, eliminating all nail holes 
and speeding up the job. And they'll like the avoidance of 
expensive and time-consuming on-the-job finishing which 


delays completion dates and requires special skill. 

You make a higher profit per unit sale. You don’t have 
to sell a carload of Weldwood pre-finished paneling in order 
to make a worthwhile profit. The sale of even a small 
number of panels per customer means a better profit per 
sale than most bulk sales of other types of wall covering 
materials. 

Demand for real wood paneling growing. Sales are 
soaring because no other type of wall covering material can 
match the warmth, beauty and over-all convenience of real 
wood paneling. See all the different types of Weldwood 
paneling, including Weldwood Douglas Fir Plywood, at any 
of the 73 United States Plywood or U.S.-Mengel Plywoods 
distributing units in principal cities. Don’t forget the ware- 
houses carry a $25,000,000 inventory at all times to aug- 
ment your own stocks! 


SEE HOW EASY 
IT 1S TO INSTALL! 


1 Fit panel to center of studs or 


* furring. 


Brush Weldwood Contact Ce- 


2. 


ment on studs or furring, then 


on back of panel at points of contact. 


3. 


When cement is dry, press panel 


in position on studs or furring. 


Tap with hammer and wood block. 


It’s up for keeps! 


. 


Weldwood 


United States Plywood Corporation 
World's Largest Plywood Organization 
> West 44th Street, New York 36, N. Y. 
U.S.-Mengel Plywoods, Inc., Louisville, Ky. 
In Canada, Weldwood Plywood Ltd., Woodstock and Toronto 


NATIONALLY ADVERTISED AND PROMOTED, this 
hard-hitting, full-page, full-color Weldwood 
pre-finished hardwood paneling advertisement 
is now appearing in the September issues of 
American Home, Better Homes and Gardens, 
House Beautiful, House & Garden and Sunset 
magazines. It will be seen by millions of inter. 
ested readers, your potential customers! 


United States Plywood Corporation 
55 West 44th Street, New York 36, N. Y. 


Please have your sales representative contact me with full 
details about Weldwood Pre-Finished Paneling including the 
New Weldwood Contact Cement Method of installation. 





THE RUSCO LINE oives you 


sssthe longer profit margin of 


RUSCO PRIME WINDOWS ARE COMPLETE, 
FINISH-PAINTED, READY-TO-INSTALL UNITS 


@ Eliminate on-the-job glazing, painting, 
re-fitting, later adjusting 


@ Make big savings in installation time 
and cost 


@ Fully weatherstripped with built-in felt- 
weatherstripping 


@ No sash cords, weights or balances. Hard- 
ware attached 


@ Available with insulating sash and Fiber- 
glas screen as integral part of unit. Insulat- 
ing sash gives Rusco’s exclusive Magic- 
Panel® year ‘round, rainproof, draft-free 
ventilation 


@ Glass panels move smoothly, quietly, 
effortlessly in felt-lined slides 


@ Sliding glass panels removable from inside 
for easy cleaning 


@ Positive automatic springbolt locking in 
closed and ventilating positions 


@ Available in wide range of types and sizes 


@ Your choice of Armco hot-dipped galva- 
nized steel, finish-painted with baked-on 
. J) enamel, or aluminum. 
Da 


2-PANEL VERTICAL SLID 


RUSCO Self-Storing COMBINATION WINDOWS 
Eliminate Unsightly, Old-Fashioned Screens and Storm Snsh 


@ The world’s most popularcom- _ cooler in summer 


bination windows +++ Over 6 Fully weatherstripped with 

11,000,000 installations waterproofed felt weather- 
@ Nothing to change—nothing stripping 

to store @ Range of models for double- 
@ Give year ‘round weather- hung and casement windows 

tight protection to meet competitive pricing 
@ Save up to % in fuel—keep @ Available in any desired color 

homes warmer in winter, to harmonize with home. 
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exclusive products...exclusive features 


finished, ready-to-install products! 


DOORS THAT OPERATE LIKE WINDOWS 


RUSCO 3-IN-1 WINDO-DOOR 


Prime door...screen door...ventilating window 
all in one unit! 


Ideal for kitchen, side door, terrace or porch because it 
serves as a window as well as a door. Glass panels slide 
up and down to permit desired ventilation while door 
remains closed or locked. Fiberglas full screen panel will 
not rust, rot, corrode or stain—never needs painting. Rusco 
LIGHT AND = VEWTILATES =~ VENTILATES Windo-Door insert in enamelled galvanized steel or alumi- 
VIEW WITH FROM FROM 


a ‘napalled in ats 34" or 134” 
Papell ghdin a carves num can be installed in standard 154” or 154” wood doors. 
PROTECTION 





SCREEN AND STORM DOOR 


Gives Year ‘Round Weather Protection With 
Controlled Ventilation a 








Nothing to change, nothing to store. Lower glass panel 

raises to permit any desired degree of ventilation. This i) rw 
handsome door is in a class by itself—a screen door, storm 5 | : mea i 

door and beautiful picture window all in one! Galvanized 

steel finished with baked-on enamel in wide choice of colors. 


RUSCO Picture-Windo COMBINATION | | "i My) (j ii) 


PERMANENT ALL-METAL AWNINGS, DOOR AND TERRA 


a — 
Ae abe Rusco offers a wide range of models in 
All-Metal Venetian Awnings and Door 
Canopies—priced to meet every nee). 
Rusco’s All-Metal Terrace Canopies 
make a sturdy, permanent year ‘round 
installation giving protection against 
every type of weather. Metal awnings 
are available in Venetian type adjust- 
able from inside, and in fixed-louver 
ventilating type. Wide range of colors. 
These awnings and canopies give a 


finished, luxury look to a home far 
METAL VENETIAN DOOR CANOPY AWNING = evond their cost. METAL TERRACE CANOPY 





AUTOMATIC GARBAGE AND | SEND FOR LITERATURE AND DETAILS ON 
RUBBIS,H DISPOSAL RUSCO’S EXCLUSIVE DEALER FRANCHISE 


The F. C. RUSSELL CO., Dept. 6-AL-94, Cleveland 1, Ohio 


a ” in Canada: Toronto 13, Ontario 
Hottest” New Appliance . Gentlemen: Piease vend me literature checked below and name of 
On The Market! Rusco dealer nearest me. 


Rusco’s Automatic Indoor Disposal Units ["] Rusco Prime Windows ["] Rusco Combination Windows 


are taking the country by storm. Home ["] Ruseo Combination Doors [] Rusco Windo-Doors 
owners quickly recognize the wonderful 


; . : : [] Rusco Awnings and Canopies [7] Rusco Disposal Units 
convenience this unit offers in completely . 

eliminating the mess, nuisance and 
danger of rubbish and garbage disposal. 
Easily installed in kitchen, basement, Address . 
laundry or furnace room, AVAILABLE IN olf ' 

GAS AND ELECTRIC, STANDARD AND . City 

De Luxe MODELS. 





Name .... 
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FOR TIDY PROFITS, SHOW THEM 


Vm 


CASEMENT OPERATORS 


Whoever your customers are—builders, contractors or home- 
owners—they’'ll often sell themselves when you point out the 
advantages of Getty casement operators. 


You'll interest contractors and builders when you point out 
the lower initial cost, extra beauty and complete utility of 
casement windows with Getty operators for their building 
programs. And when you explain that there is a Getty 
operator designed to meet their specifications for every wood 
or metal casement need—in the exact finish they require. 


The homeowner looking for a replacement unit usually will be 
impressed by Getty’s quality craftsmanship even before you 
explain how Getty’s exclusive internal gearing assures easy 
operation, dependability and extra-long life. When you show 
him how be can install the compact unit easily with two 
measurements and seven screws, and how it operates without 
disturbing screens or blinds, the chances are you've made a sale. 


While they’re with you, don’t forget to show customers Getty 
accessory casement hardware—and as a closing point, men- 
tion the fact that Getty operators are used on more casements 
than all other operators combined. 


TRY THIS 1-WEEK SALES BOOSTER! 


For one week, ask every one of your store customers if there 
are casement windows in his home. A large number have 
them, but many need replacements for outmoded stay 
bors or fculty operators and have never got around to 
tuying them. 


There's your chance. Show them a Getty operator and the 
simple replacement directions—just 2 measurements, 7 
screws, and anyone can do the job. 


You'll sell a lot of Getty operators thot way—often in 
poirs—and that over-$15-per-dozen markup is interesting. 
Try it for a week. 


M.S. GETTY & €O., INC., 3348 NORTH 10th STREET « PHILADELPHIA 40, PA. 


Canodian representative; A. N. Ormsby Co., 23 Scott St., Toronto 
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You're Cosing profits unless your power 
tool sales aqnoomont qives you these 9 
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AMERICA’S NEWEST AND FINEST BELT DRIVEN 
POWER TOOLS... including new 8” and 10” 


® BIG NATIONAL AD SUPPORT .. . over a billion 
paid impressions this year . . . plus powerful 


- new 


circular saws . . . new 24” jig saw . 
Grinder-Hone . . . backed by 43 years experi- 
ence in precision machine tool manufacture, and 
the industry's most progressive product develop- 
ment program. 


WIDEST PRODUCT RANGE .... tools for every 
purse and need . . . hobbyists, schools, indus- 
trial users. 


BIGGER DISCOUNTS .. . greater profit on every 
sale. 


PROTECTED FRANCHISE .. 
Gee a <a 


. selective distribu- 
you know where you're at. 


publicity. 


DIRECT INQUIRY REFERRALS .. . “hot leads” 
piped direct to you . . . localizes national ad 
and publicity campaigns. 
DIRECT-FACTORY DEALINGS .. . fast service 
. @ professional staff ready to help you, 
anytime. 
FACTORY REPRESENTATIVE CONTACT...trained 
experts aid you in selling to your public. 
OUTSTANDING SALES AIDS... catalogs, folders, 
recorded commercials, window and store dis- 
plays, project books, gift certificates, signs, ad 
mats, seasonal promotions, etc., etc. 


ATLAS NO. 3021 . . . AMERICA'S 
NEWEST AND FINEST 86” TILT 
ARBOR BALL BEARING CIRCU- 

LAR SAW. Just one of the 

new ATLAS tools that 

are shattering sales 

records. 


ONLY 
THE 


FRANCHISE 


GIVES YOU ALL g 


omen 
Don't be satisfied with profit crumbs . . . 


find out how you can feast on the 
ATLAS profit banquet. Your territory 
may still be open. 


YOU SELL MORE... 
MAKE MORE... 
WITH 


Write or Wire Today 
for Atlas Salesman to Call 
Without Obligation. 


( Atlas. Press. Company | 


Quality Machine Tools Since 1911 


AMERICA’S 
MOST 


VALUABLE 








POWER 


TOOL 


ATLAS PRESS CO. 
KALAMAZOO, MICH. 
U.S.A. 


ATLAS WOODWORKING POWER TOOLS 
ATLAS METALWORKING MACHINE TOOLS 
{ cause HEAVY DUTY MACHINE TOOLS } 








FRANCHISE 





937 N. PITCHER ST. ° KALAMAZOO, MICH. 
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this brand 


name on lumber 


also means 








“= 


kiln-drie 


CONTROLLED KILN SEASONING IS ONE OF MANY REASONS WHY 
WEYERHAEUSER 4-SQUARE MEANS UNIFORMLY HIGH QUALITY LUMBER 





Many lumber dealers are strengthening careful handling and shipping, mean that 
their competitive position by featuring Weyerhaeuser 4-Square Lumber is con- 
Weyerhaeuser 4-Square kiln-dried lum- sistently high in quality. 
ber. It works this way: This widespread acceptance which has 
Builders and owners see in the Weyer- been built up for the Weyerhaeuser 4-Square 
haeuser 4-Square brand name a familiar brand name is of great selling value to all 
mark of quality. This confidence is the Weyerhaeuser 4-Square Lumber Dealers. 
result of many years of advertising and, 
more important, the fine record of per- 
formance of every product bearing the 
Weyerhaeuser 4-Square trade mark. 
One reason for this reputation for 
quality is the fact that every piece of 
Weyerhaeuser 4-Square Lumber has been 
scientifica/ly seasoned. Controlled season- 
ing means that this lumber has good 
dimensional stability and maximum 
strength and stiffness. Kiln-drying also 
enhances surface appearance and im- 
proves paintability. These characteristics, 
plus the benefits of precision milling, 


di d faci d SIDING— Weyerhaeuser 4-Square bevel and bun- 
proper grading, good surtacing, an galow siding takes and holds paint exceptionally 


well because it has been scientifically kiln-dried. 
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BOARDS—Every board bearing this brand name 
has been seasoned prior to manufacture. 








DIMENSION— Scientifically kiln-dried lumber con- 
tributes to sound, durable construction, 








END MATCHED— 
This popular item 
eliminates waste and 
reduces building time 
—proper seasoning 
gives it maximum 
strength, 








Weyerhaeuser 
Sales Company 


ST. PAUL 1, MINNESOTA 


BUILDING Propucts MERCHANDISER 





FLOORING— Controlled kiln-drying means a firm, 


smooth surface for superior appearance and wear- 
ability. 


PANELING—Seasoned Weyerhaeuser 4-Square 


paneling presents a dry, smooth surface for a va- 
riety of finishes. 





(To obtain more data on advertised products see page 290) 














With Wally Cox as Mr. Peepers... 


TV drives home 
the Sales Points for 





bad costly rust staing 


Aiwars use » 


REYNOLDS Lie - 


im aluminum nails 


REYNOLDS 


—_— 


The trend to rustproof, non-staining aluminum — 04 
this self-selling Reynolds display combine to omens r 
extra sales and extra profits with minimum 7 we 
effort. Different colored cartons for different a 
roofing, siding, wallboard and lath Po s g 
specifications, uses, advantages and the Ww 7" ae 
aluminum nails: rustproof, non-staining, no capete . 
sinking and puttying... and nearly three os 
nails per pound. Set up this display and u - “% x 
Call your jobber or write to Reynolds Meta s es Y, 
Building Products Division, 2002 South Ninth Street, 
Louisville 1, Kentucky. 











REYNOLDS /ifefime ALUMINUM 
GUTTERS AND DOWNSPOUTS 


Best buy in rustproof gutters... beautiful, 
joint connectors, no solderin 
mill finish or embossed, Str 
now available—ask for it 


non-staining, slip- 
9. Available in ogee or half-round, 
iking new sample-section display, 
nd let it sell for you. 


Ogee and 
Half-Round, 
Mill Finish 
or Embossed. 


Remind your customers— 
Reynolds 48-inch wide roofing 
oh and siding will save them work 
i xt and money. Stock and sell 
REYNOLDS ALUMINUM REFLECTIVE INSULATION fe Abe 
Reynolds Lifetime Aluminum 
Easiest of all insulations to put up...and lowest cost for highest <a ai : 
efficiency. Reflects up to 95% of radiant heat, forms perfect vapor ce 48 inch wide Corrugated and 


barrier. Clean, embossed foil on tough kraft Paper. Available in 8-V Crimp Roofing and Siding. 
25", 33” and 36” widths ...250 sq. ft. in each easy-to-carry roll, 


S REYNOLDS 
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Self- lifting, 
self-selling 


REYNOLDS 
ALUMINUM 
GARAGE 
DOOR 


Quickly installed, trouble- = J REYNOLDS ALUMINUM 
free... heavy-gaugeem- fy . CASEMENT WINDOWS 


bossed aluminum sheet ~ 4 tw bneieas ate ds 
on frames of sturdy alu- [i “= Superior performance proved by nue reds of thousan 

‘ , si sl in use. Flash-welded corners, continuous double contact 
minum extrusions. Needs ah , : wee 

- ‘ ‘ weathering, continuous drip rail at transom bar, water- 

only 6” clearance behind : ' oe Memtt ug 
b dé"head tight lip, quality hardware, exclusive “satinized” finish. 

Sper an OG 1OOm. For permanent beauty, unfailing operation and economy, 
you can’t beat Reynolds Aluminum Casement Windows. 


is 
REYNOLDS /ifetime ALUMINUM |fieee Quality Windows Le 
FLASHING tusproo. oo bos, | «Set the Pace in Sales! 


in display carton, handy for cutting 
lengths to order. Also cartons of ten 


18” x 48” flat sheets for Flashing and foe REYNOLDS ALUMINUM TRAVERSE WINDOW 


many other uses. GOP | mR 





= Precision-made of ‘‘satin- 
ized’ Reynolds Alumi- 
num, this window is tops 
in simplicity and beauty! 
Sliding vents open easy, 

| close tight, lift out for 
cleaning. No sash bal- 
ances, weights, hinges! 
Minimum air and water 
infiltration. Installation 
template in cartons. 


The complete Reynolds line also includes Double- 
hung, Awning, Sasement and Utility Windows. 
Write for complete 32-page catalog. Reynolds 
Metals Company, Building Products Division, 
2002 South Ninth Street, Louisville 1, Ky. 


ational success ' 
A sensation) oa nationa 


ful 

















SEE “MISTER PEEPERS,” starring Wally Cox, Sundays, NBC-TV Network. 


N U M brooucrs 
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Steel is best for kitchens for many reasons. Among 
them are these: 


* Labor savings on installation. 


* No painting or re-painting. 


Better finish (porcelain-enamel or Hi-Bake 
enamel). 


Will not warp, rot, swell, stick or splinter. 
Bugproof, fireproof, termiteproof. 
Mass-production savings. 

Precision built, consistent quality. 


Greatest strength, most beautiful. 


Check and compare completely installed cost of any 


kitchen you are now planning or using . . . and you'll 


choose steel Youngstown Kitchens, 





THERE ARE OTHER REASONS 
why more builders use Youngstown Kitchens than 
any other steel kitchen .. . 


EASY INSTALLATION 





TIMED DELIVERY 
PUBLIC PREFERENCE 








INSTALLED COST IS LOW 





Put it another way—you can’t afford to miss out on 
the advantages, so call your Youngstown Kitchens 
distributor now, and get ail the story as it applies to 
you. Or write: Builder Sales Department, Mullins 
Manufacturing Corporation, Warren, Ohio. 


ore’ 


Youngsloun fii 


MULLINS MANUFACTURING CORPORATION e 


WARREN, OHIO 


Sold in United States, Canada and most parts of the world 


CABINETS O F Steet 
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A big contractor calls VALSPAR VELVET... 


ALDING suPPUES —™ ot z . FL fin 
one 
: ~ : Prt 


non 
i marke 


Outstanding performance inspired 
this letter from one of the largest 
general contractors in Southwest 
Louisiana... the kind of perform- 
ance only Valspar Velvet alkyd 
flat enamel can give. For Velvet 
is unequalled for ease of appli- 
cation, coverage, durability and 


all-around satisfaction. 
Sree “ee 


The new Mount Carmel High School 
Abbeville, Louisiana 


PAINTS, 


ly [sp | f VARNISHES « ENAMELS 
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EDITORIAL: Banish Red Ink This Winter! 





Beginning around November 1 and ending March 1, the majority of the 
lumberyards reach for their bottle of red ink. For five trying months the 
business is operated at a loss that must be made up in the remaining seven 
months. 

This condition is entirely unnecessary, unjustifiable and inexcusable 
for these reasons: (1) The home improvement sales potential is twice as 
large as the new home market; (2) 55% of all structural improvements 
are made on the interior building where weather will not interfere with 
the work. 

These eighteen steps should enable a dealer to increase sales this winter 
by 15%-30% over last year: 

1. Establish a sales quota for the organization at 15% over November 
last year; 20% over December; 25% over January and 30% over February 
and March. 

2. Announce and pay to every man on the payroll a 10% increase in 
his monthly pay for each month the companv sales quota is realized. 

8. Check merchandise inventory and make a list of every item on the 
inventory, which in itself could be a Christmas present for the family or 
some member of the family. Provide employes with this list. 

4. Check all end-use packages made from materials you supply and 
make a list of all those salable and possible in the winter-time. Give em- 
ploves this list. 

5. Announce and pay to all salesmen an extra 1% commission on the 
sale of all items on lists mentioned in points three and four during Novem- 
ber to March. 

6. Announce and pay to all sales persons an extra 1% commission for 
the first monthly pavment sale to any customer for the five-month period. 

7. Announce and pay to all employes 1% of the sale to any prospect 
they uncover who buys during this period. whether a new or dormant 
account. Provide each employe with duplicating books for leads. 

8. Appropriate an extra advertising appropriation of 1%-114% of 
the monthlv sales quotas and invest it in newspaver and direct mail adver- 
tising which sell the merchandise and packages in (3) and (4) above. 

9. During the month of December, feature in advertising merchandise 
and end-use packages as Christmas presents. 

10. Send homeowners in your trading area the fall, winter and spring 
issues of HOME Maintenance and Improvement Magazine (see advertise- 
ment on page 126.) 

11. Advertise end-use packages on a materials-only basis for the do- 
it-yourself market, using the terms “as little as,” “so much per month.” 

12. Point out in advertising the economies of improving homes in the 
winter—better service, lower cost, increased efficiency and painstaking 
workmanship. 

13. Offer salesmen a weekly prize of $10 for best, most creative, related 
sale covering most types of merchandise in one order. 

14. Break sales quotas down to daily figures and vive each employe a 
slip every day showing three items: (1) yesterday’s sales, (2) sales to date 
this month and (3) quota to date this month. 

15. When five months’ sales drive is completely organized, hold meet- 
ing of all employes and carpenter contractors, selling each and every one 
on the personal advantages in throwing their energies into the drive. 

16. Have weekly emplove meetings, reporting progress, problems and 
developments and soliciting ideas and suggestions. Ask carpenter-contrac- 
tors in once a month. 

17. Run a weekly do-it-vourself clinic for customers during the five- 
month period. Varv the package approach. 

18. Postpone this winter’s trip to Florida or California. Lead your or- 
ganization personally in creative selling and take twice as long a vacation 
next year after the pattern is established. 

Dealers in areas where weather doesn’t interfere with outside work can 
profit by this promotion, too. especially durine November and December. 
Christmas sales of “Gifts from the Lumber Yard” offer an opportunity 
for added sales. 

In fact, there is no good reason why anv dealer-reader of the American 
Lumberman shouldn’t set a goal of 25°% more business this winter than last. 


— Art Hood 
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Tahaaekeltisatels 


issue was 


prepared for you. 


Many lumber dealers have long 
referred to American Lumber- 
man as their year-around “op- 
erating bible.” 

Inspired by this compliment, 
we are eager to make each issue 
as helpful as possible to the aver- 
age dealer. This is particularly 
true of this sixth annual edition 
of the Fall and Winter Merchan- 
dising Issue. 

Traditionally, the average 
dealer suffers a serious setback 
in business in the five months 
just ahead. Statistics from the 
U. S. Department of Commerce 
(see chart on this page) drama- 
tize the seriousness of this situa- 
tion. Happily, since American 
Lumberman started a merchan- 
dising movement to reverse this 
trend, a further decline in retail 
sales by building materials deal- 
ers at this season has been halted 
and some improvement is shown. 

However, it is vital for each 
dealer to improve every phase of 
his operation from employe sales 
training to advertising and thus 
keep his sales curve near mid- 
summer level. 

The necessity for strong, rem- 
edial sales action at this season 
is emphasized by several factors: 

Increase in retail lumber busi- 
ness failures as disclosed by 
Dunn & Bradstreet; the steady 
increase in the cost of doing 
business; inadequate markups; 
shrinking profit margins, stimu- 
lated in part by runaway compe- 
tition. 

All of these factors make it 
imverative for every dealer to 
examine each devartment of his 
business and tighten his overall 
organization for an _ intensive 
sales push in the months just 
ahead. 

Bv reading step-by-step each 
of the special sections in this 
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issue and adapting all material 
which is pertinent to your own 
business, you will have an operat- 
ing blueprint, which can make 


fall and winter one of your most 
successful sales seasons of the 
year. 

—The Editors 
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Beginning around November 1 and ending March 1, the majority of the 
lumberyards reach for their bottle of red ink. For five trying months the 
business is operated at a loss that must be made up in the remaining seven 
months. 

This condition is entirely unnecessary, unjustifiable and inexcusable 
for these reasons: (1) The home improvement sales potential is twice as 
large as the new home market; (2) 55% of all structural improvements 
are made on the interior building where weather will not interfere with 
the work. 

These eighteen steps should enable a dealer to increase sales this winter 
by 15%-30% over last year: 

1. Establish a sales quota for the organization at 15% over November 
last year; 20% over December; 25% over January and 30% over February 
and March. f 

2. Announce and pay to evef 
his monthly pay for each month@ 

8. Check merchandise inven 
inventory, which in itself could 
some member of the family. Pr@& 

4. Check all end-use package 
make a list of all those salable a¥ 
ploves this list. : 

5. Announce and pay to all 
sale of all items on lists mentioné@é 
ber to March. F 

6. Announce and pay to all 
the first monthly pavment sale t® 

7. Announce and pay to all @ 
they uncover who buys during 
account. Provide each employe ¥ 

8. Appropriate an extra ac 
the monthlv sales quotas and inv@ 
tising which sell the merchandisé 

9. During the month of Decah 
and end-use packages as Christma® 

10. Send homeowners in youF 
issues of HOME Maintenance ang 
ment on page 126.) : 

11. Advertise end-use packag 
it-yourself market, using the terrm@ 

12. Point out in advertising @ 
winter—better service, lower cog 
workmanship. ; 

13. Offer salesmen a weekly n# 
sale covering most types of merch 

14. Break sales quotas down to daily figures and vive each employe a 
slip every day showing three items: (1) yesterday’s sales, (2) sales to date 
this month and (3) quota to date this month. 

15. When five months’ sales drive is completely organized. hold meet- 
ing of all employes and carventer contractors, selling each and every one 
on the persenal advantages in throwing their energies into the drive. 

16. Have weekly emplove meetings, reporting progress, problems and 
developments and soliciting ideas and suggestions. Ask carpenter-contrac- 
tors in once a month. 

17. Run a weekly do-it-vourself clinic for customers during the five- 
month period. Varv the package approach. 

18. Postpone this winter’s trip to Florida or California. Lead your or- 
ganization personally in creative selling and take twice as long a vacation 
next year after the pattern is established. 

Dealers in areas where weather doesn’t interfere with outside work can 
profit by this promotion. too. especially durine November and December. 
Christmas sales of “Gifts from the Lumber Yard” offer an opportunity 
for added sales. 

In fact, there is no good reason why any dealer-reader of the American 
Lumberman shouldn’t set a goal of 25% more business this winter than last. 


— Art Hood 
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All of these factors make it 
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EDITORIAL: Banish Red Ink This Winter! 





Beginning around November 1 and ending March 1, the majority of the 
lumberyards reach for their bottle of red ink. For five trying months the 
business is operated at a loss that must be made up in the remaining seven 
months. 

This condition is entirely unnecessary, unjustifiable and inexcusable 
for these reasons: (1) The home improvement sales potential is twice as 
large as the new home market; (2) 55% of all structural improvements 
are made on the interior building where weather will not interfere with 
the work. 

These eighteen steps should enable a dealer to increase sales this winter 
by 15%-30% over last year: 

1. Establish a sales quota for the organization at 15% over November 
last year; 20% over December; 25% over January and 30% over February 
and March. 

2. Announce and pay to every man on the payroll a 10% increase in 
his monthly pay for each month the companv sales quota is realized. 

8. Check merchandise inventory and make a list of every item on the 
inventory, which in itself could be a Christmas present for the family or 
some member of the family. Provide employes with this list. 

4. Check all end-use packages made from materials you supply and 
make a list of all those salable and possible in the winter-time. Give em- 
ploves this list. 

5. Announce and pay to all salesmen an extra 1% commission on the 
sale of all items on lists mentioned in points three and four during Novem- 
ber to March. 

6. Announce and pay to all sales persons an extra 1% commission for 
the first monthly pavment sale to any customer for the five-month period. 

7. Announce and pay to all employes 1% of the sale to any prospect 
they uncover who buys during this period. whether a new or dormant 
account. Provide each employe with duplicating books for leads. 

8. Appropriate an extra advertising appropriation of 1%-114% of 
the monthlv sales quotas and invest it in newspaver and direct mail adver- 
tising which sell the merchandise and packages in (3) and (4) above. 

9. During the month of December, feature in advertising merchandise 
and end-use packages as Christmas presents. 

10. Send homeowners in your trading area the fall, winter and spring 
issues of HOME Maintenance and Improvement Magazine (see advertise- 
ment on page 126.) 

11. Advertise end-use packages on a materials-only basis for the do- 
it-yourself market, using the terms “as little as,” “so much per month.” 

12. Point out in advertising the economies of improving homes in the 
winter—better service, lower cost, increased efficiency and painstaking 
workmanship. 

13. Offer salesmen a weekly nrize of $10 for best, most creative, related 
sale covering most types of merchandise in one order. 

14. Break sales quotas down to daily figures and vive each employe a 
slip every day showing three items: (1) yesterday’s sales, (2) sales to date 
this month and (3) quota to date this month. 

15. When five months’ sales drive is completelv organized. hold meet- 
ing of all employes and carpenter contractors, selling each and every one 
on the personal advantages in throwing their energies into the drive. 

16. Have weekly emplove meetings, reporting progress, problems and 
developments and soliciting ideas and suggestions. Ask carpenter-contrac- 
tors in once a month. 

17. Run a weekly do-it-vourself clinic for customers during the five- 
month period. Varv the package apornach. 

18. Postpone this winter’s trip to Florida or California. Lead your or- 
ganization personally in creative selling and take twice as long a vacation 
next year after the pattern is established. 

Dealers in areas where weather doesn’t interfere with outside work can 
profit by this promotion. too. especially durine November and December. 
Christmas sales of “Gifts from the Lumber Yard” offer an opportunity 
for added sales. 

In fact, there is no good reason why any dealer-reader of the American 
Lumberman shouldn’t set a goal of 25° more business this winter than last. 


— Art Hood 
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referred to American Lumber- 
man as their year-around “op- 
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Inspired by this compliment, 
we are eager to make each issue 
as helpful as possible to the aver- 
age dealer. This is particularly 
true of this sixth annual edition 
of the Fall and Winter Merchan- 
dising Issue. 

Traditionally, the average 
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tize the seriousness of this situa- 
tion. Happily, since American 
Lumberman started a merchan- 
dising movement to reverse this 
trend, a further decline in retail 
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ers at this season has been halted 
and some improvement is shown. 

However, it is vital for each 
dealer to improve every phase of 
his operation from employe sales 
training to advertising and thus 
keep his sales curve near mid- 
summer level. 

The necessity for strong, rem- 
edial sales action at this season 
is emphasized by several factors: 

Increase in retail lumber busi- 
ness failures as disclosed by 
Dunn & Bradstreet; the steady 
increase in the cost of doing 
business; inadequate markups; 
shrinking profit margins, stimu- 
lated in part by runaway compe- 
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All of these factors make it 
imverative for every dealer to 
examine each devartment of his 
business and tighten his overall 
organization for an _ intensive 
sales push in the months just 
ahead. 

Bv reading step-by-step each 
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With warehouse space 
always at a premium, 
Richmond's Sitterding, 
Carneal, Davis Co, 
consider it a big ad- 
vantage to let their 
wholesaler carry as 
much of their inven- 
tory as possible 


DISAPPEAR: 


hy Qhurt 


‘““Why tie up capital in inventory?” 


asks Preston Andrews, Vice-President 
Sitterding, Carneal, Davis Co., Inc., Richmond, Virginia 


“I’m not stocking anything 
I don’t have to,” says Mr. 
Andrews. “There’s no 

point in tying up a lot of 
capital in stock and warehousing when my wholesaler 
can carry much of my inventory for me. If it weren't 
for our wholesaler, we'd have to double our inventory 
on many items. On some items, the wholesaler carries 
our entire stock, 


“Although I'd rank the financial advantages whole- 
salers offer us first on my list, their help in merchandis- 
ing, sales training, and product information certainly 
runs a close second,” continues Mr. Andrews. “In view 
of today’s competitive market and the public’s growing 
knowledge of building materials and methods, the help 
our wholesaler gives us is doubly important in keeping 
our sales people abreast of the latest sales techniques 
and product developments.” 


Mr. Andrews’ firm has been growing steadily for 45 
years and now does business in a radius of 100 miles 
around Richmond. Careful management and a thor- 


ough knowledge of both its market and the products it 


sells have always been big factors in the company’s 
success in the Richmond area. 

“Basically, we do a contractor business,” adds Mr. 
Andrews. “Because of the convenience and efficiency 
of our wholesaler’s operation, we can give our cus- 
tomers the fast, accurate service they want. We can 
readily provide a complete package of top-quality ma- 
terials for any job, and there’s no risk of costly obso- 
lescence or complaints.” 

Like Mr. Andrews, a growing number of lumber and 
building materials dealers are relying on wholesalers 
for much of their stock. In addition to the warehousing 
and counselling services emphasized by Mr. Andrews, 
most wholesalers can also offer you greater buying 
economy, faster delivery, increased turnover, under- 
standing credit, and a real interest in the operation and 
problems of your business. 

The Armstrong Cork Company believes the services 
wholesalers offer are vital to the future growth of lum- 
ber and building materials dealers. That's why > 
you'll find Arrastrong’s Building Materials sold @® 


only through reputable wholesale distributors. 


ARMSTRONG CORK COMPANY 


3509 Rieker Street, Lancaster, Penna. 


MAKERS OF TEMLOK® - M-67® MONOWALL® - 
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CUSHIONTONE®  - 


INSULATING WOOL - 
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nnouncing Hager’s New FIRST! 


v.™. Ree 


TRUE ALUMINUM-COLORED STEEL THAT MATCHES 


ALUMINUM DOOR HARDWARE AND TRIM! 


The Rugged Strength 
and Durability of Steel— 





The Soft Lustrous 
Beauty of Aluminum— 


... At Less Than 4 
The Cost of Aluminum / 





RCHITECTS and builders have searched in vain Specify No. 1241—LS 
A for an aluminum hinge within the price range 

of steel. Hinge manufacturers have tried time 
and again to supply, at reasonable cost, a steel ) Pg? f 
hinge that has the looks of aluminum. SEW SAGES rae 


PERMANIZED JL wrnae-CL een FINISH 
Sa <A 


vT.™. Rae 


Again, Hager sets the pace for the industry—now, 
a steel Hager hinge with new, permanized LUMA- 
SHEEN finish...the true aluminum color that 
matches other aluminum door hardware and trim / 


Hager is the first to blend aluminum and steel 
successfully into a functional unit. The new Hager 
LUMA-SHEEN hinge costs /ess than solid alumi- 
num (actually, less than 4 the cost). Looks like 
any quality aluminum hinge, yet the hinge itself 
is steel/ 





Specify Hager No. 1241-LS on jobs that call for 
matching aluminum hardware... you'll agree 
Hager achieves the perfect union of beauty and 


strength in the new permanized LUMA-SHEEN 
hinge! 


Owes C. HAGER & SONS HINGE MANUFACTURING COMPANY «¢ ST. LOUIS 4, MO. 


Burtpinc Propuctrs MERCHANDISER : (To obtain more data on advertised products see page 290) 





By Norbert C. Coutu, Secretary 
Coutu Lumber Company 
West Warwick, Rhode Island 


Our fall and winter sales campaign has been 
and will be directed at three goals, namely: 


1. Issuing Timber Charge Credit Cards 


2. Weekly classes for the do-it-yourself cus- 
tomer 


8. Additional shopping hours at store and 
warehouse 


Through the issuance of credit cards, we re- 
vived old acquaintances and customers hereto- 
fore considered as dead accounts. We are also 
hitting a great number of new accounts. This 
proved a successful advertising campaign in it- 
self as people are now asking for these. This 
system has made charging almost foolproof be- 
cause all personnel are aware that the card 
bearer has a good credit rating. 


Classes Bring New Customers 


Anticipating the do-it-yourself market in No- 
vember, 1952, the weekly building clinic classes 
were started and we promoted this movement to 
a point where purchases were made throughout 
the yard, disregarding seasonal demand. We 
made actual demonstrations of how to finish a 
basement and attic. Some classes were given as 
a series due to the length of the topic or dem- 
onstration. 

The following are a few of the materials and 
items demonstrated: paint; plastic and ceramic 
tile; wallboard; paneling; power tools; ceiling 
tile; dry wall construction; care of the lawn. 
These classes were given on Thursday evening 
of each week from October through April. To 
accommodate the homeowner, both store and 
warehouse are open every Thursday and Friday 
night until 9 p.m. and Saturday until 5 p.m., 
thus giving customers an additional 11 hours to 
shop. 

By concentrating on the three points men- 
tioned above, we have experienced no prominent 
seasonal decline and our building materials 
sales are spread throughout the year, 


How | Plan 
FALL and WINTER 


American Lumberman’s spot- 
check shows dealers from coast-to-coast 
plan sales and promotional campaigns 
to keep profit curve high. 


By Vernon H. Landgraf 
L. H. Landgraf Lumber Company, Inc. 
Cape Girardeau, Missouri 


For the first time last year, we attempted to 
increase our sales during the winter months and 
holiday season with proper advertising. We in- 
tend to do the following advertising and promo- 
tional work this year during the winter months: 


1. Our company has found that proper adver- 
tising and promotional work has paid off well 
in packaged sales of room additions, remodeling, 
garages, siding and roofing applications. Our 
ads all read that it only costs a small amount 
per month or that the entire job can be done for 
“as little as” a fixed amount. 


Will Feature Package Sales 


2. For the months of September and October, 
we plan to direct our advertising toward pack- 
aged sales of storm windows and doors, insula- 
tion and completion of attics. All of these items 
will be advertised that it only costs a few dol- 
lars a month with nothing down or the work can 
be done on a do-it-yourself basis for “as little 
as” a fixed amount. 

3. During November and the first part of De- 
cember, we are planning to suggest to the home- 
owner that he give something for Christmas that 
the entire family can use—items such as a base- 
ment recreation room, a new wood-paneled room 
or new kitchen cabinets for mom. 

Our ads will state that you can do-it-yourself 

and save. The packaged price or a monthly price 
will also be included in the ads. Our company 
has definitely picked up additional remodeling 
business for our contractors and ourselves by 
encouraging the homeowner to do part of the 
work himself. 
_ The remodeling and add-a-room market is def- 
initely a very profitable market for our business 
in these competitive times. We intend to adver- 
tise and promote it as much as possible, espe- 
cially during the winter months ahead. 
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to Go After 
BUSINESS 


By E. R. Nailor, Manager 
Nailor Lumber Company 
Port Angeles, Washington 


Our fall and winter merchandising plans fea- 
ture an aggressive, friendly program of adver- 
tising keyed to remodeling and do-it-yourself 
projects. 

Do-it-yourself demonstrations, a_ king-size 
Christmas party for our customers and their 
children with Santa on hand and other atten- 
tion-getting promotions top our program. 

We will use extensive newspaper and radio 
advertising to publicize this program. Our ef- 
forts will be strongly to package selling on Title 
I loan basis, with our planning department play- 
ing a powerful part in making this possible. 

Of course we welcome new construction and 
work closely with contractors in this type of 
work, but our bread-and-butter business is our 
drop-in trade and faithful following of steady 
and regular do-it-yourself fans, who attend ev- 
ery promotion we run—and love it! 





By Robert M. Bradfield 
Sales Manager 
Miles D. Bradford Lumber Company 
Boulder, Colorado 


Our fall and winter sales campaign is directed 
at three goals: 


1. To provide additional promotional help for 
our contractors 


2. To improve our methods of paint merchan- 
dising 

3. To increase, and make more profitable, our 
walk-in trade 


First, to provide additional promotion for our 
contractors, we plan to furnish attractive job 
signs for each contractor. We also plan to start 
a cooperative advertising program in which each 
contractor’s projects will be featured. In addi- 
tion, we are planning sales help such as individ- 
ual color photo albums of homes built by each 
contractor, which we will use to help sell his 
abilities to prospective home builders. 

Improvements in paint merchandising meth- 
ods will include such changes as the addition of 


BUILDING PropucTs MERCHANDISER 


By Ralph R. Bell, President 
Bell Lumber Co., 
Yuma, Arizona 


Here is a description of some of the advertis- 
ing and promotional work, which we have al- 
ready done, but which we intend to follow this 
fall and winter because it has proven quite ef- 
fective in this community. 

Believing that the least advertised worthwhile 
activity in the Yuma area was the church and its 
functions, Bell Lumber Co. launched a “Go-to- 
Church.” campaign on the local NBC radio sta- 
tion. Each Saturday night a program entitled 
“Building for Tomorrow,” was broadcast. This 
program brought the church activities of all 
denominations into the homes of our community. 

A different church was visited each Sunday 
and radio interviews with members of the con- 
gregation and lay leaders were broadcast. We 
realized the criticism that might be forthcoming 
from such a type of promotion, but we went 
ahead. The program proved highly beneficial to 
the churches as well as placing the Bell Lumber 
Co. in a respected position among the retailers 
of Yuma. 

Special Christmas Promotion 


Our company recognizes the tremendous value 
of taking advantage of advertising media offered 
by nationally-known brand manufacturers. This 
past holiday season, Bell Lumber Co. presented 
“Bell’s Christmas Choir,” a 12-voice plywood 
ensemble patterned after the Douglas Fir Ply- 
wood Association’s angel and choir boy outdoor 
displays. This group of singers caroled nightly 
in front of our showroom with the aid of con- 
cealed recording equipment. Thousands of peo- 
ple visited our yard to hear the old familiar 
songs. Thus again we brought the attention of 
the name Bell to all Yumans, resulting in in- 
creasing sales to individual homeowners. 

Our slogan, “To Build Well—See Bell,” which 
is used in all our newspaper advertising, radio 
commercials and direct mail pieces, has become 
a by-word in the building industry in this sec- 
tion of Arizona. 





a color bar, a greater range of colors carried in 
inventory; larger and better color samples and 
a great increase in our sundries line. We believe 
that a good line of special rollers, brushes, splat- 
ter shields, drop cloths and such items may re- 
verse the usual procedure and sell paint for us. 

To encourage our non-professional walk-in 
trade, most of which comes on Saturday morn- 
ing, we are working out plans for a “Saturday 
Store.” This will be a self-service center fea- 
turing such items as odd length boards, cut 
pieces of plywood, screen and storm doors, pack- 
aged nails, paint and hardware, all plainly price- 
marked and stored in easily-moved bins and 
racks, which can be moved into position before 
each Saturday and holiday and out-of-the way 
for regular week-end operations. 

We pian a concentrated advertising campaign 
to promote the “Saturday Store as a headquar- 
ters for the week-end carpenter.” 





BASIC 
BUILDING 
MATERIALS - 


FROM 1 LEADING MANUFACTURER 


SHEATHING Builders can get greater structural strength — 


plus fire protection—by using Certain-teed 
Weather-Shieldw Gypsum Sheathing. It's tongued and grooved to form a 
tight joint. Both core and paper are water repellent. Stronger than wood, 
Weather-Shield actually sells for less than other sheathings 


ROOFING FELT For a tighter, longer-lasting roof recom- 


mend Certain-teed Roofing Felt. This 
felt—heavily impregnated with asphalt—is tough, durable, economical. 
In addition to being used under various types of shingles, Certain-teed 
Felt is ideal for construction of built-up roofs, 





SHINGLES You know how the right roofing colors can help 


seli homes. Certain-teed Asphalt Shingles come 
in a range of beautiful colors and blends, including the striking new 
Woodtex® Golden Anniversary Blends. The Certain-teed line includes 
seven shingle styles and mineral surfaced and smooth surface roll roofings. 





INSULATION Certain-teed Fiberglas* Insulation makes any 


home more livable. It can cut heating bills 
up to 40%. Fiberglas is permanent, odorless and moisture resistant. Comes 
in easy-to-apply Batts, Roll Blankets and Pouring Wool. Sell Certain-teed 
Perimeter Insulation for homes without basements. 
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LATH For smooth, fast plastering recommend Certain-teed Beaver® 

Gypsum Lath. Available in both plain and perforated styles, 
it's strong—tireproof—won't swell, buckle or shrink. Beaver Insulating 
Gypsum Lath, with aluminum foil back, provides 


insulation and an 
effective vapor barrier 


PLASTER All Certain-teed Plasters are ‘plastisized’’® for easy 

working and longer life in storage. Stock these 
famous brands: Acme®, Agatite®, Beaver®, Certain-teed®, Pure-Wite® 
and Lite-Mix® basecoat, finishing, gauging and molding plasters. Also 


Kalitex acoustic plaster. 








WALLBOARD Certain-teed Bestwall® Gypsum Wallboard SIDIN Now for the finishing touch to the exterior: Certain-teed 
i 


s made in plain, insulating and wood-grain 
finishes. For extra fire protection, recommend Firestop Bostwallz (%" 
in single layer application gives one-hour fire resistance). Ask about 
Certain-teed Hummer Systems of laminated drywall construction. 


Asbestos Cement Siding Shingles. These shingles come in 
a range of distinctive styles and colors. They’ re permanent—will never need 
replacing or repainting. There are attractive designs and colors available 
in Certain-teed Asphalt Sidings, too. 





Ss ett 


wt ‘ 29 Z 4 . , 
FINISHED PRODUCT —A handsomer, better built, more smoother, more profitable operation when they buy everything they need from 


salable home when builders stand- you. Do you carry the complete Certain-teed line? For more information on any 
ardize on uniform-quality Certain-teed Building Materials. And a simpler, or all of these products, write Certain-teed today, 


WEG. U.S. PAT. OFF 


Quality made Certain... Satisfaction Guaranteed 


CERTAIN-TEED PRODUCTS CORPORATION 

ARDMORE, PENNSYLVANIA 

EXPORT DEPARTMENT: 100 EAST 42ND ST., NEW YORK 17, W.Y. 

ASPHALT ROOFING » SHINGLES » SIDING « ASBESTOS CEMENT ROOFING AND SIDING 
+ GYPSUM PLASTER * LATH » WALLBOARD » SHEATHING * ROOF DECKS « 
FIBERGLAS BUILDING INSULATION » ROOF INSULATION » SIDING CUSHION 
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It’s a simple fact that without employe sup- 
port the finest fall and winter merchandising 
program will fall flatter than the proverbial 
pancake. All too often management keeps to 
itself intelligent planning and then complains 
bitterly about grudging employe cooperation. 
The meeting suggested below will do two things: 
(1) convince the employe of the need for special 
selling effort during the fall and winter months 
and (2) give him a coordinated plan for push- 
ing seasonal merchandise and building mate- 
rials packages. 

After years of mere order-taking we all need 


Plan 
Your 


Sales Drive. 


a tough, hard presentation of what happens in 
this industry during the fall and winter months. 
Until the details are laid on the table it’s only 
reasonable for employes to hold back and con- 
sider a drive of this kind is just another whimsy 
of their boss. 

And when you sell him on the need for more 
fall and winter business don’t stop there. Every 
employe is entitled to a cohesive sales program 
that guides his efforts. The Erickson story be- 
low explains exactly what we mean when we 
talk about a program. 


Try This Dealer-Tested Employe Meeting 


Based on facts, not theory, this feature describes a meeting 
planned by American Lumberman for the Erickson Lumber and 
Coal Company, Hibbing, Minn. 


EXCLUSIVE 


To the best of our knowledge 
this is the first time a national mag- 
azine in the building materials field 
has conceived and tried at the dealer 
level a meeting of this kind. The 
cooperation we received from Erick- 
son Lumber and Coal Company, we 
believe, reflects the open-minded, 
progressive attitudz of dealers to- 
day. 

The Editors 


When we decided to hold a deal- 
er meeting and provide the window 
displays shown on the pages that 
follow, there were definite re- 
quirements. We wanted a dealer 
operating in a area where cold 
weather arrived early. We needed 
a community that had returned to 


BIG WINDOWS in Erickson’s smart yard offered an excellent opportunity for 
merchandising. Above the yard windows before installation of the special A.L. 
displays. Note garage package on the right. 
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SEASONAL PRODUCTS were featured in this window. The 
4’ x 6’ panels were made of perforated hardboard sprayed 
with industrial lacquer. Top signs were adhesive mounted. 
Products and lower signs were attached with metal clips. 






normal retail competition. And 
finally we needed a dealer con- 
vinced that a fall and winter sell- 
ing drive was worthwhile. 

The Erickson Lumber and Coal 
Co., Hibbing, Minn., proved to be 
the dealer we were looking for 
across the country. The tempera- 
ture hit a low of 39° the morning 
of the meeting. And after many 
boom years the iron mines of Hib- 
bing had shifted to a four-day 
week and offered practically no 
overtime to their employes. The 
miners who had been making 
about $200 a month extra on 
overtime alone, had become tough 
er customers for Erickson. 

Knows Community 

seing close to their community 
the Erickson yard was more than 
ready for the meeting and other 
sales suggestions offered by Amer- 
ican Lumberman. And, just as 
important,.they had developed an 
integrated sales program for fall 
and winter selling that could be 
presented to their employes at the 
meeting. 

Founded by the late Jacob 
Erickson back in 1923 the company 
today is operated by the sons. 
Arthur, Wilbert and Robert. Coal 
was sold exclusively in the begin- 
ning with lumber added in 1930 
and a complete line of building 
materials in 1935. A modern tw 
story showroom and warehouse 
was erected in 1947. In recent 
years an additional yard was pur- 
chased on the west side of town 
for coal deliveries and storage of 
lumber and hard materials. 

Does Contracting 

Hibbing is a village, largest in 
the world, where a majority of the 
lumber dealers are in the contract- 
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ing business. Erickson usually 
has a crew of 12 or more men in 
the summer months, about six in 
the winter. The crew builds about 
20 new homes a year and handles 
scores of repair and remodeling 
jobs. 

This information was given us 
by Art Erickson, manager of the 
yard, while we were preparing for 
the meeting and installing the 
A.L. windows. It is background 
that will explain the program pre- 
sented by Art to his employes. 

The meeting was held at 8 p.m. 
on a Friday evening. Employes 
were told the meeting would be 
short, interesting and profitable to 
them. The presentation given was 
divided into two parts (1) an ex- 
planation why fall and winter 
promotion was necessary and (2) 
the details of the sales program 
developed for the normally slack 
season. 





BUILDING PACKAGES were spotlighted in this window. 
Frames hold 8” x 10” photographs of recreation room and 
other packages. The monthly payment price was featured 
Suitable products for remodeling were dis- 
played on the side, floor of the window 


Changing the Curve 

Gordon J. Lawler, American 
Lumberman, handled the first 
phase of the meeting with a brief 
talk that is available to readers 
on request. Lawler explained that 
man has always been influenced 
by the weather and that business 
for centuries has adopted a sales 
pattern dictated by the customer, 
He pointed out that during the 
last 25 years research and mer- 
chandising had changed the sea- 
sonal sales pattern for many in- 
dustries. The airline, auto and 
department stores were cited as 
examples where the sales curve 
had been leveled significantly in 
recent years. 


Turning to the building indus- 
try Lawler compared new home 
building today with a generation 
or two ago. Last year, he re- 
ported, contractors erected 72,000 


(continued on next page) 





BOTH WINDOWS attracted crowds, sold merchandise when installed. The dis- 
play panels are easily changed for other promotions. Details on building these 
panels are available on request. 
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t-mwretivrYeo Linke lactis aud Lue chart being shown by Gordon J. Lawler, American LUuliverlial, grapiiivaity Liueiartes Lue 
normal seasonal slump in retail building materials sales. The chart used is reproduced earlier in the introduction to this 


issue 


homes in January, 80,000 in Feb- 
ruary, and 81,000 in November. 
The monthly average was but 92,- 
000 houses, illustrating how plan- 
ning and skilled use of building 
materials had converted normally 
slack months into a more normal 
period. 

Lawler said that the dealer no 
longer could depend on selling 
coal to keep his yard busy in the 
fall and winter months. Oil and 
natural gas over the years had 
reduced coal sales to a point where 
they were of limited importance 
to the typical dealer. In his opin- 
ion retailers needed a strong pro- 
gram for fall selling for five im- 
portant reasons: 

1. The dealer today has a big- 
ger investment in his store and 
yard, 

2. The dealer now has 
overhead, more employes. 


more 


ROOFING is just one of the products to be actively pro- 
Above, left, Martin Crnkovich, Erickson’s 
construction foreman, and Art Erickson, yard manager. 


moted this fall 
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3. The employe expects maxi- 


mum earnings the year around. 
Security and a chance to step up 
earnings is demanded by good 
employes, the ones you want to 
keep. 

4. The downward trend in prof- 
its must be arrested. Actually most 
of the losses occur in the fall and 
winter months. That’s where we 
lose ground. 


5. Competition being what it is 
the dealer can’t afford reduced 
customer traffic in the fall and 
winter months. The public must 
come in regularly to acquire the 
lumber yard habit. 

In concluding Lawler suggested 
that it was possible to keep sales 
up if a definite sales program 
was drafted and followed. He 
touched on seasonal merchandise, 
building packages and yard fabri- 
cation for the slow months. The 


oe 906. 


specific suggestions made are all 
discussed in detail in the feature 
pages that follow. 

Erickson’s Program 

Following this talk Art Erick- 
son commented that sales in his 
yard followed the national lumber 
yard sales figures presented by 
Lawler almost exactly. 

“We’ve known for years that 
we had this slump in the fall but 
we didn’t do anything about it 
because summer business was so 
good. Now things are different. 
Overtime in our community doesn’t 
exist. If our yard is to keep busy 
this fall it’ll take hard work and 
cooperation by our whole gang.” 

The Erickson plan for fall that 
was then presented was divided 
roughly two ways. One, ideas to keep 
the contracting crew busy. Two, 
greatly expanded effort to culti- 
vate the do-it-yourself customer. 

(continued on page 82) 


POWER TOOLS also sell well in the fall. Above, left, Rob- 


ert Carlson, Erickson employe, shows an all-in-one tool to 
a customer. 
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MATCHING 
BEAUTY 


by 
WESLOCK 


YJ 








the 00 CONCAVE series 


Matching beauty in Locks, Knobs 
and Pulls for every door, drawer 


and cupboard in the home, 


Write for further information 


WESTERN LOCK MFG. CO. 


Manufacturers of Weslock Residential Locksets and Builders Hardware 


GENERAL OFFICES: 211 NORTH MADISON AVE., LOS ANGELES 4, CALIF. © FACTORY: HUNTINGTON PARK, CALIF, 
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Stimulating both will be an en- 
tirely revised news~aper and radio 
advertising campaign closely co- 
ordinated with employe efforts on 
the sales floor. Erickson is now a 
consistent advertiser but frequent- 
ly the themes selected and the 
products featured were not passed 
on to employes. All advertising 
will be prepared well ahead and 
changed more frequently. 

For the first time financing will 
be stressed in all advertising and 
signs are being prepared for the 
windows and sales floor. Before 
the customer had to ask about 
financing. 


Contracting Promoted 

Erickson’s have a qualified crew 
of building mechanics that up to 
the present have been kept busy 
largely by word-of-mouth adver- 
tising of satisfied customers. The 
schedule for fall will include spe- 
cial newspaper ads telling the 
public of this service with Erick- 
son’s expert construction foreman 
featured. All ads will be built 
around packages remodeled 
kitchens, add-a-room jobs, garages 
and other sales items. 

Additional advertising will be 
concentrated on new homes built 
by the contracting crew. Top pri- 
ority will be given to hiring an 
outside salesman to further in- 
crease volume. An attractive, in 
teresting compensation plan is 
being worked out to land a good 
salesman. 

While the Erickson gang has 
completed hundreds of construc- 
tion jobs like so many yards they 
haven’t a single photograph to 
show an interested prospect, All 
the better projects completed in 
the future will now be _ photo- 
graphed and prints will be sup- 
plied the new salesman and dis- 
played in the showroom. 


Do-It-Yourself 

Until this summer Erickson had 
largely ignored the handyman 
market because just about every- 
one in Hibbing was working over- 
time on their regular job. When 
the mines reduced their produc- 
tion it affected the entire area 
creating spare time and a new in- 
terest for the first time in saving 
money on home repair and remod- 
eling jobs. 

Erickson’s first project wil! be 
to convert a large area on the 
second floor of their building into 
a classroom for do-it-yourself 
courses scheduled to begin in Oc- 
tober. The completed room will be 
finished with a variety of mate- 
rials and cross sections will show 
various phases of construction. 
The floor, for example, will be done 
in everything from oak parquet to 
the newest plastic tile. The course 
now being developed will begin 
with a discussion of foundations 
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COMBINATION DOORS are a relatively new specialty product for Erickson but 
one that’s included in their fall and winter merchandising planning. 


PLASTIC WINDOW materials are high on Erickson’s list for fall promotion effort. 
Left, Bob Erickson shows the variety of types offered in this product. 





and continue 
painting. 

New homes are expensive in 
Hibbing — $14,000 or more — and 
Art Erickson feels that many of 
his customers will build a major 
part of their home if properly in- 
structed and encouraged. 

The smaller west side yard will 
be partially converted for opera- 
tion as a “bargain barn” to reach 
budget-conscious buyers and to 
liquidate shop-worn and special 
purchase merchandise. Aside from 
actual sales Art Erickson believes 
that a “barn” promotion will im- 
press the community favorably 
that his organization is alert and 
merchandising-minded. 


through interior 


New Store Hours 


New store hours are in the 
works. With a staggered shift it 
will be possible to keep the store 
open longer on Saturday, extend- 
ing the hours from 1 p.m. to 5 p.m. 
Staying open on Friday evening is 
being considered because it’s the 


big shopping night in Hibbing. 

Erickson is now selling garages 
at a materials-only price, and cut 
to size for an extra service charge. 
The policy of charging a flat 
amount — $15, for example on a 
typical garage, will be more ac- 
tively promoted to the do-it-your- 
self customer. For several years 
people have been able to order a 
carpenter from Erickson by the 
day. This fall this service seems 
to have wider appeal to the home 
handyman. By featuring that a 
carpenter ja available Erickson’s 
believe that they will sell more 
complicated home jobs and that 
they more often will be started 
right. 

Briefly this was the program 
presented by Art Erickson to his 
employes. There was a friendly 
open discussion period and one of 
the employes summed up the gen- 
eral feeling after the meeting this 
way: 

“Now we really know where 
we’re going and why.” 
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WHY MISS 
OUT 
ON JOBS 


like this... 


Irving Klein Office Building, Houston, Texas. Architect: Irving Klein. 
Contractor: Fretz Construction Company, Houston. 


or this... 


You won't miss out on jobs like these 
if you can offer Fenestra* Intermediate 
Projected Steel Windows. Here’s why: 
They’re steel—no other window material 
is so strong. They are available Super 
Hot-Dip Galvanized—no other window 
is so maintenance-free. (Incidentally, 
Fenestra’s Galvanizing is unduplicated 
by any other window manufacturer in 
America. Only Fenestra has the special 
plant and equipment designed specifi- 


cally for this job.) Ohio Oil Company, Terre Haute, Ind. Architect: Wilbur Warson & Asso- 
ciates, Cleveland. Contractor: Wm. P. Jungclaus Company, Inc., Indianapolis, 


Fenestra Intermediate Projected ° 
or this? 


Windows provide protected ventilation 
—projecting vents permit ventilation, 
even in a rainstorm. 


Both surfaces can be washed from in- 
side the room. And Fenestra Metal Screens 
slip on from inside. It’s the perfect win- 
dow for commercial buildings! 


For complete details, call your Fenestra 
Representative (listed in the yellow 
pages of your phone book) or write the 
Detroit Steel Products Company, Dept. 
AL-9, 2246 East Grand Blvd., Detroit 
11, Michigan. ® 


Grand Motel, Detroit, Michigan. 


* Your need for a window that would help you 
sell the commercial building market in your 
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“Gold Bond Gypsum Wallboard 


gives us 
SMOOTH SEAMLESS 
INTERIORS EVERYTIME” 


says Builder V. A. PLACE of Place Homes, South 
Bend, Indiana; member and past president of 
the South Bend-Mishawaka Home Builders 
Association; Director, National Association of 


Home Builders 


Your best customers are builders like Mr. 

Place. He uses hundreds of thousands of 
square feet of Gold Bond Gypsum Wall- 
board each year in residential developments 
like Miami Hills, Twyckenham Hills and 
McKinley Terrace in South Bend — over 
1200 homes. Here's what Mr. Place says: 


Gold Bond Wallboard saves us time and 
money. It gives us fast, trouble-free con- 
struction, The uniformity of taper means 
we can offer customers smooth walls and 
ceilings that take any type of decoration 
And Gold Bond Hard-Edge cuts down our 
damage loss. That tough, rigid gypsum 
core builds sound, fireproof interiors... yet 
there’s plenty of flexibility in the panels 
for fast, easy working.” 
“It's a real pleasure to show prospects 
through our homes and point out the kind 
of walls and ceilings Gold Bond Wallboard 
gives them. Best of all, Gold Bond Wall- 
board costs no more than any other gypsum 


wallboard !"’ 
NATIONAL GYPSUM CO., BUFFALO 2,N.Y 





Insulation Rock 
Plank Wool 
and Tile 


Build better with 
WALLBOARD PRODUCTS 


Gold Bond . « GYPSUM 
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Workmen installing new QSM Cross Cor- 
rugated Aluminum Roll Roofing on 
N.E.M.A. farm, dedicated to 
Electricity's Diamond Jubilee. 





NOW...MAKE REAL PROFITS! 


SELL NEW PATENTED* QSM CROSS CORRUGATED 


ALUMINUM IN ROLLS FOR ROOFING, SIDING, DECORATING!? 








NEW PROFITS IN ROOFING—Sell your customers the 

greatest development in roofing in the last fifty years 

...-QSM Aluminum in rolls...the cross corrugated 

aluminum roofing material that rolls on like a rug. 
e No side laps—no leaks 


e Fits together—hugs the contour of any roof — 
new or old! 


Minimum sheathing and decking 
Simplified application 
e 28” and 48” widths 


*QSM’s Exclusive Patent on Cross Corrugated Aluminum in 
Rolls Assures You of Protected Profits on this Outstanding 
Building Material. Ochiltree Patent No. 2,369,487 


Reduce Inventory with Rolls! 


Now carry an adequate stock to meet any customer require- 
ment with 28''-48'' widths in 50-100-200 ft. rolls. Dealer 
can cut any desired length! | 


Send This Profit Coupon and Get 
the Facts on QSM Aluminum Rolls 


LY | 
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QUAKER STATE 


LANCASTER, PENNSYLVANIA 


NEW PROFITS IN DECORATING— Aluminum rolls have 
1001 uses in homes, farms, stores, garages, etc. Stock 
the popular 100 or 200 ft. lengths in upright rolls and 
you'll be sure of added sales and profits from the 
do-it-yourself market. 


NEW PROFITS IN SIDING—Siding customers will appre- 
ciate the economy of QSM Aluminum Rolls. When 
they see a roll standing upright on your floor, they'll 
recognize instantly its superiority over old-fashioned 
siding materials. 


QUAKER STATE METALS COMPANY 
P.O. Box 1167, Lancaster, Pennsylvania 


Send me the facts on new QSM Cross Corrugated 
Aluminum Rolls. 


Nome 
Company 
Address 


City 
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NORMAN 
STRUNK 
Executive 
Vice-President 
U.S. Savings 
and Loan League 


Early in August when President 
Eisenhower affixed his signature 
to the Housing Act of 1954, state- 
ments applauding the legislation 
were issued by nearly all groups 
affiliated with the housing indus- 
try. The organization of the $28 
billion savings and loan business 

the United States Savings and 
Loan League—was conspicuous by 
its silence. 

Many months ago, even before 
the legislation was introduced, we 
had stated our belief that no new 
housing legislation was necessary 
to assure an output of 1,000,000 
or more units in 1954. Since that 
time, nothing has happened to 
shake this conviction; if anything, 
it has been strengthened. 


Record June 


The hearings on the 1954 Hous- 
in Act were characterized by an 
atmosphere of frantic urgency to 
the uninitiated. It would have ap- 
peared that the housing industry 
was teetering on the brink of a 
depression, and that the new law 
was needed to save the industry 
from catastrophe. Yet in June, a 
month before the law was enacted, 
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120,000 new housing starts were 
made—the largest number for the 
month of June since 1951. During 
the same month, GI home loan ap- 
praisal requests were the highest 
in four years. 

Still another paradox, possibly 
even more ironic, developed as the 
Senate Banking and Currency 
Committee voted a bigger and 
broader FHA program at the very 
time it launched a nationwide 
probe into FHA abuses! 

Higher Prices Coming 

Coming as the new law does, 
when the private home building 
industry is rolling along at its 
fastest pace in four years, one 
effect of the new down payment 
schedule on FHA loans can be 
safely predicted: More buyers will 
automatically move into the mar- 
ket, demand will become more in- 
tense, and pressure for higher 
prices will increase. The cost of 
construction, notably stable dur- 
ing the past 18 months, will likely 
go up. In short, the danger of in- 
tlation will once again thrust its 
menacing head into the housing 
markets of some, possibly many, 
American communities. 

One section of the new law 
would have worked to curb these 
inflationary tendencies. That pro- 
vision would have given the Presi- 
dent discretionary authority to set 
down payments on FHA loans up 
to the maximum authorized by the 
law. Unfortunately, this provision 
was stricken from the law. Its 


deletion assured the maximum lib- 
eral terms immediately and seems 
to assure a resumption of infla- 
tionary tendencies in the new 
housing field. 


Political Football 

The deletion of the discretionary 
presidential authority to adjust 
rates and terms emphasizes once 
again the political popularity in 
Congress of FHA as a device for 
stimulating home construction and 
the economy. 


See Terrific 1955 


The full impact of the new hous- 
ing bill will become apparent in 
1955 and it is probable that—as its 
sponsors have claimed —it will 
mean an output of between 1,200,- 
000 and 1,400,000 new houses and 
apartments next year. It cannot 
be disputed that such a rate of 
production will give a tremendous 
shot-in-the-arm to the American 
economy. On the other hand, such 
an output cannot fail to disturb 
the soundness of the real estate 
and home building market in com- 
munities where the supply of new 
homes may be approaching the 
point of over-supply. Long term 
considerations suggest that we 
should be careful not to precipi- 
tate a collapse in home production 
and real estate values a few years 
hence by artificial stimulation of 
housing demand through too-lib- 
eral mortgage credit today. 

Quite apart from this problem, 
which will vary from community 
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to community, is another basic 
question which to date has appar- 
ently eluded most leaders of the 
home building industry. This 
question is, simply, whether we 
are not now exhausting the re- 
serves of ultra-liberal credit, and 
thereby destroying their effective- 
ness in a future economic crisis? 
Title I Tightened 

Although the most important 
features of the Housing Act of 
1954 generally entail a vast ex- 
pansion of the FHA program, the 
Title I program covering the 
financing of home repairs and im- 
provements was substantially al- 
tered. As a result of the Title | 
scandals last spring, Congress 
acted to plug up the loopholes in 
the program and, among other 
things, cut the FHA insurance 
coverage for lenders from 100% to 
90%. 

The drop in coverage will cause 
no distress to the responsible 
lender or the responsible dealer. 
It will, however, give a little elec- 
tric shock to those financial] insti- 
tutions making the Title I loans 
who have been sloppy in the past 
in their surveillance of the dealers 
and the credit of borrowers. From 
now on, it appears Title I loans 
will be better loans, borrowers 
will be better risks, and collections 
will be more rigorous. All of 
which will put the program on a 
sounder basis and help eliminate 
the illegitimate and unscrupulous 
home repair and improvement 
salesmen. 

Conventional Loans 

Over the next few years, it is a 
foregone conclusion that the vol- 
ume of improvement credit by 
savings associations will expand 
rapidly. In great part, this ir- 
crease will take place in the Title 
I program, but lumber dealers 
should not overlook the growing 
portion of the unsecured improve- 
ment loan program done on a con- 
ventional basis at the institution’s 


a top authority predicts: 
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Home Improvements: more funds from a wider number of sources with 
closer scrutiny of both dealers and borrowers. 


New Homes: good and plentiful money for building — probably so plentiful 
it may mean inflated costs and prices in some areas. 


Dangerous to the Building Industry? 


own risk. Savings associations 
have been making unsecured im- 
provement loans on their own 
plans and at their own risk since 
1947, although in modest volume. 
During the hearings on the 1954 
Housing Act, the United States 
Savings and Loan League spon- 
sored an amendment to equalize 
the ceiling on property improve- 
ment loans made by federally 
chartered savings associations 
($1,500) with that provided under 
the Title I program ($2,500). This 
amendment was passed as part of 
the overall housing bill, and it is 
expected to increase the incentive 
and ability of these associations 
to make improvement loans on 
their own plan—just as some com- 
mercial banks are making home 
improvement loans on the _ so- 
called, “conventional” plan. 


Open-end Mortgages 


A great deal of the home im- 
provement business will continue 
to be financed through the open- 
end mortgage which was devel- 
oped by the savings and loan 
business, and by longer term loans 
secured by a mortgage on the 
property. The best source of credit 
to a family which has a mortgage 
on its home of the open-end 
variety, or which can be rewritten 
at a larger amount for a nominal 
cost, is, of course, the institution 
that made the mortgage loan by 
way of an extension of the present 
mortgage. 

In the first place, the interest 
rate is only 442% or 5% percent, 
compared to 10% to 12% on an un- 
secured basis. Secondly, the pre- 
payment period is stretched to 10 
or 15 and, in some cases, 20 years, 
decreasing the. monthly “cost” of 
the improvements to only a few 
dollars. This is particularly true 
if the improvement is a substan- 
tial one costing several thousand 
dollars. 

This type of credit, of course, 
is available today only to borrow- 







ers on conventional mortgages, 
essentially from savings and loan 
associations and, in certain cases, 
to families who have a GI loan 
on their house. Many conventional 
mortgages, of course, do not have 
an open-end provision. 

The Housing Act of 1954 makes 
the FHA mortgage an open-end 
mortgage, but this will apply only 
to newly written mortgages and 
will not be of any help in financ- 
ing home improvements for a num- 
ber of years. Also, of course, there 
are a number of jurisdictions 
where the open-end feature will 
not be operative because of pro- 
visions of state law. 

Dealer Suggestion 

The wise lumber dealer, how- 
ever, will determine the practice 
of local institutions relative to the 
open end mortgage and take ad- 
vantage of open end mortgage pro- 
visions where they exist in dis- 
cussing home improvements with 
those borrowers who do have a 
conventional plan, particularly 
from a savings and loan associa- 
tion. 

One other factor suggests the 
easier availability of improvement 
credit from savings associations 
and that is the greatly expanded 
competition in the home mortgage 
field. With the “in-and-out” insti- 
tutional lenders, principally the 
life insurance companies, willing 
to accept FHA loans, many sav- 
ings and loan associations will be 
searching for new ways to keep 
their funds invested. 

During the next few years, this 
will mean many savings associa- 
tions will venture into improve- 
ment lending for the first time. It 
will also mean that other associa- 
tions, already skilled in the tech- 
niques of repair and improvement 
loans, will expand these programs. 

The net effect appears certain 
to benefit those in the lumber busi- 
ness who produce and distribute 
supplies for use in repairs, re- 
modeling and improvement work. 
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announcing THE FIRST... 


By TUDE 


ALUMINUM COMBINATION 


Capitol Door Co., the largest single exclusive producer 
of combinalion storm and screen doors, now serves the 
Do-It-Yourself Market with famed Capitol Doors. 

Capitol’s “Custom-Craft” Doors are the very same 
heavy weight, mass-produced doors that are synony- 
mous with Capitol’s “Front Door” quality. Through pre- 
cision engineering, from ingenious designs, they have 
been adapted to simple, fast, one-man installation. 

Capitol’s guarantee is backed by maximum quality- 
controlled assembly line techniques in the new 40,000 
foot Mechanicsburg, Penna., plant to ensure complete 
consumer and dealer satisfaction. 

NOW ... LUMBER DEALERS are invited to cash in on 
Capitol’s popularity and acceptance. 

The unusual pricing arrangement, Small Inventory 
Plan and Pre-Cartoned Packaging offer the sales-wise 
dealer a rare opportunity to earn larger profits per unit 
sale in “Over the Counter Merchandise.” 

And Capitol backs its dealers further with a complete 
nationwide promotion program including... 


* PRINTED ADVEKTISING IN MASS CIRCULATION 
CONSUMER MAGAZINES INCLUDING 


Good Housekeeping. 
* ADVERTISING MATS 
* PUBLICITY KITS 
e LITERATURE 


¢ FIELD SERVICE MERCHANDISING AND 
PROMOTIONAL ASSISTANCE 


YOU CAN TURN SMALL SPACE AND LOW INVEST- 
MENT INTO MANY DOLLARS BY JOINING IN THE 
CAPITOL “INSTALL-IT-YOURSELF” DOOR PROGRAM 
TODAY. FOR LARGER SALES VOLUME WRITE... 


oo Seueeseeeesseseaesetes 
CAPITOL DOOR CoO. A:-+ 

212 LOCUST S&T., HARRISBURG, PA. 

GENTLEMEN: 

I am interested in: (] Distributorship [] Representation 


(_] Dealership [] Other 



















































































Name-_ 


Firm__ 
Address 





City spiehitadldeegainaptianncanpceg tegen tndiiadss ND wasensnisiticiihiaiion 
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and ONLY ALL-IN-ONE-PACKAGE 


STORM AND SCREEN DOOR 


DESIGNED FOR FAST 
OVER-THE-COUNTER 
SALES! 


In 6 Stock Sizes 
To Fit 85% of All Door Sizes* 


“special sizes to order within 72 
hours at no increase in cost. 


Turn Small Basic Inventory 
and 
Low Cost Investment 
Into Big Unit Sales. 


Complete With All Hardware, 
Accessories and Easy-to-Follow 
Instructions in Store-Easy, 
Sell-Easy Carton. 


Super hardened Alcoa 638-T5 architectural 
strength aluminum. All heavy-duty extruded 
parts. Even the corner gussets are extruded, not 


cast. 


Protected Distributor Territories 









































DEALERS! DISTRIBUTORS! REPRESENTA- COMPLETE UNIT WITH ALL HARDWARE, 


TIVES! Appointments now being made in ACCESSORIES AND ILLUSTRATED EASY- 
all parts of the country. Write for THE TO-FOLLOW INSTRUCTIONS 
“CUSTOM PLAN” on “CUSTOM-CRAF7”! 


poe eet tir : ile 39” 
& CAPITOL DOOR CO. - 


[ALCOA MECHANICSBURG, PENNA. 


\ Address all inquiries to: 212 Locust Street 
Harrisburg, Pa. 


INDIVIDUALLY CARTONED 











* 
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Sell 
these 


Basic Markets. 


How to Sell More Home Improvement Packages 


Articles in this section tell you 
how dealers are working effectively to 
make more profitable sales. 


On this page are pictured three of the basic 
markets, which most dealers will want to stimu- 
' t late this fall and winter: the do-it-yourself mar- 
: ket; the farm market; the contractor’s market. 
CONTRACTOR BUSINESS can be built on two important However, there are many other markets, 
factors: quality and service. which require equal attention and which you 
will find described in the special articles in this 
section. 

One special article, the first one in this sec- 
tion, should receive extra careful reading. It’s 
entitled, “Price Your Consumer Sales for 
Profit.” Most dealers, according to our recent 
survey of dealer-operating statements, are doing 
business on too low 2 markup. In this article, 
Mr. Leishman, a California lumber dealer, has 
analyzed the cost of his consumer sales. This 
article dramatizes the importance of charging 
for services rendered. On the other hand, some 
dealers find that the consumer is willing to do 
with less service and save himself that much 

money. 

Other articles describe how to run do-it 

GEO. POTGETER PROVES there is good money in farm yourself classes which bring results; important 
business if you know how to get it > . 
new developments in the new home market from 
the dealers’ standpoint; industrial business and 
how to get it; an Oklahoma dealer’s promotional 
program, which is being used by other dealers. 

Here is the detailed list of the articles in this 

feature section: 


Price Your Consumer Sales for Profit.... 94 


How to Stage Successful Do-It-Yourself 
Classes 


Pattern Promotion Pays Off in Building 
Materials Sales 


Here’s How an Iowa Dealer Nets 20% 
from the Rich Farm Market 


How to Make the Contractor a Steady 
Customer 


How to Wrap-Up More Home Packages. . .144 


DO-IT-YOURSELF CLASSES help build good will and sales Are You Getting Your Share of the 
at the same time. Commercial Market? ................. 148 
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Sell the Flooring which Customers Prefer 





CHICKASAW 


F. F.* 


Quartered 
OAK 
a Rele) ii. le 


Ls 


For the aristocrat of Oak Flooring, stock and sell CHICKASAW F. F. BRAND, the 


flooring with more customer appeal. 


In Chickasaw F. F. Quartered Plank we present to you beauty, structural strength 
. a product that enhances the decorations of the most exacting home, the floor of 
distinction, the unusual rather than the common place. 


Chickasaw F. F. Quartered Oak Plank is manufactured in 3”, 5” and 7” widths, 
2’ and longer and of good average length. Chickasaw F.F. is produced from Member National 


. ’ ° " Oak Flooring 
selected Quartered Oak lumber, the grade is Select and Better. Available in Meaufastusers 


Quartered Red Oak or White Oak. Association 


*F. F.—stands for Chickasaw flooring is available, unfinished or prefinished, with or with- 
Fabulous Figure 


out plugs. 


Established 1905 


Memphis Hardwood Flooring Co. 


1591 Thomas Street Memphis, Tennessee 
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Virginia dealer tells how... 


Insulite direct mail 
850 “do it yoursel£”’ 


“We received 850 inquiries within 
eight days from the time we made our 
Insulite mailing. More than 1,000 leads 
were received within 30 days.” 


W. P. Ames, dr., Treas. 
Murphy & Ames, Inc. 
Arlington 9, Va. 


Here’s the direct mail series that can 
develop leads for you 


y Send either or both ! these genera 2 Special newspaper ads urce 
extra living space’’ mailing pieces to you homeowners to write, phone or come in for 
list. Each offers homeowners a choice Insulite home-expansion folders . . . help you 
y-to-do-it’’ folders (described on the: find out who your live prospects are... what 
how, step-by-step, hi © add « they plan to build or remodel. Ads establish 
ld a garage, repair a ceiling, your yard as ‘'do it yourself’ headquarters... 

ion home-expansion jobs. the place to get advice and material. 


then answer inquiries with these specific ‘‘how-to’’ folders 
3 Six picture-packed folders — each one covering a specific 


“remodeling’’ job of known high interest to your ‘do it yourself’ cus- 
tomers. (A) Better Farm Buildings at Lower Cost, (B) Make Extra Living 
Space in Your, Attic, (C) Add a Room to the Outside of Your Home, 
(D) It's Easy to Build Your Own Garage, (E) New Ceilings for Old and 
(F) How to Build a Low-Cost Basement Amusement Room. Each one of 
these folders tells, step-by-step, how actual homeowners did the work. 
Each is profusely illustrated with on-the-job pictures. Each contains time- 

ving building tips. They're all part of this big direct mail package... 
two general mailing pieces to uncover remodeling intentions and six 
specific “how-to” folders to bring them in. 





It's all part of Insulite’s big 14- 
piece direct mail service for dealers. 
For samples of actual mailing pieces 
and complete information on this new 


direct mail program, write Insulite, It will pay you 


Minneapolis 2, Minnesota today. 
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series develops 
leads in 8 days! 


INSULITE IS A REGISTERED TRADE MARK, 


INSULITE DIVISION, Minnesota and Ontario Paper Company, Minneapolis 2, Minnesota pes 


co ot AMASOLIT, E 


Wx original structural insulation board 
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LOST CONSUMER SALE 
TiCKET 0075 
WRITE 





AVERAGE COST OF CONSUMER SALE for his company is pointed out by Lathrop K. Leishman, president, Crown City 
Lumber & Mill Co., Pasadena, Calif 
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Price Your Consumer Sales for Profit 


California dealer tells you how he analyzed the cost of drop- 
in sales. Here are some answers to your pricing problems. 


“Are you making money on your 
do-it-yourself and general con- 
sumer sales? This can be profit- 
able business, but only if you are 
paid for the service involved in 
making these sales. 

One dealer, Lathrop K. Leish- 
man, president, Crown City Lum- 
ber & Mill Co., Pasadena, Calif., 
has made a detailed study of what 
this service cost his firm. The re- | gaa | 
sults of his study were presented ; ' 
at the Southern California Retail 


5 n. a y 
Lumbermen’s convention. He says: oa: 8 Ol ake Your Cor 


“Every moment you are standing t 
at the counter or discussing a sale PICTURE FRAM ES 
with a customer, and say it takes ; 

10 minutes to sell or convince him, f EACH ’ 

or if the telephone is used for 10 hy 5 Patterns PIECE Priced 
minutes, the average cost to you is . ‘ 

42¢ for that telephone call—for au. 

that thing alone.” 

Explaining how his firm com- 
puted the average cost of a con- 
sumer sale, Mr. Leishman added: 

“We took a survey of all the em- 
ployes handling the various cus- 
tomer relations operations in our 
place of business and for a week 
we asked them to compile a record 
of what they thought the time in- 
volved amounted to in waiting on 
a customer. We wanted their area 
of the operation to be as accurate 
as possible. We also asked for their 
ideas on the cost of other phases 
of their work.” 

In the following compilation, : 
Sklek anulioens tote wine iL «SELF-SERVICE is aided by displays like this mobile unit at Crown City Lumber, 
dividually. This is how the results 
showed up in chart form: 

+ 


“You may say, ‘how can these Ticket 
figures be correct?’” Figure them Write — Min. 2!/ 
out for your organization. As you Max. 25 
determine your figures, bear in Fill —Min. 44/ 
mind the history of the past four Max. 50 
years and think of the people in 
our industry who have gone out Cash Total 
of business because they didn’t laveles 0157 
study what they were doing to Ledger Sheet 0127 
themselves.” Statement 005 
There are many things u dealer ar x ro 
‘ rice Gg 25 
can do to solve the problem of pric- : Check " x, 168 
ing. Here are 19 suggestions made Post % 21 
by Mr. Leishman: Stamp Envelope 035 
4A T J 
z. fe Mark Up Not $ — —Min, 4, | sees ae 
There must be a percentage Max. 30 § : . 


markup, not a $ one. For many - : 

years in this industry, I ead cried a R 9 X 042 

heard people say that you can stare 

add $10 per $1,000 to your TOTAL 
(continued on page 98) 














et ee Oe 





Average Cost Consumer Sale 


3.308 4.022 


$6.6769 
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Snug-fitting glass louvers with patented spring clip in 
extruded aluminum frames. Modern beauty and mod- 
ern ventilation as prime windows or as porch enclosers. 
Available in all sizes. 


METAL ARTS 


a Lifetime OF 
Beauty & Dependability 


® extruded aluminum 
@ factory-glazed with vinyl glazing bead 
@ smooth-riding viny! bearings 


@ weatherstripped with vinyl! 


A TIME and MONEY SAVER 
for contractors and dealers 


Complete and com- 
pact in a Singie 


package. Nailing + 
flange is an integral METALART 
part of the window. 

No anchors to attach HORIZONTAL SLIDE | 
——no screen hard- 

ware to lose — no WINDOW 
accessories. Speeds 


up installation and 
eliminates shortages 


All-Purpose : 
— 


ALUMINUM 


WINDOWS 


COMPLETE PACKAGE UNIT—Modern—Line windows 
are factory glazed with screen installed and all hard- 
ware attached. This complete package unit takes the 
“Accessory Problem” out of inventory and stocks; 
makes shipments complete without loss of time. 

“King Series” window walls also available 





ALUMINUM Windows 














'Scen -A-Slide”’ Windows ( Combines picture window with 


two sliding sash in one frame. 


for free illustrated catalogs 


METAL ARTS MANUFACTURING COMPANY, INC, 
Dept. AL, P.O. Box 4144, Atlanta, Georgia 


SENO ME CATALOGS and prices by return mail on the items checked 


Double- || | aaion. 





; () Metalart Horizontal Slide Aluminum Windows 
Hung (J Metalart “Scen-A-Slide’’ Aluminum Windows 


e | () Curv-TITE Jalousies 
Aluminum | 


) “Medernline” All-Purpose Aluminum Windows 





e : L) Metalart Double-Hung Aluminum Windows { 
Windows § © | 
Name 


Company 


Address__ City 


MUNTIN ARRANGEMENTS "“" *="ssc¢ 


ahi PAIRS 
Free of maintenance. Attractive, weatherproof, easy were bee 
to operate. baal 


@ Stainless steel and neoprene weatherstripping and 
neoprene glazing. wv 2/2 a/\ 4/4 6/1 6/6 /) s/s 


@ Stainless steel sweep lock and keeper. 

















DELIVERIES COST MONEY and customers should be encouraged to carry their own purchases. Many dealers rent or sell 
top carriers and two-wheel trailers 


cost and that would give you 
a profit. That is an error not 
only in thinking, but in judg- 
ment as well. You must take 
your percentage figures and 
apply those figures and not 
dollar figures to your costs in 
order to realize a profit. 
% on Sales Not Cost 
This is so because your entire 
operation is run on the total 
sales and percentage to sales, 
rather than percentages to 
costs. It is what goes into the 
cash register and into the 
bank vault that you base your 
percentage figures on. 
Better Markup 
We must get a better markup. 
For those who think you can 
operate in this business at 17, 
18 or 22% and break even, you 
have a rude day of awakening 
coming. You must get a better 
markup on your merchandise. 
Good Markup Impulse Sales 
You must add a good markup 
to your impulse sales items. 
We are the only industry I! 
know of that operates on as 
tight a margin as this and if 
any of you have friends in 
other industries, such as fur- 
niture, automobile or jewelry, 
for instance, sit down with 
them some time and compare 
your costs with theirs. No 
wonder they can give 40% off 
in special sales. 
Get Your Price 
Stop thinking about what the 
other fellow is doing. Think 
about your own business in- City Lumber, help cut the cost of personal service. 
(continued on page 101) possible 





PACKAGED ITEMS, like these household hardware products displayed at Crown 


Provide self-service where 
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Rain Carrying Goods — Complete line of 
gutter, eave trough and fittings — galvanized 
and copper 


ke money 
with the Ceco 


l-stop service plan 


eee 2_2_20.0_2- 2 
$2525.25 
SSS OSS oss 


2525-25-25 
ate %e*e*e 
6252525 


Metal Lath— Full range of lathing products 
and accessories 


Roofing Accessories — Full line of valleys, 
flashings, edgings and ridge rolls 


Cut shipping... buying... 
bookkeeping costs 


In these days of competitive selling it's just 

good business to watch costs. 

Here Ceco offers you welcome help with a 

1-stop service plan—one source, one invoice 

takes care of your metal building product needs. 
Ceco offers you the widest variety of products. 

You can cut shipping costs with mixed shipments... 
and know in advance what total costs are. 

So deal with Ceco for the best deal ever... 


enjoy fast dependable delivery. (cuco) 





Ceco also offers metal roof 
ing and siding, aluminum 
and steel windows, steel 
doors and other building 


Ia construction products / 
ECO ENGINETRING | 
/ j motes the bug dterence 


/ Css 


| AED products 





CECO STEEL PRODUCTS CORPORATION 
Offices, warehouses and fabricating plants in principal cities 
General Offices: 5601 W. 26th St., Chicago 40, Illinois 





easy to show. 


+. @asy to sell 


genuine DRIHOME 
IN Cc O LO od K, *PEARL GREY, FOREST GREEN, DAFFODIL, TURQUOISE, 


: ~ | sO im 





a? 


7) hak oie 





lal 
LPAI 
AH 


~ oe (eh ak 


THEE 


DriHome CEepAR SHAKES answer today’s de- 
mand for a natural product, plus cheery, friendly 
color schemes in home construction and mod- 
ernization. 

These are the factory colored shakes that have 
become the architects’ standard in many regions. 
And with good reason. 

DriHome Shakes are manufactured from the 
prime stands of cedar found along the Pacific 
slope of Canada. Each shake is individually 
squared to assure perfect fit, and striated to pro- 
vide a more beautiful appearance in use. They 
are then dipped in a high quality, linseed base 


*DriHome Shake Paint is also available in any 
of our 10 modern colors for use in coloring 
sidewall shakes, shingles or rough sawn lumber. 


DriHome Shakes are sold through retail lumber 


dealers only. Write us for information about 


mixed car shipments. 


100 
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MAROON, CAMEO, SLATE GREY, CHOCOLATE, WHITE, RUST 


made from our own 
#1 Certigrade 
Red Cedar Shingles 


color coating, and slow-dried to make certain of 
completely uniform coverage. 

You may recommend DriHome Shakes with 
full confidence that no finer quality exists in the 
market. So take full advantage of the return to 
real wood exteriors. Show and sell genuine 
DriHome Shakes . . . the products that save so 
much in application, decoration and mainten- 
ance costs, give so much in utility and beauty. 


Ditlome 
SHAKES 


Product of CANADIAN FOREST PRODUCTS LTD. 
HUNTTING-MERRITT SHINGLE DIVISION 
9110 Milton Street - Vancouver, B. C., Canada 
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CONSUMER SALES 


(Legins on page 94) 





dividually. You will not get 
it by communication or agree- 
ment. You are going to have 
to have the courage of your 
convictions, that you are go- 
ing to stay in business regard- 
less of what the other man 
does. 


Advertise Better Profit Items 
We will need to get our better 
profit items heavily adver- 
tised. You can’t live in this 
business on 1 x 6s and 2 x 4s 
alone. 


Proper Training of Personnel 
You must have properly 
trained personnel so that they 
can answer fully the questions 
of any customer. You can’t 
survive today under the old 
philosophy of having some- 
body in the office who is sup- 
posed to know everything and 
when a customer came in and 
said, “Joe, do we have the 
redwood line?” You must have 
price books which are easily 
accessible and simple to un- 
derstand, and if your person- 
nel don’t have the answers 
available, they must know 
where to get the required in- 
formation. 


Adequate Price and Product 
Information 

People come in and ask about 
various materials. Sales ma- 
terial must be procurable to 
get it to the customer easily. 


Pre-Price Marked Items 

I mention to you in that con- 
nection, stamped on the box 
are prices of hardware, indi- 
vidual boards, plywoods and 
materials with the price 
marked on them. The cus- 
tomer can see the price and 
make his selection without 
bothering people and asking 
a lot of unnecessary questions. 


Package Selling 

As an illustration of this I 
mention Acme Bi-Rail Track. 
Today, that item is a package 
one. There is no question 
about anything. You don’t 
have to look it up in books. 
Each piece is priced and when 
he takes it out of his place of 
business, you have consum- 
mated a sale. . 

Self Service 

We need more of this. Even 
exclusive stores are selling on 
the basis of “consumer selec- 
tion.” We need more oppor- 
tunities for the consumer to 
serve himself. 

Consumer Service Area 

We must have such a thing as 
a consumer service area, a 
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place where the customer can 
come, after having parked his 
car very nearby. Here the 
order clerk should be able to 
get to the goods very easily. 
With us, we are trying to 
bunch all those items which 
people normally buy around a 
hub, our parking lot. 

More “Will Call” 

We will make more money on 
a sale if we do not have to 
make delivery. The more we 
can encourage “will-calls,” 
the better off we will be. 
Get Paid for Service 

If we are going to sell any 
items which are of a special 
nature, requiring planing, 
sanding or molding, for in- 
“cance, we must get paid for 
that service. If the customer 
doesn’t want to pay for the 
service, hand him the saw and 
let him go to it. 

Sell More for Cash 

This important phase of sell- 
ing depends upon the tech- 
nique of the salesman. Nor- 
mally, when the customer is 
asked how he desires to make 
payment, he will say, “charge 
it.” But if you say, “Do you 
wish to pay for this now, sir?” 
he will say, “Sure, I want to 
get it out of the way.” You 
will merely fill the order and 
you don’t need to incur the 
additional cost of billing. 
Adequate Delivery Charge 
We must have a more ade- 
quate delivery charge. If 
each of you will but compute 
the direct labor cost of deliv- 
ery, this will be proven to you 
—then think of the added 
overhead figures that go into 
cartage costs and you will 
realize you must analyze your 
delivery charges. 


Eliminate Errors 

We must eliminate errors. It’s 
expensive to take something 
out, later find out it is wrong 
and then have to make a pick- 
up. There is no profit if mer- 
chandise is delivered and then 
find that it has to be repaired, 
or replaced. You just can’t 
exist on errors. 


Eliminate Fall Downs 

We can avoid stepping on ply- 
wood, breaking edges of hard- 
board, breaking edges of plas- 
terboard and poking holes 
through screen doors by more 
careful observation and at- 
tention. 


Honesty 

Honesty has and always will 
be the best policy, whether on 
the part of the customer or 
the employe. Each of you know 
that if there is thievery going 
on, that you just can’t possibly 
exist if you have to pay for 
that shoplifting. 





EXTRA SALES 
EXTRA PROFITS 
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NEVER BEFORE IN THE “DO-IT 
YOURSELF’ TRADE. KWIK-WELD 
MEANS ADDITIONAL SALES, EXTRA 
PROFITS FOR YOU PLUS CUSTOMER 
ENTHUSIASM. KWIK-WELD IS THE 
NECESSARY BONDING AGENT FOR: 


¢ PLASTER » CONCRETE 
¢ CEMENT « TILE 


Now you can show your customers 
the easy . quick and correct way 
to adhere new plaster, concrete, 
cement glazed tile etc. to old. Perfect 
for patching cracks and holes, apply- 
ing @ new concrete or coment topping, 
applying ploster, glazed tile . 
and hundreds of other household and 
farm uses. 

You will want to stock this fast moving 
item in your store. Ask your whole- 
saler for KWIK-WELD or write the 
manufacturer for further information. 


CHEMICAL PRODUCTS CO., Inc 


een, Maryland 
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STEP 2 


How to Stage Successful Do-It-Yourself Classes 


INDIVIDUAL HELP is offered 
by Don Reish of the Burroughs 
staff, who helps a homeowner 
interested in more detailed in- 
struction. 


After staging 19 different classes, Burroughs Building Cen- 
ter in Flint, Mich., has established a formula that will help you get 


more do-it-yourself business. 





Checklist for Good Do-It-Yourself Classes 
Require advance reservations by phone or mail 


Advertise your full schedule of classes in advance; this enables the 
homeowner to select his projects and plan his weekly schedule 


Find out which projects interest the most people — and at what 
season 


Allow time for questions and answers 
Engage expert instructors 


Serve light refreshments afterwards — it gives the class a chance 
to get acquainted with one another — and you a chance to get 
acquainted with them. 














Having tested its own do-it-your- 
self program in the building sup- 
ply field, Burroughs Building Cen- 
ter in Flint, Mich., -is preparing 
more extensive activities for the 
fall and winter months. 

Burroughs trial run consisted of 
19 classes from late last fall to 
June of this year. Six classes were 
devoted to “How to Build a Ga- 
rage.” Four covered the subject, 
“How to Finish Off an Attic” and 
four more were on “How to Build 
a Basement Recreation Room.” 
One class was devoted to working 
with plastic laminates and another 
one on “How to Make Formica 
Counter Tops.” Another class was 
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FIREPLACE CONSTRUCTION is a popular do-it-yourself project in the spring. Paul 
g Veljkev, a member of the Burroughs staff and a mason, is the demonstrator. 


devoted to “Dry Wall Application” 
and two nights were spent on 
“How to Build an Outdoor Fire- 
place.” 

“We were well pleased with all 
of our trial runs,” said Charles A. 
Fellows, Burroughs president. 
“The do-it-yourself idea was new 
to us a year ago. As a result, we 
had to do some things by trial and 
error. Fortunately, we did not 
make too many errors, while at 
the same time we learned a good 
deal. 

Extensive Advertising Program 

“Points picked up in our early 
classes will be incorporated into 
our program this fall and winter,” 
continued Fellows. To publicize 
its program, Burroughs makes ex- 
tensive use of local newspaper 
advertising. It also publicizes its 
classes through the editorial col- 
umns of newspapers and radio 
newscasts. 

To begin its program last fall, a 
large ad outlined forthcoming 
classes in garage construction, at- 
tic finishing and basement recrea- 
tion room construction. The ad 
contained a coupon for prospective 
do-it-yourself candidates to check 
the activities in which they were 
interested. The coupon also had 
places for signature, home address 
and telephone number. 

Response to this ad gave Bur- 
roughs a mailing list of home own- 
ers interested in these activities. 
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People interested in finishing off 
their attics were generally found 
to be also interested in building 
a basement recreation room. Oth- 
ers were interested only in build- 
ing a garage, a check of the re- 
sponses showed. 

The first class last fall was one 
in garage construction. Because 
of the lateness in season, the ga- 
rage idea did not catch on until 
this spring, when it was necessary 
to hold five separate classes to 
take care of the demand. 

As the weather in Michigan is 
pleasant for outdoor construction 
until into November, Burroughs 
will start its fall do-it-yourself 
program in September with garage 
construction classes. As the weath- 
er turns colder, classes on how to 
do inside work will be taken up. 


Ideal Class Is 75 


But to go back to starting activi- 
ties, Burroughs’ second class last 
fall was in attic finishing. This 
class drew 185 do-it-yourselfers. 
Burroughs officials realized that 
this was far too many to handle 
and took steps to reduce the size 
of future classes to 75 people. 
Classes of 75 are found ideal as 
everyone can see as well as hear 
the instructor. 

After the first overflow crowd, 
it was decided that those inter- 
ested should telephone or stop by 
the Building Center to make reser- 


vations. Tickets were either hand- 
ed out at the store or mailed to 
those making applications. 

When one class is filled up, suc- 
ceeding applicants are put into the 
next scheduled class on the par- 
ticular subject requested. 

In all, four attic classes were 
held last winter and followed by 
four classes in basement recrea- 
tion room construction. 

Considerable interest was shown 
in building laminated counter tops. 
More classes in counter tops are 
also planned for the coming 
months. Classes in the application 
of dry wall are also planned. 

Two classes were held in outdoor 
fireplace construction and here 
again the time element is impor- 
tant. Do-it-yourselfers seem most 
interested in this activity along 
about May and early June in 
Michigan. Little interest is evi- 
denced after the first of July. 


Contractor Is Instructor 


While Fellows oversees Bur- 
roughs do-it-yourself programs, he 
leaves the actual class work to the 
specialist. All classes in garage, 
attic and basement construction 
are taught by Woodrow Watrous, 
Flint building contractor. Watrous 
is also an able carpenter and de- 
signer which enabales him to dem- 
onstrate the many points he wishes 
to put across. He also makes ex- 


(continued on next page) 
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3. 


INSTRUCTOR WOODROW WAT. 
ROUS uses the blackboard to explain 
truction details in his talk, “How 
to Finish Off an Attk Ideal class size 


con 


4. 


tensive use of a blackboard in his 
class room teaching. 

The question-and-answer session 
that follows the teaching portion 
of the class is most important. 
Here the students are encouraged 
to bring up any questions they 
may have on construction prob- 
lems. Most people coming into a 
class for the first time are reluc- 
tant to start talking, but once the 
ice is broken by some of the bo!der 
members, additional] 


questions 
come easily. 


Last year classes on lamination 
and dry wall application were 


handled by factory representa 
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yourself customers 


Charles A 


tives. This was found most satis- 
factory. 

James Marty, a member of Bur- 
roughs staff and an expert in the 
concrete field, conducted classes in 
building outdoor fireplaces. Dem- 
onstrations began with a discus- 
sion ef building a fireplace base. 
A pre-assembled fireplace unit was 
used for demonstration purposes. 
Construction demonstrations were 
carried out with brick and insula- 
tion board strips for mortar. 

Long-Term Benefits 

Classes are conducted in the 
Building Center show room, count- 
ers being pushed back to make way 


Septemb: 


r 6, 


NEWSPAPER ADVERTISING is used to build up an active list of do-it- 
Fellows, Burroughs’ president, shows Gil- 
bert Reid the ad titled, “Would You Like to Learn How To...” 


for chairs and a demonstration 
area. Unless the demand is too 
heavy, classes are conducted every 
other week. 

How much has Burroughs gained 
in dollars and cents from its do-it- 
yourself classes? 

“While we have gained addi- 
tional sales,” said Fellows, “we 
feel our greatest return has been 
in goodwill. People who did not 
buy a thing in the days following 
our classes are most certainly com- 
ing in now. We feel this program 
has done much to establish Bur- 
roughs as Flint’s No. 1 do-it-your- 
self center.” 
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MAKE TWO PROFITS 


WITH Jlarra- Ja mes 


POWER TOOLS 


4 
! / SELL Darra-James Power Tools to the 
- DO-IT-YOURSELF trade. 


MAKE YOUR DEALER PROFIT 


You'll sell more Lumber to new Power 
Tool Owners. 


REALIZE MORE MATERIAL PROFITS 





DISPLAY UNIT 


Holds 7 most popular 
Darra-James Power Tools 
Requires floor space of 
only 2 ft. x 4 ft. 








HEAVY DUTY CIRCULAR SAWS 
for Craftsmen 


Nationally | WA mr 
Advertised “ (—\ | ee 


WRITE TODAY 


son detain: canal ome TOOLKRAFT CORPORATION 


name of nearest jobber 7000 PLAINFIELD STREET 
SPRINGFIELD 1, MASS. 
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This can be iquid Aluminumis” Biggest Goason (Yet! 


This advertisement appears in the interest of the Paint Industry of America 
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SONG OF PROFITS! 


for your Consumers 


SS Zs 


September Slick-Ups! 


Chread the Bright News that Makes Sales Grow 


—put Liquid Aluminum displays to work on 
windows, counters, shelves! 


Promote Liquid Aluminum to every customer. Get the complete package 
of merchandising materials on September Slick-Ups—window ban- 
ners and balloons, shelf strips, display cards, a “Mister Peepers’ 
counter card, give-away folders. Ad mats and radio commercials, 
too, for your own Liquid Aluminum advertising. 


Behind your own promotions will be powerful national support—on 
the beloved ‘“‘Mister Peepers’? Show over NBC-TYV, also radio com- 
mercials on 46 selected farm radio shows reaching over 27 million 
people. Exciting home improvement ads in color appear in the top 
paint selling consumer magazines. And there’s plenty sales punch in 
the big industrial markets with campaigns in leading trade publica- 


tions: Factory Management and Maintenance, Railway Age and the 
Oil and Gas Journal. 


Dealers report up to 266% sales increase through use of Liquid 


Aluminum displays. Put these display materials to work for you, 
right away! 


TESTED AND PROVED IN ’52 
BIG NATIONAL SUCCESS IN ’53 


| MAKE MORE IN ’54 


BUILDING Propucts MERCHANDISER 


ACT NOW! 


For further information <all 
your paint supplier or write for 
a list of manufacturers direct 
to Reynolds Metals Company, 
2513 South Third Street, Louis- 
ville 1, Kentucky. 


(To obtain more data on advertised products see page 290) 





A Product of GENERAL PORTLAND CEMENT CO. - 
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eee it Moves 


the year ’round 
and here’s why! 


DEMAND for Trinity—the whitest white—is broad and 


growing. Used in concrete products, stucco, terrazzo, light 
reflec ting floors, etc., etc 
A Fine Propuct. Made of selected oyster shells and 
clays that are pre-processed before actual manufacture be- 
gins. Tested for quality 200 times during each days run 
ADVERTISED continuously since 1941 and currently 
appearing in more than 20 publications reaching all 


segments of the building field 


Stock Trinity White for 
year ‘round profits! 


Chicago - 


(To obtain more data on advertised products see page 290) 


TRimiTyY WHITE 
rpiniTY WHITE 
pinily WHIT. 


... A Trve Portland Cement 


Dallas - Los Angeles 


Chattanooga + Tampa 
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Scorch 
Masking Tape 


ome PalaTiae pasiee ane weaver 








built-in cutting edge speeds application! 
Tape unrolls easily — from the package / 


Now famous “SCOTCH” Brand Masking Tape—long used 
by home painters for protective masking, color separation and 





striping—will be an even better turnover item for you. The new, Order an assortment 
exclusive “SCOTCH” Dispenser Package has a built-in metal from your wholesaler 
cutting edge... just a flick of the wrist and tape is cut off 
cleanly. Fast, easy, convenient to carry around the house for 
many other home uses, too... a sure seller to your customers 


who want to get more professional results and reduce paint 
clean-up work! 


THREE DISPLAYS OF %4” TAPE 
12 ROLLS TO A DISPLAY CARTON 


LENGTH RETAIL PRICE 


DONT FORGET THE POPULAR WIDE ROLL 
(1'%4’x 300”) This fast-moving unit packed 12 
rolls per display, each roll in protective sleeve. 
Retail price 69¢ (not in cutter-edge box). 


The term “Scotch” and the plaid design are registered trademarks of Minnesota Mining and Manufacturing Company, 
St. Paul 6, Minn. General Export: 122 E. 42nd St., New York 17, N. Y. In Canada: London, Ontario, Canada. 
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NO ...EASIER THAN EVER 


WITH THE 


MOLONEY 
“DO-IT-YOURSELF” 
consiation DOOR 


This door is designed for the 
“Do-it-Yourself”? market. We 











have made it simple to install, 
easy to fit precisely. We have 
made it easier, more profitable 
for you to handle this over-the- 
counter business. The Moloney 
Door is priced for the “Do-it- 
Yourself” buyer and it is backed 
up by one of the finest names 
in the aluminum combination 


door industry. 





THE MOLONEY COMPANY 
2407 Terminal Tower 
Cleveiand 13, Ohio 


ee oe ite ee 4 
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NO MORTISING 


The Moloney Pre-mortised Hinge Chan- 
nel eliminates cutting door casing. 


PACKAGED FOR EASY HANDLING 


The Moloney Door comes to you pack- 
aged; you sell as a complete, ready-to- 
install package. 


NATIONALLY ADVERTISED 


The Moloney Door is known to your 
customers through consistent national 
magazine advertising. 


SMALL INVENTORY 


4 sizes fit 80% of all door casings. No 
large inventory; no fractional sizes needed. 


EASIEST TO INSTALL 


No special tools needed. New Moloney 
*“Do-it-Yourself” latch eliminates use of 
hole saw. All hardware included. Step-by- 
step instructions. 


TOP SELLING FEATURES 


Match the Moloney Door feature-for- 
feature, dollar-for-dollar with any door 
on the market. *“Do-it-Yourself” latch 

Welded corners—Adjusto-precision chan- 
nels—-Sturdy door closer— Full thickness. 


THE MOLONEY “ALL WEATHER” ALUMINUM COMBINATION DOOR 


BUILDING Propucts MERCHANDISER 


FULL MARKUP 


The Moloney Door is oo quality and is 
priced to give you a full markup. No 
short margins. 


+ 


UNCONDITIONALLY GUARANTEED 


The Moloney Door bears the Good 
Housekeeping magazine seal of approval, 
plus one year unconditional guarantee 
on materials and workmanship. 


SPECIAL 
NTRODUCTORy OFFER 


Writ . 
©, wir 
a hac Phone us 


ial Introduc. 


*Pat. applied for 
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STEP 2 


Pattern Promotion Pays Off.... 


meters wee -> aia 


LAWN CHAIR AND HOBBY HORSE exhibited in store window show what can 


be made from the patterns 


.--.-in Building Materials Sales 


FLASHING LIGHT over do-it-yourself headquarters sign calls attention to the 


store, even while it is closed 


“oh, say can you SAW?” 


AMATEURS MARE LIE PROS with 
FAMOUS 1061-848 PATTERNS... 


With 


EASI-BILD PATTERNS 


on @ Howes @ (Children: Equipment @ furniture 

tat. Ip © Out Buildings @ Kikhen Cabineh @ Toys 

So @ Gith @ Gerages @ Household Equipment 
. @ \ewn furniture @ Bird Howes 


OVER 180 PATTERNS  20c = 
0 i Youu, | HEADQUARTERS 
Graze bey W 


Your Lumber Number 112 


n i erg 


come 
ane vet Ove ae 
COMPLETE ASSORTMENT! 


YOURSELF 


NEWSPAPER AD emphasizes the wide variety of items which can be 
built with the aid of patterns. 


Iowa dealer finds pat- 
terns give added sales punch 
to do-it-yourself business. 


Selling build-it-yourself patterns 
to the home handyman has stimu- 
lated a chain reaction of sales and 
profits at the Green Bay Lumber 
Co., Clarinda, Iowa. 

Granted that profits from the 
sale of the 25¢ patterns are small, 
each pattern generally results in a 
sale of $4-$5 worth of materials, 
according to manager Richard 
Ferguson, who sells 8-10 patterns 
a week in Clarinda, a town of 
5,000. 

Ferguson keeps a stock of 200 
patterns on hand. They range 
from lawn and living-room furni- 
ture, children’s toys and kitchen 
cabinets to garages and complete 
homes for the experienced handy- 
man. 

The Iowa dealer uses four dif- 
ferent kinds of promotion to boost 
the sales of patterns and building 
materials that go with them. 

1. Newspaper advertising. 
Twice a month, Ferguson takes dis- 
play space in the Clarinda Herald- 
Journal. Do-it-yourself projects 
are always mentioned, even though 
the ad stresses other building 
materials. ° 

2. Radio spots. Spot commercial 
announcements always mention 
Green Bay Lumber Co. as “your 
do-it-yourself headquarters.” 

3. Window displays. These not 
only show the variety of patterns 

(continued on page 114) 
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Uses Unimited! 
Johns-Manville ASBESTOS FLEXBOARD 


BUILDING 


Propucts MERCHANDISER 


NS ary Gil 


Flexboard is strong and tough .. . looks and wears like stone 


-« « » handles and works like wood 


Maps or Asbestos AND CEMENT, formed 
under tremendous pressure and hydrauli- 
cally re-pressed for added strength, Johns- 
Manville Flexboard® offers advantages 
never before combined in a single building 
material. The large 4’ x 8’ sheets in Ye’, 
Yie’’ and 4’ thicknesses are easy to handle. 
They can be nailed without drilling, worked 
with ordinary carpenter’s tools, and, if nec- 
essary, flexed to fit curved surfaces. 


JOHNS MANVILLE 


Flexboard won't rot, rust or burn. It never 
needs paint to preserve it. Once in place, 
inside or out, Flexboard is ready for years 
of trouble-free service. 

Recommend J-M Asbestos Flexboard for 
low-cost construction and long-lasting, eco- 
nomical service. For free illustrated bro- 
chure giving full details about Asbestos 
Flexboard, write Johns-Manville, Box 60, 
New York 16, New York. 


Johns-Manville 
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BAY LUMBER 
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DO-IT-YOURSELF THEME is played up in the window, where completed projects 
from patterns are on exhibit. American Lumberman’s slogan, “Save on 1,001 
Home Jobs!”", is painted on the window. 





ea 189 ’ helps customers with special cut- —— =a — 
PATTERN PROMOTION ting jobs, though the yard doesn’t am | . : 
(begins on page 112) have a complete shop. He takes a oak al a o ts 
personal interest in his customer’s = aes] 

, . o, mut 





projects. This keeps them coming : 
available, but also one or two com- back for advice, and materials. 2 
pleted models, which help attract Successful completion of small MANAGER RICHARD FERGUSON 
attention to the window. After- projects encourages the handyman displays portfolio of larger projects 
ward they are sold ata price which customer to come back for more which do-it-yourself builder can try. 
easily covers material and labor intricate patterns, which mean Behind Ferguson is a store banner 
costs. more materials and a wider margin from American Lumberman’s do-it- 
1. Personal service. Ferguson of profit for the dealer. yourself kit. 


LIQUID 


DOOR CLOSERS 


IT COSTS NO MORE 
TO USE THE BEST! 


It costs no more to use the best . . . it costs no 
more to use Reading — a great name in door 
closers for 40 years. Reading has all the features. 
All Standard It can be used for right or left closing. A dual 
Sizes Available valve permits fast or slow action, with an extra 
? 3 z| " feature for positive closing. It comes with varied 
eer brackets and has hold-open and fusible link fea- 
tures to suii all conditions. And a template sheet 
e Pm insures proper application. If it’s Reading, it must 

be good! 


READING SCRFEN DOOR CLOSERS... Hardware Products 


alvo manufactures a pace-setting general purpose door closer for heavy 
screen doors, combination storm doors and interior doors, as well as 
popular and popular-priced Senior and Junior door closers. 


Write for Catalog and New Low Prices 


HARDWARE PRODUCTS 


INCORPORATED 


Meets all Government Specifications, FF-H-121a 806-812 North 6th Street» READING, PA. 
Type 3001-3002-3003-3004-3005 and 3006 
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DO-IT-YOURSELF 
SWEEPS NATION! 


as little as 
3 SQ. FT. 
now becomes Most 
Profitable Part 
of Your Store! 





Kansas City, Mo.: C.B.L., hardware merchant, 
uses small floor space as a rental department 
for American sanders and floor maintenance 
machines. He says: “It is by far the best dol- 
lars-and-cents profit item, foot by foot.’’ This 
wide-awake dealer sells $3.40 in merchandise 
tie-ins for every $1.20 in rental fees! 


Newark, Ohio,: R.H.S., paint merchant, rented 
his floor sander 55 times... collected $356.50 
in rentals in the first 64 days! 


Gettysburg, Pa.: G.N.E., hardware merchant, 
has rented American homeowner type floor 
sanders for 12 years. He figures his annual in- 
come as $5,500 from rental fees; $2,550 from 
sales of abrasive paper; $5,000 from sales of 
wax, varnish, etc.; $1,500 from sales of shel 
lac, thinners and sealers. 





vacuum cleaner . 
cleaning preparation. 





Your Customers Know 
the Name AMERICAN 


Big how-to articles in magazines such as 
Good Housekeeping, Living. Mechanix Ii- 
lustrated and Science and Mechanics feature 
American floor sanders and maintenance 
moon made oa for the rental 
tr. These machines are completely 
te lg practically foolproof, easy to 
carry, suited to the size of the average 
room ... and strong—plus having the low- 
est maintenance cost of any floor sander 
sold today. In addition, American home- 
owner sanders last the longest, produce 
the highest profits. 

Just like American professional floor sur- 
facing equipment, each rental-type mach- 
ine is backed by 51 years of know-how 
floor sander mapuincruns leadership and 
nation-wide sales and service by factory 
trained experts. 








5 Year Service Guarentee 


American homeowner sanders backed by $- 
year guarantee! Find out how we can help you 
set up your profit-making American rental 
feparuneas. Ask us to show you more facts, 
figu res about the way American rentals pay 
off in BIG dollars per SMALL square foot! 


* FREE 


Send today for sam- 
ples of stuffers for 
promoting rental of 
American home- 
owner floor sand- 
ers and all-pur- 
pose rug an 

floor cleaning 
machines. 


BUILDING PropucTs MERCHANDISER 


buffing 
ing an 


Amazing 
TRADE-IN OFFER! 


New, American sanders for home- 
owner use attract more customers and 
boost your profits in today's fast grow- 
ing rental market! If you have an old 
floor machine of any make or age, get 
nur Free appraisal at once! Greatest 
trade-in offer in history of this $1-year- 
old company now being madv. Ideal 
time to replace with new, modern 
American sanders, edgers and pol- 
ishers—designed for economical long 
life operation under all conditions! 
Write today for your no—obligation 
appraisal! 








ERICAN 


PERFORMANCE PROVED Wlackiéncs 


NATION-WIDE SERVICE 


Flocr Maintenance Machine with 


New Floating Action 
Rug Dry Cleaning Attachment 


Rents £402... makes Rug Dry Cleaning 


an Easy Do-it-Yourself Job! 


& 


Cash in on 3 Big Benefits! 
1. No more hand-brush backaches! 
2. No more half-cleaned rugs! 


3. Dry-clean every rug in home in 
one day! 


It’s easy to show how the exclusive American floating action brush cleans 
rugs deeply and completely, gives rugs a thorough and safe cleaning that 
hand-scrubbing cannot duplicate. Any woman can wheel or carry the light, 
rugged American ALM-13 from room to room. It’s as simple to use as a 
. . does a superb rug-cleaning job with any standard dry- 


Weight of machine rests on three No-Mar casters. Whirling brush floats 
on top of rug. Skirt prevents dry-cleaning preparation from scattering. No 
waste. User stays clean. Easy-on, easy-off attachments instantly convert 
machine for all kinds of floor maintenance jobs. 


Same Machine Also Does 5 Floor Maintenance Jobs! 


YOU RENT 
Machine . 
ment for dry-cleaning rugs 

. scrub brush . . 
ing or —- brush . 
i . steel wool- 
disc ‘sanding at- 


tachment. 


PLUS—BIG TIE-IN 
SALES! 
Rug Dry-Cleaning Pre- 
parations...Floor seals 
. Cleaners... Waxes 
... Steel wool... Abra- 
sive papers. 


with attach- 


: nn 


The American Floor Surfacing Machine Co. 
$21 So. St. Clair St., Toledo 3, Ohio 


C2) Send full details on Rug Dry Cleaning with ALM-13 Main- 


tenance Machine .. . an opportunity for big rental profits! 
Send latest cones on the following: 


ae A 


Of. 
(L) Bas Dry Cleaning 


© Send 12-page free booklet showing me how to make money 
in the floor sander rental business. 


C 


Otte 


oe 


4 


Coo 


Your Name__ 


Store_ 


Street 


City State 


a Meet ws sot Ht Booth B 8-22 —Watlonel val Retail Lumber Dealers Exposition 
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“FARMERS’ SUPPLY CENTER” is the way George Potgeter describes his yards at 


STEP 2 


Aer 4 how an Towa dealer 


Steamboat Rock and Wellsburg, lowa. This aerial view of the Wellsburg yard shows the 
outside displays of fencing, treated posts and portable farm buildings 


Nets 20% from the Rich Farm Market 


ei, 


+ A 
can 
h 


FIGURING TICKETS TWICE is normal office routine. Book- 
keeper Helen Arends then files sales tickets for farmers who 


may want the records later. 
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- 
PRINTING ROOM for the Tall Corn Weekly is 
located in the firm’s basement. George is shown at 


the folding machine. Behind him is the mimeo- 
graph machine. 


i 
. 
“ ’ 
am. on aw 
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Read how George Potgeter grosses $1 million annually from 





two seven-man yards located in towns of 500. This story gives you 
full details on his seasonal advertising, credit policies, farmer serv- 
ices, sales training and records system. 


Seasonal direct mail advertising, 
liberal credit policies, farmer serv- 
ices, continuing sales training and 
a modern records system adds up 
to a 20% net profit annually for 
the George Potgeter Co., Steam- 
boat Rock and Wellsburg, lowa. 

The firm, which operates two 
small-town (pop. 500) yards, 
grosses a total of $1 million an- 
nually selling 90% of its merchan- 
dise to farmers. 

“Our yards are farm supply 
centers,” says owner George Pot- 
geter, “which we believe represent 
a growing trend in farm areas. 
We handle not only building mate- 
rials, but also feed, seed and fer- 
tilizer in an attempt to give farm- 
ers complete service. Last year, 
we were able to net 20% —and for 
1954 our goal is 30%.” 

SEASONAL ADVERTISING: 
Seasonal, direct mail advertising 
in the form of Potgeter’s Tall Corn 
Weekly is the keystone of the firm’s 
sales promotion. Each week, 4,000 
copies of the sheet go into farmers’ 
mail boxes. Readership is about 
90% for the chatty, entertaining 
paper—and sales increases since 
its inception have been phenom- 
inal (fertilizer—707%). 

LIBERAL CREDIT: “We keep a 
monthly check on each farmer’s 
credit on a special form,” says 
George. “When a customer gets 
more than six months behind, we 
start collection procedure imme- 
diately. If a customer can’t pay up 
overdue balances, we sell him a 
note for the amount and collect 

(continued on page 120) 
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Farmers Are Prime Sales Prospects 

Rising production costs and about the same level of income as in 1953 
are combining to make the American farmer a prime sales prospect for 
the lumber dealer who can help the farmer save money. 

Nationally, farmers’ income in the first five months of 1954 was $10.3 
billion—only about 4°/, off the same period last year. The farm outlook 
for the remainder of the year is “fair to good—at least as good as in 
1953," according to the United States Department of Agriculture. Eco- 
nomically, farmers generally are in position for substantial fall and winter 
purchases of building materials. 

What Do Farmers Want? 

Below are some results of a buying intentions survey made early in 
1954 by the Midwest Farm Paper Unit, Chicago. The survey included 
eight midwest states and more than a million farm families. Here's what 
farmers said they intended ot buy in 1954: 

House—!.6°%; hog house—ready built—1.7°%; build-it-yourself— 
7.7% (here's a precut market); ero fl house—3.7°/,; machine sheds— 
9.7%; kitchen cabinets—10.4°/, (big remodeling market); wallpaper— 
36.8°/, (excellent way to start saies to — combination storm doors 
—8.2°%/,; inside house paint—35.7°/,; exterior house paint—24.4%,; paint 
for various outbuildings—range from 7.2°/, to 17%, (a huge market in 
line with the present color trend from red to white). 

The Regional Farm Situation 

Here's the outlook on the 1954 farm situation as compared to 1953, 
according to the USDA: 

NORTHEAST: a stable area. Higher income for dairy products; 
slightly lower for fruit. 

SOUTHEAST: cotton—15°%/, below; tobacco and peanuts same as ‘53. 

CORN BELT: northern portions in good shape; southern portions 
slightly lower incomes, Corn same as ‘53. Hogs—higher production, 
lower prices; beef production higher. Soybean prices lower; dairy prod- 
uct prices lower, production higher. 

SOUTHWEST: lower incomes than in '53. Wheat crop heavier than 
expected. 

GREAT PLAINS: good income from wheat and cattle. 

FAR WEST: cattle and vegetable income good. Fair fruit income. 
Good wheat crops. 





PORTABLE FARM BUILDINGS are displayed near the firm’s 
showroom. Scale in front of the building is always available for 
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planning hook. 














IDEAS AND PLANS are transferred regularly 
from George’s 3x5 pocket note cards to a loose-leaf 





an’t miss with this 


You 
NEW BaD ELECTRIC i \05 


Includes: 4” Utility Drill, 7 

drill bits, 3 sanding discs and 

backing pad, polishing bonnet, 

wire cup brush and paint = comets 
Your customers save $4.29 


With special Christmas wn wrapper! 





The perfect drill kit for Christmas selling .. . designed right, 
packaged right, priced right for quick turnover and volume sales! 


Here’s the brand-new Black & Decker Electric Tool 
Chest—specially designed for Christmas giving and 
Christmas profits! 


It’s the perfect kit to sell to women looking for 
gifts for the men on their lists... and to home 
handymen looking for a really practical home drill 
kit! Packed in a gift-carrying case, this new kit fea- 
tures 4%” Utility Drill and 14 hand-picked, most 


Retail 942. 95 

Price . 

Now you can sell a really safe Saw 

Attachment! Designed to fit the 

4” Utility and All-Purpose Drills, 

it’s complete with telescoping blade guard, rip fence, 
blade, and built-in-depth-and-bevel adjustments. . . 
adjusts to 13," deep. 


New! %” Utility Drill $38.95 


Here’s a %” Utility Drill 

from B&D, to sell to ad- 

vanced home craftsmen and 

your customers in the light re- 

pair and maintenance fields. 
Drives up to %” twist drills, 34” wood 
bits, 4” masonry bits, and 11;” 


Hole Saws. 
$64.95 


Also available: ><" Utility Drill Kit . 


popular accessories. It’s what your customers have 
been asking for—and now it’s available from B&D! 


And don’t forget—sell this kit, and you open a 
tremendous market for accessories and all the other 
Do-It-Yourself merchandise you sell! Start pushing 
this new Electric Tool Chest now—order from your 
B&D wholesaler! THe Back & Decker Mra. Co., 
Dept. H640, Towson 4, Maryland. 


Backed hy the Biggest National 
and Local Advertising Program 
in Hardware History... 


. and reaching out with 54,000,000 im- 
pressions coast-to-coast in your town, sending 
customers to your Black & Decker Do-It- 
Yourself Center! 


Stop in at our Booth No. 87, National Hardware Show 





LEADING WHOLESALERS EVERYWHERE SELL 





Black Decker 





PORTABLE ELECTRIC TOOLS 
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from the bank, and we keep the 
customer, too,” he adds. 


FARMER SERVICES: Potget- 
er’s services include free delivery. 
guaranteed materials, keeping pur- 
chase records for farmers’ use, and 
plenty of expert advice on building 
materials and agriculture. 


SALES TRAINING: “We’re 
making salesmen out of every one 
of our employes,” says Potgeter. 
Meetings are held regularly each 
month. Cash prizes are an attend- 
ance incentive. The meetings are 
always built around two themes: 
technical and product knowledge 
and customer service. 


MODERN RECORDS: “Too 
many lumber dealers operate as if 
their time and investment were 
free,” says George, “because they 
don’t keep adequate records to 
show where they are going.” The 
firm checks sales records daily to 
weed out price-cutting customers. 
A profit and loss analysis is made 
out each month. Installation of a 
perpetual inventory system is now 
underway to coincide with a 26’x40’ 
showroom expansion. 


Seasonal Direct Mail 


“The farmers have gone mod- 
ern,” says George, “and it’s up to 
the lumber dealers to keep up with 
them, or better still, stay out in 
front. Take fall and winter mer- 
chandising; you can increase your 
sales by telling farmers in your 
advertising and sales talks that 
they are protecting the high costs 
of machinery, livestock and feed 
if they have good outbuildings. 
This theme can be used to boost 
sales of ventilators, insulation, 
windows, siding, paint and entire 
farm structures,” he adds. 

Potgeter’s Tall Corn Weekly is 
seasonal advertising at its best. 
Each week George sits down at his 
typewriter and “Punches it out 
with two fingers right on the mim- 
eograph stencil and to hell with 
the errors.” Single-spaced on both 
sides of the yellow, 14”x8'.” sheet, 
the copy is 50% wit, philosophy 
and clean fun and 50% advertising 
written in the same style. Products 
are priced. The weekly is mail- 
distributed along all roads leading 
into the firm’s two yards. 

Sometimes the weekly, locally 
called the “Bull Shippers’ Review,” 
contains no advertising — but it 
still gets results. 


“Readership is the first big hur- 
dle,” says George, “and you must 
sacrifice everything to get this at 
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"The art of living lies less in eliminating our troubles 
than in growing with them." 


-—  Potgeter’s TALL CORN Weekly 


Published once a week by Geo. Potgeter Company 
GRAIN + PEED + SEED - FERTILIZER 
LUMBER AND BUILDING MATERIALS « HARDWARE AND FARM SUPPLIES 


“T 


I noticed in the paper recently 
that Bing Crosby has purchased 

@ new car and had it blessed by the 
priest. Afterwards, the priest 
told Bing, "This blessing is only 
good up to 40 miles per hour, after 


5. 


Its not too late to see your 
county comm. about delivering 
your sealed corn. 

We have room for loo,ooo bu 

at each station . But on the tail 
end somebody is going to be stuck 


that you're in the devil's hands." 


~Bob > 


with his corn, ~ 
Sese— “Spr af | 
- 


TALL CORN WEEKLY, written by George, is mailed to 4,000 farmers regularly. 
Printed on both sides, the sheet contains wit, philosophy and advertising. 





the start of any direct mail cam- 
paign. You cannot afford to offend, 
insult, bore or high-pressure a 
potential customer. I try to keep 
the writing down-to-earth and lo- 
calized, also informative, valuable 
and entertaining.” 


Want Ads Run Free 


Want ads are run in the sheet at 
no cost. They tell the readers who 
has a litter of pigs for sale and 
who wants to buy a used tractor. 
Occasionally George scrawls in a 
free-hand drawing of one of his 
products. He also gives brief re- 
views of good articles from the 
leading farm magazines. Farmers 
are invited to drop in and study the 
entire articles. George says he 
always has more material for the 
weekly than he needs. He clips 
from newspapers and magazines, 
uses product literature and people 
regularly send him items. 

The yearly cost of the Tall Corn 
Weekly is less than $5,000. Great- 
est expense is postage—1%¢ to 
mail each copy. The sheet is mim- 
eographed, folded and stamped on 
machines by an office girl. 

“The cost of the weekly is a lot 
cheaper than trying to run display 
ads in six or seven small news- 
papers in order to cover the terri- 
tory,” says Potgeter. “When I 
started the sheet in 1953,” he adds, 
“I featured creosote paint for three 
weeks running. Before, we had 
sold only a few cans, but the ads 
produced sales for 700 gallons. 
This year our sales of feed showed 
a 229% increase, seed 491% and 
fertilizer 707% increase over the 
years before we had the weekly.” 


Liberal Credit Policies 


Potgeter’s accounts receivable 
analysis is made out at the end of 
each month. A farmer’s account 
is considered current if it is less 
than five months old. A _ recent 
analysis showed 91.6% of the ac- 


counts were less than six months 
old; 6.9% were 6-12 months old, 
and only 1.5 were over 12 months 
old, which is considered good. 
Each customer’s record is listed on 
the report and grand totals are 
carried at the bottom of the forms. 
Yard managers Charles Starr, 
Wellsburg, and Pete Suiken, 
Steamboat Rock, go after custom- 
ers if their accounts are more than 
six months old. Each case is 
handled individually to avoid 
alienating good customers. 

If a farmer cannot pay up the 
balance that is more than six 
months overdue, the firm asks him 
to sign a note (at 6% straight in- 
terest) for the amount. The note 
then is sold to the bank and the 
firm gets the full amount. Custom- 
ers seem more inclined to pay the 
bank than a private firm. The sys- 
tem keeps the farmer’s account 
active at the Potgeter Co. If it 
should develop that the farmer 
can’t pay the bank on the note, 
Potgeter’s pays it and has the cus- 
tomer take up a second note using 
the same system. 

“We've never lost a cent using 
this system,” says George. “We 
feel that if we didn’t have the 
system of credit and notes we 
would be losing a large share of 
our credit trade. Of course, be- 
cause of these services, our cus- 
tomers never quibble about prices. 

“We are not interested in being 
seared into price cutting by the 
5% of the cash customers who will 
always try to chisel a price,” as- 
serts George. “And, we are elim- 
inating the 5% of the customers 
at the bottom who are continual 
deadbeats. We feel our best in- 
terests are served by concentrating 
on the 90% of our customers who 
are willing to pay fair prices for 
our quality merchandise and serv- 
ices,” says George. 


More Farmer Services 


In addition to the credit and note 
(continued on page 122) 
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Customers Buy These 


CONTINENTAL 


STEEL PRODUCTS 
“e ‘ta, vi - 


) ery! fp Jearlone/ 


- MORE Customer Traffice FASTER Turnover- MORE Profits for You 



























Nails e Many a successful dealer has 
found that he can “build sales with nails.’’ Stock up 
now. Keep a complete line of dependable quality 
Continental Nails. Your Continental salesman can 
supply you with a selection made from more than 
10,000 sizes and types 
with a variety of fin- 
ishes, heads and points 
to attract all classes of 
trade 








Ornamental Fence 


Continental lawn fence is made of cop- 
per steel for greater strength and rust resistance. Display 
this galvanized fence, in both double and single picket 
styles, and it sells itself. Don't forget to order a supply of 
Continental Flower Bed Border for extra-quick sales. 

















Roofing 


There's a real sales and profit 
opportunity in Continental Steel 
Roofing and Siding. Custom- 
ers like Continental Steel 
Products and appreciate the 
extra quality that 





from the advantages of a 
CONTINENTAL mixed ship- 
ment of wire and sheet 

















means longer life and seubaeacan \ SS 
less upkeep expense. Neils DS? tone Wire 
Stock up on Continental Staples Electric Fence Posts Clothes Line Wire 
q Tyl-Lyke, Corrugated - . Farm Fence Tubular Braces Poultry Netting 
and 5-V Crimp Roofing Sheets. Cash in now, on this Poultry Fence Chain Link Fence Welded Fabric 
important roofing market. . Ornamental Fence Gates Hardware Cloth 
Sglesma” Diamord Mesh Fence Barlsed Wire Bale Ties 
Steel Line Posts Annealed Wire Automatic Baler Wire 










‘ th your (niente End & Corner Posts Galvanized Wire Galvanized Roofing 


CONTINENTAL 


STEEL CORPORATION ” KOKOMO, INDIANA 


PRODUCERS OF: 


15 TYPES OF FARM FENCE, POSTS, GATES, BARBWIRE @ STANDARD STYLES OF STEEL ROOFING AND 
SIDING, AND FITTINGS © WAILS, STAPLES, LAWN FENCE, WIRE PRODUCTS 
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services, the firm guarantees (re- 
placement or money back) all ma- 
terials. Seven trucks are used for 
free deliveries anywhere in the 
firm’s territory. Every ticket is 
itemized and figured twice as part 
of normal office routine. Sales 
tickets are kept on file so farmers 
can get copies for their own rec- 
ords. A farm magazine library is 
maintained at the stores. 

“The farm supply dealer is the 
farmers’ construction engineer, 
banker, county agent and general 
adviser,” says George, “and he 


ce) 


WY 


TS 


T> 
\ We 


> 
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earns his justified markup for his 
services.” 


Continuing Sales Training 


Salesmeetings are held each 
month for the firm’s 14 employes. 
The evening meetings run from 
7:30 to 9:30 with a free lunch 
afterward. Product information 
and customer service are the 
standard broad topics. Product 
literature is distributed at each 
meeting; at the following meeting, 
each man is asked to get up and 
tell at least one thing about the 
product, which can be used in sales 
talks. Employes are encouraged to 
relate experiences in servicing cus- 
tomers. Manufacturers’ represen- 


<3) 
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ri 
MEMBERS: WESTERN PINE ASSOCIATION 


WEST COAST LUMBERMAN'S ASSOCIATION 


~ 
~ 


J. HERBERT BATE CO., INC. 
30 Church St., Mew York 8, N. Y., WOrth 4-6363 
1215 Public Service Bidg., Portland, Oregon 
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tatives are invited to address the 
meetings as often as possible. 

Everybody wins an attendance 
prize at the monthly sales training 
meetings. Thirteen one-dollar bills 
and one five-dollar bill are tossed 
into a hat and each employe draws, 
hoping to win the five-spot, of 
course. 


Modern Record Keeping 


In line with construction of a 
new showroom at Wellsburg, the 
firm is starting a perpetua! inven- 
tory system. “These records will 
give us fingertip information on 
our products,” says George, “and 
they will help us set our prices so 
they will earn a fair profit.” 

George’s shirt pockets are al- 
ways crammed with 3x5 note cards. 
As he goes about his business, he 
makes notes on the cards covering 
different business topics. The ideas 
may cover sales meetings, the Tall 


| Corn Weekly, bookkeeping, display 


ideas, etc. Every few days, George 
sits down and transfers the ideas 
from the cards to a _ loose-leaf 
folder called the planning book. 
“Like every other dealer,” he 
explains, “I’m always getting good 
ideas, but forgetting them unless 
I make notes. Now, for example, 
when I’m ready to go to a sales 


| meeting, I don’t have to plan it 


first. I just pick up the planning 
book because the session has been 
pre-planned during the previous 
month.” 


Every 30 days the yard managers 


make out a profit and loss state- 
| ment. 


Totals are listed for the 
four departments of building mate- 
feed, seed and fertilizer. 
“We call the records our anti- 


| complacency sheets,” he says, “be- 


cause we know too many self-satis- 
fied dealers who found themselves 


_ suddenly out of business.” 





Planning With a Purpose 


Now that you have your Fall and 
Winter Merchandising Issue, you 
are ready to start your p 
detail. Read what other dealers are 
planning for their fall and winter 
sales campaign. You'll find their 
statements on pages 74-75. 
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New BROWNSKIN 
Fiberglas-Reinforced 
TARPS 


Fiberglas 
reinforced 
(actual size) 


Creped for 
flexibility 


Edges foided 
and sealed 


Waterproofed! 
Tough 2-ply kraft 
impregnated with 
a special compound 


Solid brass 
grommets at 
24” intervals 


at Y the price you'd expect! 


What a profit maker! 
Rugged, Fiberglas-rein- 
BROWNSKIN 
Tarps at half the price you'd 
expect, 


your customers in American 


forced 
Advertised now to 
Builder and Practical 
Builder. 

Be sure your stock is 
complete when your cus- 
tomers ask about BROWN- 
SKIN Tarps. 

Sizes 8 x 10, 10 x 12, 
16, 15 x 20. Also 


these widths in lengths up 


12 x 


two 75 feet. 

See your distributor for 
sample and low prices or 
write today to: 
As a windbreak in construction work and 
for protecting materisis in your own sheds. 
ANGIER CORPORATION - 

Framingham 21, Mass. 


For stack covers and other farm needs. 


Angier Quality Building and Construction Papers 


Copperskin 
Vaporseal Brownskin - Lumaskin - RFD Brownskin 


Glass-mat 


3UILDING Propucts MERCHANDISER 





' 


\ 


TERRACE COVERS 


SKYLIGHTING 
SIDEWALL LIGHTS 


PARTITIONS 


STORE FRONTS 
DISPLAYS 


They're 
All New 





AWNINGS 


. . « the building product that sells on sight! 
MADE BETTER — through precision engineer- 
ing; SELLS BETTER — because PANELUX is 
pre-sold through a nationwide program DIRECT- 
ING YOUR CUSTOMERS TO YOU! 


Join profit-wise PANELUX dealers who have 
added PANELUX to their sales force yes 

SALES FORCE! Put a colorful PANELUX dis- 
play sack on your floor, and watch them sell 


themselves! Write today for details on YOUR 
PROFIT PROGRAM with PANELUX! 


MALCO PLASTICS 
INC. 


12801 BEREA ROAD 
CLEVELAND 11, OHIO 


PHONE: Boulevard 2-1455 


(To obtain more data on advertised products see page 290) 





YOUR CUSTOMER SPEAKS: 


like thic Au I=T\NIDY NI RAeaa 
door- and the man 
sold it to me 


hy dor hatold 
The man who sold me my STRAND 


All-Steel garage door did me a 


big favor. 


After several years, it still works 
smooth as silk, and satisfies me 


every day. 


And now I know that if that door 
had cost twice as much, I would have 
bought it. But, oddly, it cost less 
than some doors, because, as my 
builder explained, STRAND doors 
are standardized and mass-produced 
and built for simple, inexpensive 


installation, 


—— ae eae 


id 


NO 
> 


GALVANNEALED 
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lights in Strand door optional 

I've struggled with other kinds 
of garage doors in my time—wood 
doors that rotted and sagged, alu- 
minum doors that dented easily, 
even inferior steel doors. I've learned 
that STRAND doors don’t shrink, 


swell, warp, rot, sag or hang heavy. 


Most of my previous doors I just 
left open most of the time—too 
much trouble to close. But my 
STRAND door is so easy to close 
and so handsome to look at, I 
always shut it. The modern hori- 
zontal-line styling makes my house 
look smart. 


7 eee came ame ome me ee oe Ge mee cme ee ee es es 


Strand Garage Door Division 
Detroit Stee! Products Co. 

Dept. AL-9, 2244 E. Grand Bivd., 
Detroit 11, Michigan 


OVERHEAD 


Please send 32-page booklet of Garage Plans and Ideas, I'm en- 
closing 10c for postage and handling 


Please send free Strand literature and free Garage Plan of the 


Month 
Nome 


Address 
City 


STRICTLY 
SINGS NN AR AS 








Built Like a Bridge 


Welded into a 1-piece masterpiece, 
with strong diagonal rear braces 
welded to the deep, sturdy steel frame. 
Truly, a “Lifetime Door.” 

STRAND doors are galvannealed 
with a thick, oven-baked coat of zinc 
armor. No prime coat needed for 
painting. 


Up in a Hurry 


The 1-piece construction, and factory- 
assembled hardware enable you to 
put STRAND doors up in a jiffy= 
more profit for you. 


For Today’s Wide Cars 
For only $5.50 more (factory list) 
you can give your customer a 9’-wide 
STRAND door, and he'll thank you 
for the bigger target every time he 
drives in or out. (8' and 16’—double 
door—also available.) 


Wide National Distribution 

STRAND doors are easy to get 
through 150 national distributors 
and thousands of dealers. 


This Book Will Help You 
This 32-page book will / 

make you a garage expert, 

and give you 12 designs 

and oe plans, how-to- 

build instructions, ma- 

terial lists, drivew? 

sketches, etc. 


bony 
| 
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ALABAMA 
BIRMINGHAM 
One-Der Frame Corp. 
MOBILE 
Underwood Builders Supply Co. 
MONTGOMERY 
Building Products, inc. 


ARIZONA 
PHOENIX 
Arizona Sash, Door & Glass Company 
TUCSON 
Arizona Sash, Door & Glass Company 


ARKANSAS 
LITTLE R 


Fischer Lime & Cement 


CALIFORNIA 
FRESNO 
Building Material Distributors, Inc. 
Kendall-Addington Company 
Pacific Coast Aggregates, Inc. 
ELMHURST 
Pacific Coast Aggregates, Inc. 
OAKLAND 
Pacific Coast Aggregates, Inc 
Wholesale Building Supply 
SACRAMENTO 
Pacific Coast Aggregates, inc 
SAN FRANCISCO 
Pacific Coast Aggregates, Inc 
SAN JOSE 
Building Material Distributors, 
Pacific Coast Aggregates, inc 
STOCKTON 
Building Material Distributors, 
Pacific Coast Aggregates, Inc. 
COLORADO 
DENVER 
C. A. Crosta, Inc 
GRAND JUNCTION 
The Biggs-Kurtz Company 
CONNECTICUT 
Contact Detroit Steel Products Company 
District Office & Warehouse, New York 
DELAWARE 
DOVER 
Layton & Co 
DISTRICT OF COLUMBIA 
WASHINGTON 
Central Building Supply, inc 


FLORIDA 
JACKSONVILLE 
Huttig Sash & Door Company, Inc. 
MIAMI 
Huttig Sash & Door Company, inc. 


GEORGIA 

ATLANTA 

Addison-Rudesal Company 
MACON 

Binswanger & Company, inc. 

McNair Lumber & Supply Company 
SAVANNAH 

Neal-Biun Company 


IDAHO 
BOISE 
Morrison-Merrill & Company 
POCATELLO 
Morrison-Merrill & Company 
TWIN FALLS 
Morrison-Merrill & Company 


ILLINOIS 

CHICAGO 

General Garage Door Co. of iil, 

Reserve Supply Coop. Corp. of Chicago 
DANVILLE 

Material & Fuel Co. 
E. ST. LOUIS 

Cahokia Lumbermens Supply 
PEORIA 

Lucas Sales Division 
SPRINGFIELD 

Material Supply Co. 


INDIANA 


EVANSVILLE 
indiana Wholesalers, | nc. 


STRAND GARAGE DOOR DIVISION 


DETROIT STEEL PRODUCTS CO. e 


DISTRICT OFFICES OF DETROIT STEEL PRODUCTS COMPANY 


Atlanta, Ga. + Boston, Mass. + Chicago, Ill. + Cincinnati, Ohio « Cleveland, Ohio « Houston, 
Texas + Los Angeles, Calif. « New York City, N. Y. « Oakland, Calif. « Philadelphia, Po 
Pittsburgh, Pa. + San Francisco, Calif. + Seattle, Wash. + St. Louis, Mo. « Washington, D. C 


BuILpING Propucts MERCHANDISER 


STRAND JOBBER LIST 


FORT WAYNE 
International Lumber & Supply Co. 
INDIANAPOUS 
Building Materials Service Division of 
a Paper Company 


Standard Equipment & Supply Corp, 
BEND 
E. R. Newland Company, inc. 


lOWA 
CEDAR RAPIDS 
Harper—Ma¢eintire 
OTTUMWA 
Harper-Mdintire 


V.ANSAS 
WICHITA 
Wichita Building Material Co., Inc, 


KENTUCKY 
LEXINGTON 
Midsouth Supply Co. 
LOUISVILLE 
Huttig Sash & Door Company, Inc. 
PADUCAH 
Paducah Sash & Door Comapny 


LOUISIANA 

ALEXANDRIA 

Davidson Sash & Door Company 
LAFAYETTE 

Davidson Sash & Door Company 
LAKE CHARLES 

Davidson Sash & Door Company 
MONROE 

Allen Millwork Manufacturing Company 
NEW ORLEANS 

Cole Manusacturing Company 


New Orleans Sash & Door Company, Inc. 


SHREVEPORT 
Allen Millwork Manufacturing Company 


MAINE 


Contact Detroit Stee! Products Company 
District Office & Warehouse, Boston 


MARYLAND 
BALTIMORE 
Central Building Supply, Inc. 
MASSACHUSETTS 


Contact Detroit Stee! Products Company 
District Office & Warehouse, Boston 


MICHIGAN 

DETROIT 

Semmier Wholesale Co. 

Wimsatt Brothers 
GRAND RAPIDS 

Porter-Hadley Company 
KALAMAZOO 

Miller Sash & Door Company 
SAGINAW 

Saginaw Sash & Door Co. 


MINNESOTA 
ST. PAUL 
Stott Bidg. Supply 


MISSISSIPPI 
JACKSON 
Allen Builders’ Supply Company 
Jackson Sash & Door Company, Inc. 


MISSOURI 


JOPLIN 

Southwestern Sash & Door Co, 
KANSAS CITY 

Martin Material Company 
ST. LOUIS 

Bidg. Products Supply 
SPRINGFIELD 

Farm & Home Supply Company 


MONTANA 


BILLINGS 
Building Specialties Company 


NEBRASKA 
HASTINGS 
Hansen Building Soecialties, inc. 


2250 E 


Grand Bivd 


NEVADA 
RENO 
Flanagan Warehouse Company 
NEW HAMPSHIRE 


Contact Detroit Stee! Products Company 
District Office & Warehouse, Boston 


NEW JERSEY 
ELIZABETH 
Bildisco 


NEW MEXICO 
ALBUQUERQUE 
New Mexico Company 


NEW YORK 
BROOKLYN 


Herb Helmus Hardware Corp. 
BUFFALO 

Door Engineering Company 
LONG ISLAND 


Empire Millwork Corporation, Northern & 
Willet Bt. Bivds, Corona 
Queen Door Co., South Ozone Park 


NORTH CAROLINA 
FAYETTEVILLE 

Rie. 9 - Cc 
GREENSBORO 

Binswanger & Company, inc. 





pany, inc. 


NORTH DAKOTA 


Contact Detroit Stee! Products Co. 
Cistrict Office, Chicago 


OHIO 

CINCINNATI 

Acme Sash & Door Company 
CLEVELAND 

District Office, Cleveland 
COLUMBUS 

Huttig Sash & Door Company, inc. 

Morris Door Company 
DAYTON 

Dayton Sash & Door Co, 
MUNROE FALLS 

Cueni Construction Company 
WARREN 

Ohio Glass & Sales Company 


OKLAHOMA 


Long-Bell Lumber Company 
OKLAHOMA CITY 

Long-Bell Lumber Company 
TULSA 


General Sesh and Door Co. 


OREGON 


PORTLAND 
C. E. Sand Plywood Company 


PENNSYLVANIA 
BRADFORD 
A. Miller & Sons Lumber Co 
PHILADELPHIA 


Contact Detroit Steel Products Company 
District Office & Warehouse, Philadelphia 
PITTSBURGH 
Contact Detroit Steel Products Company 
District Office & Warehouse, Pittsburgh 


EFFIELD 
McMillen Builders Supply Co. 


RHODE ISLAND 


Contact Detroit Stee! Products Co. 
District Office, Boston, Mass. 


SOUTH CAROLINA 
COLUMBIA 





ger & Company, inc. 
FLORENCE 
Binswanger & Company, inc. 
GREENVILLE 
Dealers Supply Co. 


Strand Garage Door Division 
Detroit Steel Products Co 
Dept. AL-9, 2244 E. Grand Bivd 
Detroit |!, Mich. 


Please send 32-page booklet of Garage Plans and 
ideas. I'm enclosing 10c for postage and handling. () 


Please send free Strand literature and free Garage 
Pian of the Month. () 


Detroit 11, Mich 


Name 


City 


| 
| Address 
! 
L 


a . State 


eis nl 
SOUTH DAKOTA 


Contact Detroit Steel Products Co., Dis- 
trict Office & Warehouse, St. Louis, Mo. 


TENNESSEE 
KNOXVILLE 


Huttig Sash & Door Company, inc. 
Wilson- W eesner- Wilkinson Company 


MEMPH!S 
Fischer Lime & Cement Company 
NASHVILLE 

Huttig Sash & Door Company, inc. 
Nashville Sash & Door Company 


TEXAS 
AMARILLO 
Long-Bell Lumber Company 


AUSTIN 

Davidson Sash & Door Company 
CANADIAN 

Santa Fe Sash & Door Company 
DALLAS 

Huttig Sash & Door Company, inc. 
G&L. PASO 
Booker- Walker Supply Company 
FORT WORTH 
Texas Sash & Door Company 


HOUSTON 
Houston Sash & Door Company 
George C. Vaughan & Sons 

u 


UBBOCK 
Lubbock Sash & Door Company 
NEDERLAND 


George C. Vaughan & Sons 
SAN ANTONIO 
George C. Vaughan & Sons 
SWEETWATER 
Sweetwater Sash & Door Company 
waco 
Stevens Sash & Door Company 
UTAH 
SALT LAKE CITY 
Morrison-Merrill & Company 
VERMONT 
Contact Detroit Stee! Products Company 
District Office & Warehouse, Bos.» 
VIRGINIA 
BRISTOL 


Bristol Stee! & Iron Works 
DANVILLE 
aL eer &C 
NORFOLK 

Eico Lumber Company, inc. 
R 

Bi ger & C 
ROANOAKE 

Binswanger & Co. 


WASHINGTON 
SEATTLE 
Paimer G. Lowis Co. 
SPOKANE 
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pany, inc, 


Lumbermen’s Supply Corporation 
WENATCHEE 

E. T. Pybus Compony 
YAKIMA 

Aves Millwork Company, inc. 


WEST VIRGINIA 
CHARLESTON 


Parkersburg Ice & Fuel 
WHEELING 
H. L. Seabright Co. 


WISCONSIN 
MILWAUKEE 
Jackson & Foster 


WYOMING 
Contact Strand Jobber in Denver, Colo- 


rado; Salt Lake City, Utah; or Billings 
Montana 


CANADA 


George H. Belton Lumber Co., Ltd. 
SARNIA 

Belton Lumber Company, Ltd. 
TORONTO 

Ontario Lumber & Suppl 

INNIPEG 


Walter Wray, Utd. 


ed 
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How To Jump the “Slump” 
In Fall and Winter 
Sales This Year 


You can jump the seasonal “slump” in 
sales this Fall and Winter by catering to con- 
sumer customers. Home owners usually are 
busier in the Fall getting their houses ready 
for Winter. And Winter is the time for inte- 
rior improvements, especially among do-it- 
yourself home owners. How are you to get 
them into your yard?—HOME Maintenance 
& Improvement! 


It’s a full size magazine, of high quality 
and real beauty. Everything about it is de- 
signed to encourage readers to want to build 
onto, improve or maintain their property. It 
supplies essential home building information 
—~how to do it, what to use and where to buy 
necessary materials, parts and tools. It’s the 
best salesman in print! 


HOME Maintenance & Improvement mag- 
azine service is available only to retail lumber 
and building products dealers. It was de- 
signed specifically to solve their local general 
advertising needs. And each dealer subscrib- 
ing to its service is protected from any 
duplication of names in his trading area. 


It’s inexpensive . . . the total price per copy 
mailed is less than what it costs you to dic- 
tate and send a personal letter. And it’s 
simple to use. We imprint the name and 
address of your company prominently on the 
front cover of each copy you order. When 
your customers and prospects receive it, it 
bears your name, therefore—it’s your maga- 
zine! Then, we address and mail—paying 
the postage—to whomever you select. That’s 
all there is to it! 


The result, of course, is that readers inter- 
ested in something shown in the magazine 














NW | 





SEPT. ocr. Wov. vec. JAN. FEB. MAR. APR. 


are directed exclusively to you. You can’t 
miss! 


Is it tested? Over 1,500 retail lumber 
dealers had us mail over 410,000 copies of 
the big Summer 1954 issue to their customers 
and prospects. It’s the biggest and best thing 
of its kind! 


Like to examine a copy of HOME Mainte- 
nance & Improvement, without obligation? 
We will gladly send you a free sample copy, 
if you’ll inquire as indicated below. 








| | (} | } LiF 
1 S aa 


Maintenance & Improvement 


Service Manager, Room 2000D, 189 N. Clark St., Chicago z, Illinois, FInancial 6-5380 


Another effective service 
Products Merchandiser ma 


for the retail lumber and building products dealer by American Lumberman and Buffding 


126 (To obtain more data on advertised products see page 290) September 6, 1954, AMERICAN LUMBERMAN & 





Think first of WINTON 
when you think of MOULDINGS 


Get yourself into 
this Profit Picture... 


“in MINTON sonal MOULDINGS 


Call or Write these WINTON MEN A sure, safe source of supply for 
Minnesota Wisconsin Mlinois Ohio LINEAL MOULDINGS 


ee oe aes (oe WINTON is a three-generation name in the 
. r . . . 
lower shkos! Sreadwoy Building lumber business, with the experience and the 
Minneapolis —_ Wisconsin Room 36 Cleveland know-how to produce high quality products, 
2, Minn. W, E. Lenz Chicago 40 


Ohio ° : 
IMinois and the hustle to get it to you when you need it. 
2.5 Semen ems |W ACBer 96 OMe, Whether it’s pine or fir mouldings—tell us your 





Tower Wieeensin "Re Columbus problems. Frequently we can make suggestions that 


Minneapolis Ilinois i , 
2 Mee, v— gt aad will save you money. You'll get the answer 


Fred Cool A 3 oh ne Michigan back FAST. 
"Oc cente?  P.0.B0x276 illinois. BQ pom av Have you tried WIN - TRIM? it’s cut to length 


Ci 
Minnevota iowa” = tndione — edford Sta and packaged — ready to use! 
- aie George ooh’ Michigan Just rip off the spiral wrapping and go to werk. 
P.O. Box 213. Pp ot "2051 PC. pag Gets trim work done in record time. Less waste, and 
Panag Weteriee no damaged or dirty stock. Better for you and 
tease 1 a = better for the builder. Ask us about WIN-TRIM! 











WINTON LUMBER SALES CO. 
Foshay Tower, Minneapolis, Minn. 
Distributors of all types and grades of West Coast woods 


Including the finest PINES—FIRS—RED CEDAR—REDWOOD 
and WHITE SPRUCE. Mouldings and cut-to-length Window 
and Door Trim 
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Help your contractor by 





and damage 


“—= * 


tractor, thereby avoiding lost time 


SCHEDULING SITE DELIVERIES at the exact time they are needed by the con- 
Strapped lumber helps prevent pilferage 


How to Make the Contractor a Steady Customer 








Checklist for Getting and Keeping 
Contractor's Business 


(Do You Do These Things?) 


Offer special contractor rooms for contractor customers? 

Keep contractors informed of new products of interest to them? 
Maintain a separate contractor parking area? 

Take before-and-after pictures of jobs completed by contractor cus- 


tomers and display these with contractor identification in your showroom 
or in an attractive portfolio? 


Help contractors estimate material costs? 


Plan deliveries so the contractor will receive materials when they are 
required and in perfect condition? 


ae a list of contractors for customer reference, classified accord- 
ing to the type of work they do? 


Hold meetings to discuss mutual problems with contractor customers? 
Feature outstanding contractor jobs in your newspaper ads? 
Help sell the services offered by your contractors? 








September 6, 


Since virtually all lumber deal- 
ers carry the same building mate- 
rials, it is obvious that those who 
attract, and successfully hold, the 
contractor customer are those that 
offer him some special services to 
keep him coming back. 

Most dealers realize that price 
alone is not the best method of get- 
ting the contractor’s business, but 
experience has proved that price- 
cutting dealers are _ inevitably 
short on service. In the long run, 
most contractors are willing to pay 
a little more for building materials 
providing they get prompt deliv- 
eries and other special services, 
which will make their job easier. 
These intangibles can add up to 
an increased volume of big-ticket 
sales without resorting to drastic 
price cutting. 

To learn what the contractor 
wants, it is obvious the first thing 
to do is know your contractor. 
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MAKING CONFERENCE ROOMS AVAILABLE. Here the contractor, prospective 
home buyers and yourself can discuss mutual problems. 


If you give the contractor what he wants when he needs it, 
you have gone a long way toward beating the price bugaboo. This 
important article tells you how to get and keep contractor business 
with personalized service. 


Surprisingly enough, few dealers 
take the time to size up a contrac- 
tor’s capabilities: whether he pre- 
fers new construction or remodel- 
ing jobs; what types of jobs he 
can handle and with what degree 
of efficiency. 


Get-Acquainted Campaign 
One of the best methods of or- 
ganizing a get-acquainted cam- 
paign is to start a card file of con- 
tractors. This can be compiled 
from the phone book, newspaper 
advertising, building permit lists 
and other sources. Besides the 
contractor’s business phone and 
address, the card should contain 
pertinent information about the 
type of jobs he can handle best, 
future jobs he’s contemplating, 
also some data about his family, 

hobbies and social activities. 
You can’t beat the personal 
touch when it comes to making 
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sales — especially to contractors. 
One dealer, aware of this, spends 
about 45 minutes daily calling 
local contractors and builders. He 
asks how the current job is com- 
ing, if the material he furnished 
is satisfactory, suggests other ma- 
terials which have recently arrived 
in the yard which may be of some 
help to the contractor and asks if 
he’s planning any future jobs so 
he can have a supply of the right 
materials on hand. Contractors, 
flattered by this attention, keep 
returning to the yard. 

Besides personalizing your yard, 
make it a headquarters for con- 
tractors. Set aside a room for 
contractors and install an outside 
phone for their exclusive use. Fea- 
turing local contractors in their 
advertising, is credited by the 
Acme Lumber Co., Albuquerque, 
N. M., for a boost in their contrac- 
tor business. 


Some yards have reserved spe- 
cial parking areas for contractors 
and assigned well-trained clerks to 
special contractor counters or de- 
partments to give them the red- 
carpet treatment and fast service. 

The Rapid City (8S. D.) Lumber 
Co. received a pleasant increase in 
contractor sales when it installed 
a small coffee bar to cut down on 
employe “runout” time. Contrac- 
tors discovering that coffee was 
available, made the mid-afternoon 
and mid-morning coffee breaks 
their buying time. Now order pads 
are standard equipment on the cof- 
fee bar. 


Displays Help Sell 


Displays of building materials 
are invaluable aids to contractors, 
who want to show customers the 

(continued on next page) 
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latest and 
able. 


“Yards with a large contractor 
volume shouldn’t underestimate 
the value of display and confer- 
ence rooms to their contractor 
customers,” says Ed Anderson, 
manager, Anderson Lumber & Sup- 
ply Co., Indianapolis. “We've 
found, after an adequate testing 
period, that ours is worth every 
cent we put into it.” 

Kelsey & Freeman Lumber Co., 
Toledo, Ohio, opened a home plan- 
ning center in conjunction with 
its yard earlier this year, This new 
section contains a diversified dis- 
play of building materials, scale 
models of homes in various price 
ranges and several model kitchens. 
Clients and contractors can browse 
without interruption and after 
viewing the displays, sit down in a 


best materials avail- 





INSTALLING SAMPLE DISPLAYS like this molding display, which makes it 
easy for the contractor to make his selection and speeds up sales for the dealer. 


private office and talk business. 

“One builder who had never 
made a purchase here before vis- 
ited our showroom with a client 
and left a $3,611 order,” says sales 
manager Niel T. Jones. 

An attractive display room at 
the Three C’s Lumber Co., Colum- 
bus, Ohio, has proved a magnet 
for both homeowner and contrac- 
tor customers. An estimated 80% 
of Three C’s sales volume is to 
contractors and the addition of 
the display room three years ago 
stepped these sales up consider- 
ably. 

“It’s really a great feeling to 
have contractors bring their cus- 
tomers into the store and show 
them our plan books and building 
material displays,” says store man- 
ager Lew Cohen. “Usually after 
looking around, they sit down in 
one of our conference rooms and 


talk things over.” 


Woodward Lumber Co., Augusta, 
Ga., recently remodeled its store to 
offer one-stop service to the do-it- 
yourself customer. Previously, al- 
though Woodward had sold the 
homeowner, its greatest volume 
was big-ticket contractor sales. 
The store’s new policy has been 
enthusiastically received by home- 
owners and contractors alike, and 
hardly a day passes that a contrac- 
tor doesn’t bring in a customer to 
see the various materials on dis- 
play. 

As one contractor commented: 


“Most homeowners don’t pay 
too much attention to details in a 
remodeling job. Then, when a 
bathroom cabinet is being in- 
stalled, the housewife may say 
that’s not what she had in mind 


(continued on page 134) 





WHEN YOU NEED SERVICE. CALL ONE OF THE COUNTRY DOCTOR SPECIALIST 


- THEM IM MOD SAVE THIS LIST FOR FURTHER NEED #08 FURTHER 
txcavarion 

waptau cond (AROC HE 
Gente COMTPACTORS. 
AetRT ANCTE, 

JOM CENTRACCHIO 





Ciment PLASTeRens 
VALLEY READY MANX Valley 14000 | 
39 Se 
ROGER LAVALLEE 
Alley 12650 JOMN A PADULA 
REGINALD CENTRACCHIO = VAlley 1.6532 


RAYMOND PETRARCA 
SAMUEL COUTTA Valley 1.9973 RENATO SAMPAIO 
WENRY COTHOM 


coury : , Panereng— 
ware saree ae a Goes. 13110 MK 
pth Valley |-9288 


@COUTU Lumber 


HOME BUILDER'S HEADQUARTERS996 MAIN ST. WEST WARWICK — TEL. Va 1.5000 
Ce eae 


Willey 1.9213 
Waly 10080 VAlley 1-766 


Valley 1.6214 
Valley 1.2586 


Valley 1.4572 
Valley | 6537 


Valley 1-836! 
Valley 1.3749 
Valley 1-3766 





Valley |-4597 

Valley 1.7495 
Sewtes ano wares — 
nfm all nm Valley 1.4133 

















Valley |-3381 


Co.3 








You'll Enjoy it More! * 





TIEING IN WITH THEM to push your 
services and his. Coutu Lumber Co., 
West Warwick, R. I., has designed a 
house doctor insignia for use by 40 of 
its contractor customers. Coutu also 
listed its contractors in newspaper ads. 
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BEFORE HUDEE 
This. rotting sink- 
top with its damp 
bacteria-breeding, 
offensive crevices 
was a discouraging 
sight to this un- 
happy home-owner 


AFTER HUDEE 


... From frowns to 
smiles because the 
man who installed 
this new sink-top 
GUARANTEED IT .. 
100% Watertight, 
100% Sanitary 
with this HUDEE 
Sink Frame 


Keep all YOUR customers permanently 
satisfied by using a HUDEE Sink Frame 
with EVERY flat rim sink you install ... 


Architects, Builders, Installers, Plumbers, 
and Homeowners everywhere agree—HUDEE is 
the one sure way to achieve a permanent, 

watertight, sanitary sink bowl or lavatory 
installation. And HUDEE'S advantages are 
proved in over 2,000,000 installations, 


fact 
and backed by the Good Housekeeping Guarantee Seal! 





NATIONALLY ADVERTISED 
These lead ing magazines tell 
the home owners about Hudee 
help you sell ‘hem! 


ano ~~ o 
> Guaranteed by = 
Good Housekeeping 
> a 


“or 


STAINLESS STEEL 
OR ALUMINUM 


‘> 
45 aovcansen 





Use only the Sink Frame bearing this seal. 
Call the Hudee Distributor in your area or write - 


225 West Hubbard St. « Chicago 10, Illinois 


IN CANADA + Walter E. Selck and Co., Lt'd. Toronto 
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New! terling. 
sliding door locks. & 





The first sliding door lock for by- 
passing doors. Now closets can be 
locked and contents kept secure 
from pilferage. Designed on a revo- 
lutionary new principle, One half 
turn of key raises tongue to locked 
position or returns it to unlocked 
position, Cylinder is geared to 
tongue and action is positive. Simple 
to install—bore one hole. Fits 34” 
to 144" doors. 





Sterling 


HARDWARE 











A new type of lock for bathroom or 
bedroom doors. Privacy is assured 
by turning locking button on inside. 
Emergency button on outside per- 
mits unlocking with screw driver or 
coin. Neat, simple installation. Fits 
1%” or 1%," doors. 


Sterling (Juality 


/ 
means / 
/ f 


STERLING HARDWARE MFG. CO. 
Chicago 18, Illinois 
SEE OUR CATALOG IN SWEET'S: 
Architectural File © Light Construction File 
VISIT OUR DISPLAYS: Architects Samples Corporation, N.Y.C, 
Chicagoland Home Building Center, 130 W. Randolph St. 
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you sell @ fast moving line . pipin tarininnse 
Griffin scadocts or predun Malt air alana rolled in our own 


mill, by experienced craftsmen. Griffin butts and hinges will bring increased 
business into your store. 


When a customer asks for builders’ hardware, sell him Griffin . . . 
be selling the best. 


(SRI FFIN IY sn COMPANY 


ERIE «© PENNSYLVANIA 
REPRESENTATIVES 
WILBUR H. DAVIS THE B. S$. ALDER COMPANY R. F. BEVERS H. C. GLOVER 
1639 W. Fargo Avenue 45 Warren Street 4524 East 60th Street 2611 Garrison Bivd. 
Chicago 26, Ilinols New York 7, N. Y. Seattie, Washington Baltimore 16, Maryland 
GEORGE A. GREGG c t. Lewis L. G. PULLER 
14) W. Eight Mile Road 2450—17th St. P. ©. Box 2113 
E. H. FARRAR Detroit 3, Michigan Son Francisco 10, Calif Jackson 5, Mississippi 
Room 22 AUSTIN & EDDY INC. WALTER S. JOHNSON & SONS HARVEY D. RUSH & SONS W. C. MEIBAUM 4 CO. 
2nd Unit Santa Fe Bidg $s 917 St. Chories Avenue 4638 Nichols Parkwoy 6954 Oleathe Avenue 
Dallas 2, Texas » Atlanta, Georgia Kansas City, Missouri St. Louls 9, Missouri 


you'll 


— GRIFFIN PRODUCTS 
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COMPARE THEM... AND 
YOU'LL CHOOSE 


KEYSTONE 


ALUMINUM FRAMELESS TENSION SCREENS 


IT HAPPENS EVERY TIME... comparison of different 
tension screens shows only Keystone has every feature that 
fassures top screening efficiency and trouble-free service. 





1 The screen wire and bars of Keystone Frameless 4 yori eae "6 bn rena and 
n n ) - 
Tension Screens are all aluminum...won’t rust or stain Re an vtigipes pice pore 
n able. tamper- > 
... look like new throughout their extra-long lives. ond » : ee See 
don’t weaken with age. 





5 Exclusive free-floating sill bar auto- 
2 Screen edges are 5-strand selvage matically adjusts screen to uneven or 
of rugged, special flat wire. ; off-level sill; assures snug fit at bottom; 

i removes tendency to streich screen too 
far. 





3 Just two screws hold removable top He 
; ay. fae 6 No bulky, unsightly hardware on 
bar. Only six screws required per i : 
, Ar Va sill... just two small, neat brackets, 
window. 








It could very well pay you to get the whole story on Keystone 


Aluminum Frameless Tension Screens, today’s leaders for sales, ‘K 
for service. Mail coupon. 





Sw RE eC SRR tS 
Keystone Wire Cloth Co. 
Dept. B-9, Hanover, Pa. 


Kindly send me full information about Keystone Aluminum Frameless 
Tension Screens. 





Firm. 


WIRE CLOTH COMPANY My name. 


HANOVER, PA ° FOSTORIA, OHIO Street 











City Zone. Stote 
REIS Ie IER A A 
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CONTRACTOR CUSTOMER 
(begins ow page 128) 





and we have to wait while she 
changes her mind or find out what 
she wants. Letting her see every 
style to begin with saves us time 
and cuts down on returned mer- 
chandise.” 


Planning and Estimating 


Many lumber dealers have found 
it to their advantage to employ a 
draftsman or estimator to help 
contractors with their building 
problems. Besides making the yard 
a contractor headquarters it’s pay- 
ing off in the cash register. 

After a long day supervising a 
job, few contractors can cheerfully 
face an evening wrestling with 
figures and estimating from blue- 
prints. Hixson-Peterson Lumber 
Co., Toledo, Ohio, attracts contrac- 
tor buyers with its four-man detail 
department which shoulder the 
estimating burden. 

Other dealers like Rosenthal 
Lumber Co., Crvstal Lake, III., 
Bernard Builders Supply Co., Ber- 
nardsville, N. J., and Wormhoudt 
Lumber Co., Ottumwa, Iowa, are 
just a few who credit their esti- 
mating service as a drawing card 
for profitable builder business. 


Contractors Need Sales Help 

Perhaps the greatest single serv- 
ice a lumber dealer can offer con- 
tractors is sales assistance. The 
dealer alone has the manpower, 
understanding and facilities for 
an effective promotion campaign 
that will stimulate building and 
remodeling jobs for the contractor 
—and boost the dealer’s lumber 
sales. 

Some dealers hold evening meet- 
ings to discuss mutual building 
problems and create a spirit of 
cooperation between the contractor 
and the lumber dealer. 

Last fall, J. M. Franklin, presi- 
dent, Franklin Building & Supply 
Co., Lexington, Ky., invited 22 
contractors to a demonstration 
session in his yard. Eighteen con- 
tractors showed up for a demon- 
stration of kitchen layouts and 
informal discussions of the current 
local real estate market and what 
could be done to sell more homes. 

“It’s up to the building materials 
dealer to teach contractors how to 
merchandise their services,” says 
Franklin, who enlarged his yard 
three times in the past six years 
and is contemplating a fourth 
expansion. 

To provide educational help for 
local contractors, Clarence J. Cou- 
tu, president Coutu Lumber Co., 
West Warwick, R. I., formed an 
association of contractors and 
scheduled weekly evening sessions 
for the group. These sessions fea- 


134 


tured talks by bankers, lawyers 
and accountants on the business 
and legal aspects of contracting. 

As his yard’s trademark, Coutu 
adopted a mythical character—The 
Country Doctor—to dramatize and 
symbolize the high ethical stand- 
ards maintained by his yard. The 
robot-like figure, a composite of 
50 building materials, clutches the 
five common building trades tools 
in one hand. 

“To tie-in this mythical charac- 
ter with our contractors,” Coutu 
says, “we selected 40 contractors, 
representing all phases of building 
and remodeling, and designated 
them as ‘Country Doctor Special- 
ists.’ They are entitled to use the 
‘Country Doctor’ emblem on their 
trucks and printed matter.” 

The Coutu yard has opened a 
headquarters office for its contrac- 
tors which serves as a clearing 
house for building and remodeling 
jobs. To further cement his al- 
ready excellent contractor rela- 
tions, Coutu runs full-page news- 
paper ads listing the contractors. 

In other areas, the small con- 
tractor is getting a boost from 
dealers promoting the house doctor 
idea. Restrick Lumber Co., De- 
troit; Seth Lumber Co., Lincolnton, 
8S. C.; Al Carr Lumber Co., Ponca 
City, Okla.. and Tri-State Lumber 
Co., Salt Lake City, are just a few 
who vigorously promote contrac- 
tors in their advertising and build 
big-ticket sales. 

In Portland, Ore., Beaumont 
Lumber Co. advertises package re- 
modeling jobs over the radio. The 
same monthly payments of $10 is 
featured, whether it’s a kitchen 
remodeling job, garage or porch 
enclosure. Reputable contractors 
are a part of this radio plug. By 
this method, Beaumont sells their 
own ideas for remodeling and con- 
struction jobs and the contractors 
who got the publicity come back 
with their customers for material 
orders. This program has boosted 
Beaumont’s contractor business 
considerably. 

The Elephant Lumber Store, Co- 
lumbus, hio, sells contractor- 
built houses through its sales pro- 
motion which is backed by display 
facilities at the yard. Conference 
rooms and a wide variety of build- 
ing material samples let the sales- 
men do a complete selling job 
which is later turned over to the 
contractor of the customer’s choice 
from a list supplied by the Ele- 
phant Co. 

W. R. Shaw Lumber Co., St. 
Paul, Minn., has a somewhat sim- 
ilar plan which consistently pro- 
motes home planning and financing 
then refers the construction busi- 
ness to local contractors. 

Other dealers, like Seale Lumber 
Co., Birmingham, Ala., make it a 
regular practice to feature the 
houses built by local contractors 
in newspaper ads. This is an 


effective method of promoting 
building materials as well as the 
contractors. It’s always a good 
practice to take before-and-after 
pictures of new homes and remod- 
eling jobs to show prospective cus- 
tomers what can be done. 


Do-It-Yourself Competition 


Some dealers began to worry 
about their contractor customers 
when the do-it-yourself movement 
started to grow. These same deal- 
ers have discovered that contrac- 
tors can benefit from this new 
source of business. Dealers now 
go after both markets with equal 
vigor and state in their advertising 
that they will furnish the mate- 
rials and advice for the do-it- 
yourself customer or supply a list 
of recommended contractors. 

When Sawyer’s — “Worcester’s 
Home Center”—decided to go after 
the do-it-yourself market, the 
Massachusetts firm sent a form 
letter to its contractor customers, 
which said: 

“We are naturally quite inter- 
ested in selling to the do-it-your- 
self market, but we both know that 
for every person capable of doing 
his own work, there are five who 
can’t. And we are going to con- 
tinue sending these five to you. 
Any promotion which furthers the 
people’s interest in their homes, 
our mutual industry, is good—good 
for us, good for you.” 


Extra Touches Count 


Once you’ve sold the contractor 
on your yard, there’s no easier way 
of losing his business than by fail- 
ing to keep your promises. Deliv- 
eries of the proper materials must 
be made on time. This dependa- 
bility should become a habit and 
free the contractor’s mind from 
worrying about deliveries. 

Kansas City lumberman, R. L. 
Sweet, feels that contractors rate 
definite preference when it comes 
to scheduling deliveries. He ad- 
vises dealers not to turn down a 
contractor’s request for immediate 
delivery, even if it means letting 
other deliveries wait. 

Contractors appreciate the prop- 
er loading of trucks. The materials 
required on the job first, should 
either be delivered on the first load 
or placed on top of the load so they 
are readily available. This calls 
for some planning in the yard, but 
it’s these extra services which 
keep the contractor coming back. 

Delivery trucks should be clean 
and neat. This shows you take 
pride in your operation, and con- 
tractors can proudly tell their cus- 
tomers they do business with you. 

Once you’ve sold your yard as 
the contractors’ headquarters and 
a place where he can get efficient 
service, word-of-mouth advertising 
will back up your promotion and 
keep contractors coming to your 
yard with their big-ticket orders. 
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Join Ludman in the COM 
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Increase your sales of ALL 
Building Supply Materials 
by promoting LUDMAN’S exclusive 


embed, 
HOME OF THE MONTH 
PROGRAM 


Ludman’s exclusive COMBEAUTIL Home of the Month Plan is a 
powerful pre-selling promotion designed to greatly increase your 
flow of traffic....stimulate interest in not one or two but all your 
building supply materials. Here’s a real opportunity for you to 


obtain a large local share of the multi-billion dollar home build- 


ing market. 


(mbeoutil HOMES ARE SUPERIOR 


Combeautil Homes have new interiors designed for 
functional living, introducing movable walls and new 
concepts of window designs . . . . new kitchens with the 
efficient work triangle . . . . new children’s rooms with 
built-in features . . . . new all purpose rooms with sepa- 
rate multi-purpose space to keep play, hobbies, games 
out of the living room. COMBEAUTIL Homes in- 
corporate many features found only in more expensive 
homes... . yet they can be built at the cost of between 
$10,000 and $15,000 (exclusive of land). 


(mbeaitil, PLANS ARE SUPERIOR 


Each COMBEAUTIL Home of the Month has been 

chosen by Charles E. Armstrong, nationally famous 

architect, and his staff, after intensive research and a 

study of thousands of home designs. He has translated 

the best features of all homes studied . . . . plus added 

innovations of his own. . . . into the COMBEAUTIL 

Home Of The Month Plans. They’re exclusive... . 

cannot be duplicated or obtained anywhere else. Each 

plan is complete in detail and specifications . . . . en- 

compasses all the advanced features known in today’s 

architecture. Each COMBEAUTIL plan is custom 

plotted and specifically designed to meet local builders’ 

codes, regulations and requirements. For the first time iii prey 
potential home owners in your local area can obtain att 4 * 
architectural designed working plans from YOU for 
a fraction of the usual cost. 
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Lenilit, Wome OF THE MONTH PROMOTION IS SUPERIOR 


NATIONAL ADVERTISING 


Full color pages will appear in House Beautiful, Better 
Homes and Gardens, American Homes....reaching 
a combined readership of over twenty-two million 
potential customers. These top home books will stim- 
ulate the interest of a vast market of future home 
builders 


LOCAL ADVERTISING 


Each month a complete promotional kit will be sent 
you containing a full color transparency and a set of 
building plans of the featured COMBZ,AUTIL Home 
of The Month....ad mats....counter cards....stuffers 

.radio and TV commercials....publicity releases 

..truck posters....window streamers....everything 
you need to publicize the COMBEAUTIL Home of 
the Month locally. 


POINT OF SALE ADVERTISING 


A beautiful permanent display stand will be furnished 
at no charge to prominently feature the COM- 
BEAUTIL Home of the Month....act as your con- 
stant salesman....be a focal point for customer con- 
sultation for all their building material needs. If the 
featured COMBEAUTIL Home of the Month does 
not suit your customers’ needs there will be more than 
36 additional COMBEAUTIL plans available for their 
consideration in the plan book supplied with your 
display stand. 


LUDMAN PRODUCTS ARE SUPERIOR 


After careful consideration and research, Charles E. 
Armstrong specified world famous Ludman Products 
to be used in all COMBEAUTIL Homes because of 
their unparalled beauty and unequalled value as well 
as.... LUDMAN’S high standard of manufacture.... 
LUDMAN’'S leadership in engineering... LUDMAN’S 
100% quality control.... LUDMAN’S unrivalled 
plant facilities. 


/ : 
The ( ombeuill HOME OF THE MONTH PROGRAM is another example of how Ludman 


is constantly helping you to stimulate the sale of not only Ludman Products but all of your home 


building materials. 








AUTO-LOK WOOD WINDOWS 


MAKERS OF WORLD FAMOUS 


WINDOWS 


SEALS TIGHTER 
THAN A REFRIGERATOR [— 


Wherever you go—all over the world — you'll find LUDMAN 
the foremost name in Awning Windows, Jalousies and 

LUDMAN JALOUSIES Shower Door Tub Enclosures. LUDMAN’S advanced design, 
engineering skill and unrivaled craftsmanship have earned for its 


products an enviable reputation for high-standard quality. 


LUDMAN’S modern manufacturing facilities, streamlined 
distribution and proven record for merchandising promotion. ... 
all add up to a success story without parallel in the 


building products field. 


LUDMAN JALOUSIE DOORS 


LUDMAN (201i 


NORTH MIAMI, FLORIDA 


LEADS THE WORLD IN WINDOW-ENGINEERING 


LUDMAN SHOWER DOOR 


TUB ENCLOSURES eeeeeveveeee eevee ees eevee eeeeeeee 


LUDMAN CORPORATION 
DEPT. BSL, NORTH MIA?Al, FLORIDA 


Gentlemen: 


MAIL 
COUPON 
TODAY 


We are interested in participating in Ludman’‘s Exclusive Combeautil Home of the 
Month Plan. Kindly have a representative call to go over the program with us. 


Name 
Address 
City 


Our jobber is 
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Study the above photograph. It shows many old friends i pig Be tt Dept. Al-94 
you know— America’s most famous periodicals! The publi- Chicage 3, tt, . 
cations most of your customers read, and they’re going to carry 
an avalanche of 99,978,451 dominant, traffic-building Zono- Piease send me complete details of the all-new Zonolite 
lite advertisements telling your cust.mers how they can put sales aid, to help me profit from che 1954 “Bucks in 
bucks-in-the-bank with Zonolite vermiculite Insulating Fill. the Bank” Insulation Carnpaign. 
What the photo doesn’t show because of limited space, is the 
112 major market newspapers included in the Zonolite selling 
campaign. 
Why don’t you latch-on to this tremendous drive keyed to 
reach your local home-owner prospects? Zonolite has for you 
all-new, high-powered sales aids to help you tie in, help build 
your insulation business, and put more bucks-in-the-bank for you! 


ZONOLITE COMPANY 


135 S. LaSalle Street, Chicago 3, Ill. 


Zone 
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BILLBOARD.TYPE SIGN in Carey's parking lot plays up firm as headquarters for repair and remodeling. 


House Doctor Plan Promotes Contractor Business 


Dealers tell how they get and develop job leads with spe- 
cialized promotion for repair and remodeling field. 


One way to keep a steady stream 
of profitable business coming into 
the yard is to invite small home 
and repair jobs and guarantee both 
the materials and the labor in- 
volved. 

You may ask how is this pos- 
sible? It does require a specialized 


HOUSE DOCTOR SYMBOL and service is carried on Carey 


trucks and is credited for many calls. 


140 


department with a staff of me- 
chanics who also have an aptitude 
for selling as well as installing 
materials. 

Al Carr, of the Al Carr Lumber 
Co., Ponca City, Okla., has devel- 
oped a House Doctor service (the 
term is covered by copyright and 


trademark laws), which is fran- 
chised to dealers on an exclusive 
basis. The promotional kit includes 
completely-prepared newspaper 
ads, direct-mail folders, radio and 
TV scripts, store and truck posters. 


Everybody Benefits 
Dealers, contractors and custom- 


PINS INDICATE SOURCE of House Doctor calls. Frank E. 


Carey, Jr., Carey Lumber Co., Oklahoma City, looks on ap- 
provingly as Edwin B. Jenkins, manager of the 16th Street 


yard, puts in a pin. 
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New Bedrooms 


Kitchens, Dens 


Patios, Porches 
Play Rooms 


MAJOR REMODELING JOB for the Dickason-Goodman 


Co., Tulsa, resulted from a House Doctor call. Owners 


Complete Home 
Remodeling 


NO JOB 100 LARGE 
... WOME TOO SMALL 


ers seem to benefit from this spe- 
cialized service. Small jobs often 
lead to larger projects from the 
same customer. The dealer’s pro- 
motion sells the job for the con- 
tractor, who still gets his share of 
the profit and compliments from 
the customer. 

Frank E. Carey, Jr. of the Carey 
Lumber Co., Oklahoma City, is now 
operating the House Doctor service 
in four of his line yards. 

“We are keeping seven contrac- 
tors busy and could use more good 
men,” says Mr. Carey. “The pro- 
gram definitely helps sell the con- 
tractor’s services for him. Of 
course there is no price-cutting of 
materials on House Doctor jobs. 
We keep track of our program by 
using a large mounted city map. 
We place a red pin on the map at 
the point of origin of each House 
Doctor call. If the call is sold, we 
replace the red pin with a yellow 
one. This tells us at a glance 
where our calls are coming from 
and the percentage we are selling. 
Right now, we are selling slightly 
over 50%.” 

Classified advertising of the 
House Doctor service has brought 
in the best leads for the Carey 
organization, which is also using 
a one-minute weekly spot on TV. 

Jack E. Thomas, manager of 
Dickason-Goodman in Tulsa, says 
they have six men handling re- 
modeling jobs; before promoting 
the House Doctor, they had one. 
Mr. Thomas credits the House Doc- 
tor with an 80% increase in repair 
and remodeling calls. 
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wanted a bath and bedroom. Additional work included a 
sereened porch, 57 square feet of shakes and a paint job 
for the entire house. 


POSTERS LIKE THIS ONE are part of the merchan- 
dising kit available from a House Doctor franchise. 


« 


Calls Turn Into Sales 


“We had planned on two or three 
of our contractors participating in 
this program,” he adds, “but we 
now have nine of our most efficient 
contractors and crews taking the 
calls. Contrary to our expecta- 
tions, these calls have resulted in 
contracts running from $1,000 to 
$4,000. In one week we got 36 calls, 
which resulted in about 50% 
sales.” 

Classified advertising in the 
newspapers and telephone direc- 
tory, Mr. Thomas feels, has done 
the best job for him, although 
posters on taxicabs and TV will 
be tried. 

Two of the Dickason-Goodman 
contractors only want the small 
repair jobs. The rest take jobs 
which have run as high as $8,796. 
The average job runs from $1,500 
to $2,500. 

Here are some sample jobs, 
which House Doctors have han- 
dled. Mer] Caton, president, Akard 
& Caton, Enid, Okla., says his jobs 
have ranged from hanging a screen 
door to a $1,500 remodeling job. 
He credits five out of seven remod- 
eling jobs in June to House Doctor 
promotion. E. B. Jenkins, manager 
of one of the Carey yards ir. Okla- 
homa City, says that one job leads 
to another. He tells about an $800 
job, which started from a call for 
glazing. Carey’s House Doctor and 
his painter went out to check the 
job and sold the woman a new 
paint job, new window screen and 
glazing, too. “Patients” pass along 
the names of friends, who need 
work done. 


The Liberal (Kans.) Lumber Co. 
reports an average of three House 
Doctor calls each week, the largest 
($8,000), an addition to a country 
school, which is credited indirectly 
to the House Doctor service. Con- 
tractors at first were hard to sell 
on the idea that House Doctor was 
a good deal for them, despite a no- 
discount policy on materials, says 
this Kansas firm, but now one con- 
tractor is pushing small repair and 
remodeling jobs right along with 
new construction. 


Suggestive Selling Helps 

Suggestive selling by a good 
House Doctor can oftentimes turn 
a no-sale into a good sale. A Carey 
House Doctor went out on a gutter- 
and-downspout job, but found 
when he arrived that all the gut- 
ters needed was a good cleaning. 
However, by suggestive selling he 
got inside the house and finally 
came away with a good kitchen 
cabinet job. 

Unsolicited letters from home- 
owners prove that they like this 
service. The following letters was 
received from a U.S. Army officer: 

“I wish to express my apprecia- 
tion for the fine service you gave 
me on the repair job on my garage. 
Your Mr. George Clements, the 
carpenter, went to a great deal of 
pains to do a first-class job. He is 
a fine workman and a credit to 
your organization. Your man who 
came out and made the estimate 
was also most obliging and cour- 
teous and the charge was fair and 
reasonable. I shall recommend 
your organization to my friends. 
If I plan any future work, I shall 
certainly contact you.” 
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Now you can sell the white 
that’s right for any home! 


Acme Quality 
NEW ERA 
“Family of Whites” 


© ONE white paint is ideal for every 

type of house painting job. Varying 

requirements will recommend one type 
of paint over another. 


With the Acme Quality New Era “Family 
of Whites: you can fill any house painting 
order, and know that you will be giving 
complete paint service to your customer. 
Each paint in this group has been espe- 
cially formulated to do a specific job, 
and will do it better than any so-called 
“all-purpose” house paint. 


Sell the white that’s right! Ask your 
jobber about the Acme Quality New Era 
“Family of Whites; or write: Acme 
Quality Paints, Inc., Detroit 11, Michigan. 
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No. 122—Outside White. 
A self-cleaning white that 
stays white. The perfect 
finish for all houses. 


No. 157—Balanced 
Primer. Scientifically pre- 
pared to prime, hide and 
seal. The foundation coat 
for any exterior job. 


No. 172—One Coat Out- 
side White. One of the 
easiest brushing house 
paints ever made. Has 
exceptionally high hiding 
power. For repainting 
only. 


No. 20— Trim White. 
Stays put on exterior trim. 
Will not streak down on 
either wood or masonry. 


No. 163—Fume-Resisting 
White. Especially made 
for industrial and other 
areas where extra protec- 
tion is needed against 
smoke and fumes. 





ACME QUALITY PAINTS, INC, 
Detroit 11, Michigan 
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Over 50% of all 
new homes are 
prospects for 
masonry paint! 


VER half the new homes built from 1940 

to 1954 have been of masonry con- 

struction! Here is a tremendous market that 
has hardly been touched. 


Now you can cash in on this wide-open field 
with new Acme Quality Masonry Paint with 
ALKYD oil base. Available now, after com- 
pletion of exhaustive laboratory and field 
tests. It has proved extremely effective on 
all types of interior and exterior masonry 
wall surfaces. 


An economical, easy-to-apply paint; comes 
ready to use. Dries quickly to a durable, flat 
matte finish. Water does not mar its match- 
less beauty. 


Get your new and unusual Acme Quality 
Masonry Paint color card. Eight beautiful 
colors, and white, plus six excellent, easy-to- 
make, 50-50 intermixtures. Ask your Acme 
jobber about Acme Quality Masonry Paint, 
or write: Acme Quality Paints, Inc., Detroit 
11, Michigan. 








Tap this wide-open market 
now with 


ACME QUALITY MASONRY PAINT! 


(Alkyd Oil Base) 


STUCCO 


ASBESTOS 
CEMENT SIDING 


CEMENT BLOCK 


CINDER BLOCK 


CEMENT WALLS 


ACME QUALITY PAINTS, INC, 
Detroit 11, Michigan 
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Star 2 


How to Wrap Up More Home Packages 


Progressive dealers are giving buyers more home for 
their money and helping the builder meet the competition of 
prefabs with yard-fabricated sub-assemblies to speed home 


building. 


Using the sales appeal of home 
ownership, many dealers are suc- 
cessfully meeting the competition 
of the national prefabricators with 
precut packaged homes. At the 
same time more and more Ameri- 
cans are beginning to realize the 
pride and satisfaction of owning 
a home. 

This attitude is reflected in the 
pace of new home construction 
which seems likely to shoot up 
even faster than optimists were 
predicting a few years back. There 
is now a virtually untapped mar- 
ket of 18 million families that can 
afford new or larger dwellings. 
Many of these families are plan- 
ning on building or buying a new 


home within the next three years. 

The concensus of several) sur- 
veys shows that home buyers want 
one-story or ranch-type homes of 
sound construction, economical to 
maintain and designed for easy 
housekeeping. 

This includes sound open plan- 
ning for more space for living and 
leisure activities, larger windows, 
planned outdoor space, three bed- 
rooms, two bathrooms, better stor- 
age facilities, garages, efficiently 
designed kitchens, automatic laun- 
dries and other built-in appli- 
ances, more color both interior 
and exterior and better electrical 
wiring. 

With this increased demand for 
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March 
April 
May 
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The New Home Market 


Private housing starts rose sharply in June to 115,600, the 
peak month so far this year, according to the Bureau of Labor 
Statistics. The 12% rise in June housing activity was counter 
to the usual trend. Early reports from building permit offices 
indicate this increase is nationwide. The seasonally adjusted 
rate of private housing starts, using the revised index, is ex- 
pected to be 1,206,000 by the end of the year. 

Look for a heavy increase in housing starts in the second 
half of 1954. The first six months of this 
struction contracts award total for 
Rockies of $9.25 billion, according to F. W. Dodge Corp., a 17% 
gain over the same period last year. 


The big story is that nearly $4 billion of this total was for 
new residential work, a 22% gain over last year. Most of this 
activity should be reflected in the next few months since these 
figures represent awards for future business. 


Private House Starts Compared 


1954 
65,100 
73,900 
93,200 

106,500 
106,500 
115,600 
July 109,000 


564,100 


ear established a con- 
7 states east of the 


1953 
68,200 
73,800 
96,100 
107,400 
105,600 
102,000 

96,400 


553,100 








more extras, builders are faced 
with the problems of shaving con- 
struction costs to provide a home 
that the average home buyer can 
afford. To help the contractor 
solve this dilemma, building ma- 
terials dealers with shops or mills 
are yard-fabricating roof trusses, 
precut wall panels, storage walls 
and other units. 


Packaged Homes 


Precutting and packaging of 
lumber go hand-in-hand and many 
dealers are successfully selling 
homes in package form. To meet 
the competition of the prefabs, 
various systems of modular panel 
construction and _ prefabricating 
of building units in the yard have 
been developed. 

“The Lu-Re-Co system of pre- 
fabrication will lead dealers into 
packaged selling to contractors 
and builders,” says R. S. Schaub 
of the Northern Indiana Lumber 
Co., Whiting. “Instead of selling 
a contractor only dimension lum- 
ber, you sell ideas as a package— 
the gypsum board, lumber, ex- 
terior siding, chimney materials, 
flooring and millwork—the whole 
works.” 

The small contractors’ future. i 
a large part, depends upon what 
the lumber dealer can do to help 
him. Many dealers are helping 
contractors drum up more busi- 
ness and sell more materials, by 
turning their attention to sharp- 
ening their promotion and selling 
packaged homes at budget prices. 

Thompson Lumber Co., Cham- 
paign, Ill., does 70% of its busi- 
ness with small builders who con- 
struct from 5 to 25 homes a year. 


Thompson offers the home build- 
er four alternatives in a package 
deal: complete contractor-built 
houses; panelized houses (Lu-Re- 
Co); finish it yourself, the cus- 
tomer furnishes the labor and 
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Thompson the materials; and shell 
houses, the contractors finishes the 
exterior, the buyer the interior. 


Jigs Prove Versatility 

Faced with the problem of meet- 
ing the competition of the big- 
time prefabrication industry, Alex 
P. LeVay, owner, Acacia Lumber 
Co., Dayton, Ohio, designed and 
patented a jig system which can 
be used efficiently by the small 
dealer as well as the large-scale 
operator. b ime 
In contrast to the conventional - = 
jig on which 4x8 panels are made, 
LeVay’s Module Erector, can be 
used to panelize entire wall sec- 
tions up to 50 feet in length. 

Pre-cutting is the basis for the 
popular Package Engineered Home 
of the Forest City Materials Corp., 
Cleveland, Ohio. 

Not only does the firm guide the 
customer through the various 
stages of building a home, but 
makes available pre-cut and pre- 
fabricated portions of the unit, 
which eliminates much of the 
tedious and skilled carpentry nec- 
essary to its erection. 

Contractors as well as home- 
owners are taking advantage of 
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CARPENTER puts finishing touches to framing of HOME magazine’s show-how 
house. Each construction step was photographed for presentation in the winter 


edition of the magazine, which is distributed to homeowners by retail lumber 
dealers. 


Home Magazine Builds a Home 


To record actual step-by-step construction, HOME 
magazine built a house. Winter issue of HOME will tell “The 
Story of a House.”’ 


To show the average individual Story of a House.” It should be 


these precut packages and the en- 
gineered home in general. 


Dealers Offered Franchises 

Benton Lefton, president, The 
House Mart, Cleveland, has devel- 
oped a package plan to put retail 
lumber dealers in the prefab busi- 
ness on a franchise basis with an 
organization that will also handle 
the financing of these houses. 

Lefton’s package plan includes 
house plans, jig plans and promo- 
tional material. In addition to the 
working plans, Lefton will furnish 
the materials and at minimum 
costs such parts as storage walls 
and wood kitchen cabinets as op- 
tional extras. 

With this plan, the dealer can 
set up a successful prefab busi- 
ness in his community with a mini- 
mum investment and at the same 
time take advantage of all the 
services offered by a national pre- 
fab firm. 

R. L. Sweet, president, Sweet 
Lumber Co., Kansas City, Kan., 
says his company went into the 
prefab business partly to help his 
best customers, who were calling 
for more complete packages, and 
partly to keep from losing his good 
customers to national prefabrica- 
tors. 

Many dealers are now helping 
home builders by the simple appli- 
cation to home building of econ- 
omies which start at the drafting 
board with good planning and fol- 
low through with yard-prefabri- 
cated units which will give home- 
owners the house they want at a 
price they can pay. 
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the actual step-by-step procedure 
involved in building a _ house, 
HOME Maintenance & Improve- 
ment magazine, published by 
American Lumberman, is building 
a house at Palatine, III. 

Both associations of building 
materials manufacturers and in- 
dividual suppliers have cooperated 
with HOME to make this unique 
project a success. It is the first 
step-by-step photographic cover- 
age of house construction in such 
complete detail in an American 
consumer publication. 

“The Story of a House,” illus- 
trated by scores of dramatic photo- 
graphs, will appear in the winter 
issue of HOME, which will be 
available Nov. 15. As usual, distri- 
bution will be by direct mail lists 
of their consumer customers sup- 
plied HOME by lumber dealers. 

The entire winter issue of 
HOME will be devoted to “The 


ARTIST’S SKETCH of house being built by HOME. 


of interest to every home planner, 
owner or potential buyer. Each of 
the 20 chapters will be devoted to 
one subject: foundation, framing, 
sheathing, insulation, masonry 
work, windows, siding, roofing 
and exterior finish, for example. 

Other chapters will cover in- 
terior finishing: floors, built-ins, 
interior walls and ceilings, finish 
plumbing and wiring and interior 
decoration. The kitchen, base- 
ment, garage and general land- 
scaping are treated in other chap- 
ters. 

Products and application meth- 
ods will be fully described and 
illustrated. 

Copies of this special issue will 
be available at cost to anyone in 
the building industry. For details, 
write Robert E. Russell, managing 
director, HOME Maintenance & 
Improvement, 139 North Clark 
Street, Chicago 2, Il. 


Step-by-step procedure 


in building this house will be illustrated in the winter issue. 
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BUILT FOR A SITE 


THAT’S EASY 


When nature’s beauty lies right in the front 


yard, WINDOWALLS make it an inviting part of 


daily living. Architect Norman Johnson took 
full advantage of this hilltop site by speci- 
fying a wall of stock-size Andersen Gliding 
Window Units in the living room. In homes 
you plan or build, Andersen WINDOWALLS 
open rooms to sunshine, fresh air, the view— 
yet offer weathertight protection against cold, 
dampness, dust. They’re both windows and 
walls. They’re Andersen WINDOWALLS... 
made of toxic-treated, insulating wood. 


ON THE EYES 


For more information see your WINDOWALLS 
distributor or write to the Andersen Corporation. 
WINDOWALLS now distributed throughout the United 
States including the Pacific Coast. 


*TRADEMARK OF ANDERSEN CORPORATION 


Andersen 
Windowalls 


COMPLETE WOOD WINDOW UNITS 


Andersen ( jorporation 


BAYPORT 


MINNESOTA 





STEP 2 ne 


Are You 


Getting Your 


Share of the 
Commercial 


Market? 


Glass Products AIR CONDITIONING has led to a wider use of glass 


block’s insulating qualities in both new construction 











Ten-Point Checklist for More 
Commercial Sales 

Building material dealers that have successfully 

handled commercial and industrial sales for years use 

the following methods to drum up new business: 

—Ask new tenants of stores and business places 
if they are planning any remodeling or alter- 
ation. 

—Suggest methods and materials to businessmen 
planning a remodeling job. 

—Show businessmen who are installing air condi- 
tioning equipment how glass block can keep 
operating costs down and improve the appear- 
ance of his place of business. 

—Meet with your contractors during the slack 
winter months and help them land commercial 
remodeling jobs. 

—Invite businessmen to visit your showrooms and 
see what's new in building materials and giving 
them plenty of samples. 

—Offer free estimates and help prospects plan 
store and office remodeling. 

—Use direct mail to inform potential customers 
about the latest developments in building spe- 
cialties and materials, which could benefit them. 

—Maintain a prospect list of potential future com- 
mercial adhdes jobs. 

—Prefabricate lumber specialties that have a po- 
tential market in the area, and let prospects 
know these are available. 

—Keep in touch with other local businessmen 
through social and civic organizations. 








and remodeling jobs. 


Asking for the business is one of the 
best ways of selling building materials. Sell 
businessmen on remodeling their stores to 
prepare for the stiffer competition which 
lies ahead. 


While searching for new business, many dealers are 
discovering the long-neglected industrial and commer- 
cial markets for building materials right in their own 
back yards. 


Accustomed to concentrating their promotion on new 
construction and home remodeling, these dealers are 
now uncovering profitable sales to the commercial mar- 
kets. With tougher competition for the consumer’s 
building dollar, dealers are beginning to concentrate on 
industrial sales of building materials to take up the 
slack. 


“Too many dealers take it for granted that all com- 
mercial jobs naturally go to some other source,” says 
R. C. Briggs, manager, Steel City Lumber Co. (Bader 
Corp.), Gary, Ind. “And they will unless the dealer 
wztches for opportunities and makes the most of them. 


“Recently, a bowling alley and tap room burned 
down in our area. We heard the owner was planning 
to remodel, so we went over and talked to him. The 
result was that we sold him on knotty red cedar for all 
the walls of both the bowling alley and the bar. He was 
so pleased he renamed it The Red Cedar Tap Room. 


“T feel that too many of these big-profit commercial 
paneling jobs are getting away from the lumber dealer 
simply because he doesn’t go after them,” Briggs ob- 
served. “After all, the banker, grocer, church deacon, 
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ROADSIDE STANDS and other por- 
table structures are being fabricated 
by Hill-Behan Lumber Co., St. Louis, 
for the commercial market. 


Prefabrication 





druggist, barber are local boosters who are quite will- 
ing to deal with the local lumber dealer, providing he 
can deliver the goods.” 

Though designed to help the homeowner, home plan- 
ning centers with building materials displays are help- 
ful to the businessman planning on remodeling his 
establishment. Here, besides getting expert advice, he 
can see the various types of paneling, hardware and 
flooring and visualize how they will look in his place 
of business. 

Ball Lumber & Supply Co., St. Ann, Mo., a suburb 
of St. Louis, found an extra profitable volume of busi- 
ness from interior paneling sales stimulated by a model 
basement recreation room. The owner of a cocktail 
bar saw the recreation room and liked it. He ordered 
similar materials to finish the interior of his establish- 
ment. Acoustical tileboard was used on the ceiling to 
give the sound control necessary in commercial instal- 
lations. 


Glass Block Sales Increase 


Installation of air conditioning equipment in busi- 
ness establishments usually leads to general remodel- 
ing and repair programs. Charles R. Courtney, of the 
Joseph Lumber Co., Chicago, who’s been selling glass 
block since 1937, says the market for commercial in- 
stallations of glass block has hardiy been tapped. 

“With more people installing air conditioning, there 
should be an increase in glass block sales for window 
openings,” Courtney said. “Replacing ordinary win- 
dows with hollow glass block makes it possible to use 
a 25% smaller unit to cool the same area because the 
block has the same insulating efficiency as an eight- 
inch brick wall.” 

Oak Harbor, Ohio, has a population of 2,400, yet 
within a two-block area on main street there are 16 
commercial installations of glass block. All the mate- 
rials and sales were promoted by the Bordeaux Buiid- 
ing Materials Co. of that city. 

Mrs. Olive Wheeler, owner and manager of the firm, 
says that a store front modernization program has 
been going on in that city for some time, but the trend 
toward glass block was spontaneous as business places 
started to spruce up. 

Food markets, lockers, garages and auto dealers, 
confectionery and machine shops are among the users. 
Others include the library, newspaper office and tele- 
phone exchange. 

As more and more business establishments install air 


Buttpinc Propucts MEeRcHANDISER 


Wood Fiooring STILL POPULAR, plank and wood 


block flooring as shown here are being 





used for distinctive effects in commer- 
cial buildings and social centers. 


conditioning equipment, modernization programs will 
follow and alert dealers will take this opportunity to 
sell building materials to the commercial market. 


Resorts a Prime Market 

Lumber dealers near resort areas can pick up sub- 
stantial profits by selling materials for cottage remod- 
eling and repairs during the slack late fall and winter 
season. 

Last fall, Charles Harbaugh Lumber Co., Twin 
Lakes, Wis., sold materials for 60 remodeling and con- 
version jobs which ranged from $100 to $3,000 each. 
Besides cottage repairs, resort owners are always in 
need of materials to repair fences, docks, boat houses 
and other structures. 

Resort, tavern, restaurant and motel owners are 
forever trying to stay ahead of each other in modern- 
izing their establishments. A little prodding by dealers 
can increase sales in this field, and the Harbaugh Lum- 
ber Co. has proved this point by handling as many as 
eight tavern remodeling jobs at one time. 

Building materials dealers should concentrate on 
selling commercial jobs when resort owners have the 
cash. After Labor Day is often the best time. 

In the fall and winter, promotion should be aimed 
at commercial establishments reminding them that 
now is the best time to remodel and repair while help 
is available to get their place ready for spring. Be- 
sides display ads, direct mail, post cards and personal 
calls should be used to reach resort and motel owners 
and operators of skating rinks, drive-in theaters, 
restaurants, hotels and other seasonal businesses in 
your area. 

Jalousies Are Popular 

Often a product can best be introduced to an area 
as a commercial installation. When Bob Dane, Jr., 
co-owner, Dane Lumber Co., Beloit, Wis., introduced 
jalousies to Wisconsin he anticipated some buyer re- 
sistance. A trial installation on a contractor’s office 
led to installations on ice cream stands, restaurants, 
a dairy, a church and other commercial applications. 
The interest stirred up by these windows mushroomed 
into an exclusive distributorship for Dane. 

The Rockford Country Club, overlooking the Rock 
River in Rockford, Ill., last year installed jalousies 
in its clubhouse. One set of jalousie window units 
overlooking the river is 48 feet long. Approximately 


(continued on next page) 
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Use this 





glass block | 


for insulated daylight 


with privacy 





Licur, beauty and insulation with privacy 
where it’s wanted most. That's what a panel 
of Owens-Illinois Glass Block No. 365 will 


bring to any bathroom. 


Point out to your customers the many other 
advantages glass block have. They're easy to 
handle and easy to install. They can be made 
to fit any size opening ...no frame is necessary. 
They never need to be painted or puttied. 

For information about how you can profit 
from the increasing use of glass block in home, 
school, factory, farm or commercial building— 
write: Kimble Glass Company, subsidiary of 
Owens-Illinois, Dept. AL-9, Toledo 1, Ohio. 


Owens-ILLINoIs 


GENERAL OFFICES @ TOLEDO 1, OHIO 


(To obtain more data on advertised products see page 290) 


180,000 square feet of window area are made up of 
jalousies. 

As the interest in jalousies spread, the Monroe 
(Wis.) Lumber Co. installed a set in a large roadside 
restaurant and the idea was adopted by other busi- 
ness establishments in the area. 


Selling Shorts 

Lumber dealers who have shops adaptable to pre- 
fabricating various structures are in an ideal position 
to get their share of the industrial market and profit- 
ably use up short lengths. 

The Farmer’s Lumber & Supply Co., Polo, Ill., uses 
its four-man crew to prefab various farm structures 
during the slack winter months and stockpiling them 
for sale in the spring. 

Farmer’s also creates industrial sales in various 
ways. When approached by the Standard Oil Co. to 
prefabricate shelving for its stations in the area, 
Farmer’s gladly tackled the job. Recently, this busi- 
ness brought in an order for tire racks 3’ wide, 20’ 
long and 9’ high for stations in the immediate area 
and for Standard’s stations in Chicago, Joliet, Peoria 
and other districts of Wisconsin and Illinois. The 
racks are assembled in a jig, spray painted, then 
trucked KD in lots of six to be erected by a two-man 
crew. 

As more and more industries go in for fork-lift 
handling, the market for made-to-order pallets is also 
expanding. Fabricating and selling these wooden 
storage pallets is providing a profitable sideline for 
the Foley Lumber Co., Jacksonville, Fla. 

Foley uses a three-man crew to fabricate about 50 
pallets a day. Inexpensive hardwood shorts are used 
exclusively. One salesman specializes in pallet sales 
to industrial customers. Prices vary from $3.50 to 
$15, depending upon the type and size. 

Another profitable use of shorts, both soft and 
hardwood, was discovered by a lumber dealer when 
a bartender complained about the difficulty getting 
carpenters to make duck boards for behind his bar. 

It was only a matter of a few hours for one man 
to get the correct measurements and prefabricate the 
duck boards from scrap lumber. Drug stores, dairies, 
butchers, florists, photo labs and other shops are all 
potential customers for these duck boards. 


Wholesalers a Big Help 

By working closely with their wholesalers, many 
retailers keep posted on new products and ideas in 
building materials and specialties. These new ideas 
are always welcomed by commercial customers who 
are looking for ways to make their business estab- 
lishments more attractive to attract store traffic. 

These retailers also use the wholesaler to answer 
questions asked by industrial and commercial cus- 
tomers. Usually, the wholesaler has heard the ques- 
tion many times before and has the answer at his 
fingertips. A phone call to the wholesaler will often 
bring the answer to a perplexing question and lead to 
another sale. 

By using the wholesaler’s inventory to good advan- 
tage, some retailers are cashing in on the commercial 
market by adding another outside salesman. A 
smaller inventory requires fewer employes and frees 
a ee to go out and dig for profitable commercial 
jobs. 

Promotion Plans Vary 

“We’ve been doing business with the same firm for 
five years because they were the only ones to ask for 
our business,” says the foreman of a Chicago display 
studio which prefabricates convention displays. “A 
few years ago we were a growing business, but this 
outfit was the only one we could depend on to deliver 
on time. They’ve never failed us, even when it’s a 
hurry-up order for a few special panels.” 

Though the methods of promoting commercial sales 
vary, they all hinge upon asking for business and fol- 
lowing it up with prompt delivery. 
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In any specific area, most commercial establish- 
ments are at one time or another in the market for 
plastic laminates, floor and wall tile, glass panels and 
block, linoleum, hardboard, paints, lumber and nu- 
merous other building products and specialties. 

A survey of your area will disclose a lot of stores, 
offices, restaurants and other business and civic 
establishments that are likely prospects for remodel- 
ing and repair jobs. 


Resilient Flooring 





PUBLIC BUILDINGS, as well as com- 
mercial enterprises, provide a ready 
market for colorful resilient floor cov- 
erings. Scene shows lobby of Cincin- 
anti Contemporary Art Center. 


REDWOOD was used by United Air- 
lines to build the world’s first drive-in 
ticket office at Redwood City, Calif 


Lumber 





$50 for the Best Letter 


Have you found this special issue helpful in planning 
and executing your fal! and winter merchandising 
program? 

American Lumberman will pay $50 for the best letter 
from a dealer telling what he did after reading this 
issue. Additional cash awards of $25 will be paid for 
the second best letter and $15 for the third best. 

Letters should run about 300 words. Literary style 
is not important. American Lumberman editors will 
judge the letters on the basis of the most successful 
sales program developed and tangible results achieved. 
Send your letters to American Lumberman, 139 North 
Clark Street, Chicago 2, Ill., c/o Best Letter Editor. 
Contest closes Jan. 1, 1955. 











BUILDING Propucts MERCHANDISER 


Use this 


| 


| glass block 


for insulated daylight 


with vision 








GLAss BLOCK PANELS are as practical as they 
are beautiful. You can recommend them with 
confidence. Here a panel of Owens-Illinois 
Glass Block No. 370 provides an attractive 
wall you can “see through.” 

Remind your customers no storm windows 
are needed to keep the clarity of glass block. 
They won't frost or sweat in winter. Glass 
Block provides better insulation than a 
window with storm sash. 

Owens-Illinois Glass Block are easy to 
hardle, easy to store, hard to break. Plan now 
to push—and profit from —this versatile, prac- 
tical building material. Write for details. 
Kimble Glass Company, subsidiary of Owens- 
Illinois, Dept. AL-9, Toledo 1, Ohio. 


Owens-ILLINOIs 


GENERAL OFFICES (1) TOLEDO 1, OHIO 


(To obtain more data on advertised products see page 290) 














Push 


Seasonal 


Merchandise. 


Proper Products -- Promotion = More Sales 


Just about anyone working in a retail store has been impressed by the pat- 
tern of sales over a year’s time. There’s a rhythm based essentially on the 
seasons or by traditional events like Christmas. 


There’s a distinct sales pattern in the retail lumber yard. Most new homes 
are still built in the summer because the warm weather makes construction 
easier. Repairs and improvements are extended throughout the year but the 
first touch of colder weather reminds the home owner that there are basic 
things he must do to prepare his home for winter. He can postpone a room 
addition but a tight warm house is essential both for comfort and economy. 

A lumber dealer will capture many sales of strictly seasonal items without 


effort or merchandising. Creative selling, however, can build the sales of sea- 
sonal merchandise far beyond mere order-taking. 


There isn’t a product discussed on the pages that follow that couldn’t be 
used to build a hard-hitting newspaper ad or an effective floor or window dis- 
play. Weatherstripping, for example, will lend itself readily to an informative 
window. The product comes in many types and the applications range from 
thresholds to windows. We’d wager a Hoo-Hoo dollar that not one customer 


in a hundred knows the full story on weatherstripping . . . but they’d like to 
know it. 


Promotion of seasonal items will boost your sales but there are other advan- 
tages. You'll be offering preventative service to your customers—one more 
winter on a home that needs paint might damage the siding seriously. You 
will achieve a reputation in your community that you are a progressive retailer 
—ready with the right merchandise, at the right time. 





Check List for Seasonal Merchandise 


The products that follow lend themselves to special promotion during the 
fall and winter months. They merit special displays, advertising and other 
promotion at this time. 


EXTERIOR PRODUCTS INTERIOR PRODUCTS 


Lumber Paint Glazing Compounds Window Hardware 


Siding Paint Accessories ©!a5s Substitutes Insulation 


(plastic glazing) lass fib 
‘ glass fiber 
abit : Garage Doors Weatherstripping mineral wool 
w 


vermiculite 
insulating siding Exterior Doors ae reflective 
* - ockse 
wood siding Storm Windows does chinasa wood fiber 


aluminum siding Stock cotton 

ication Downspouts and Gutters perlite 
combina 
Roofing Louvers Heating Equipment 

asphalt Calking Compounds gacsement Ventilators Ventilating Fans 

wood shingles Calking Guns Cement 

asbestos-cement Nails Disappearing Stairways 

galvanized Glass Snow Fencing Interior Finishes 

aluminum Glass Cutters Wood Preservatives Paint 
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RUBEROID 


OK-LABS 


Pat. No. 2,659,322 


-.»» WITH THE HIDDEN EXTRA 


Ruberoid Lok-Tabs look like regular square tabs, yet 
each shingle is locked down at the center of the butt. 
Proven windproof in both laboratory and field tests. 


Color styling, striated texture, heavy shadow lines add up 
to beauty that owners want. Competitively priced with 
ordinary strip shingles, Lok-Tabs lay faster with 612 % 
fewer pieces per square, 30% fewer nails. 
Lok-Tabs combine the features of interlocking shingles 
and square-tabs, plus added new beauty. Now you need 
stock only one shingle. For complete details see your 
ee is Ruberoid salesman or use the coupon below. 
Wind can’t lift them . . . they’re locked down 
with a concealed lock at the center of each butt. BEER EREE EEE eee eS we 
The wind is vented up the cut-out between the 
shingles and its force is dissipated. : 
gle P The Ruberoid Co., Dept. AL-9, 
Your Ruberoid salesman will put - 500 Fifth Ave., New York 36, New York. 
on a sound-slide film with an ac- wae | [] Please send further information. 
hg 


(] | would like to see a Lok-Tab demonstration. 


. . 7-7-4 
tion demonstration at the time and "7 7 
place you select. Set the stage for ace 
sales with this new Ruberoid hit. A 


Send the coupon now! YOUR NAME 


COMPANY 


The RUBEROID Co. ADDRESS 
Asphalt ahd Ashesfos Building Matenale se ciTy iene Se 
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WOMEN CUSTOMERS are increasingly important to the 


dealer selling all types of paint. Sales may begin with a 
pint and a small brush and end with $75 for exterior paint. 


Exterior paint is a perfect prod- 
uct to feature in the fall months. 
The cooler weather makes it a 
much more pleasant job and paint 
experts will tell you that more nor- 
mal absorption means real econ- 
omy for your customers. 

Surprisingly enough exterior 
paints frequently are neglected in 
the sales promotion plans of both 
dealers and manufacturers. In- 
terior paint has become the “glam- 
our” product and about 90% of 
the sales effort is directed to bally- 
hooing the smart colors and easy 
cleaning qualities of interior 
paints. 

Actually research is producing 
both improved exterior and in- 
terior paints. The new exterior 
paints last longer, they go on more 
smoothly and the colors offered are 
subtle and modern. 

From the dollar volume point of 
view exterior paint is often much 
more attractive to the thinking 
dealer. Few house jobs require 
less than $40 for exterior paint 
and the sale can run to $100 or 
more. The sale is further bulked 
by the sale of brushes, scrapers, 
thinners and other accessories. 
Larger sales can easily be financed 
under Title I, with no down pay- 
ment and immediate cash return to 
the dealer. It’s a package sale 
that’s really profitable. 


Do-It-Yourself Trend 


Authorities agree that 75 to 80% 
of the interior paint today is ap- 
plied by the home handyman. Ad- 
mittedly exterior paint is a lower 
percentage but there are plenty of 
indications that with encourage- 
ment the do-it-yourself customer 
would tackle exterior painting. 
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Most of the homes built today are 
one-story and relatively small, 
making job of painting both safe 
and easy. 


Start This Way 


If your store is typical, exterior 
paint is on the lower shelves with 
a woolly layer of dust on the top 
of the slow-moving colors. Getting 


the can up front in the window or 
on the floor in a prominent spot is 
the first step in really merchandis- 
ing exterior paint. But don’t stop 
there. Static merchandise rarely 
sells. Use manufacturer supplied 
sales tools and supplement them 


sales tools provided by manufacturers. Above a western 
dealer closes a sale with a jumbo size paint and color guide. 


with your own display cards giv- 
ing prices, preferably the package 
sales price for a typical home. 

Exterior paint like any other 
merchandise needs a planned ad- 
vertising campaign for maximum 
sales. Feature the protection a 
good exterior paint gives a home. 
It’s a selfish appeal that almost 
always results in increased sales. 

Probably only a small percent- 
age of your business comes from 
painting contractors. A strong, di- 
rect appeal to the do-it-yourself 
customer telling of the savings 
possible can easily be developed in 
a newspaper ad. 


mE Ae ‘i 


QUALITY is especially vital in house paint. Dealers who have tried pushing a 
cheap paint rarely forget the irritated customers’ complaints when peeling and 


checking resulted. 
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Precision 
roll-formed metal 
track... V-Bottom 

FINGERTIP CONTROL prevents dirt from 


obstructing wheel. 


TROUBLE-FREE PERFORMANCE * 


One track for 
all size doors... 


* 


Lifetime Nylon 
factory lubricated 
ball bearing 
wheels. 


* 


Adjustable 
hangers permit 
quick 
installation... 
jock nut holds 
adjustment 


* 


Guide Spacer 
keeps door 
aligned... 


SLIDING DOOR AND \V74749),1¢)-12 ate HARDWARE 


scuffed doors. 














aan 
% 


ARTHUR COX & SONS, INC. iia 
70 N. Sycamore, Pasadena, Calif., Dept. 10! 
Please send free literature on Glide-Master 
Sliding Door and Wardrobe Hardware 


aed 


Address 


a 
OOS — ei 
we 


City Zone.—__State.—_.. 


ied 
va 
™ 


Tee oR ER ERERE S| 
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INSULATION Is provided when this new glass fiber cushion 
is used as underlay for new siding on old houses. It is either 
nailed or stapled to the old sflling before installation of the 


new siding 


Recently a prominent Chicago 
building and loan association re- 
viewed their home improvement 
portfolio and discovered that 30% 
of their loans were for new siding 
on homes. Renovating the exterior 
is truly volume business in cities, 
large and small, and on the farm. 

The profit possibility in re-siding 
older homes was discovered many 
years ago by the specialty appli- 
cator. His systematic canvassing 
and salesmanship often sold jobs, 
unfortunately, right under the 
noses of many a lumber dealer. 
Since the FHA scandal broke this 
spring, applicators generally are 
under suspicion offering lumber 
dealers a golden opportunity to 
really capture more siding busi- 
ness. 

The successful sales techniques 
of the legitimate specialty appli- 
cator can be duplicated by any 
retailer seriously interested in 
building his sales of siding. The 
applicator relies on organized can- 
vassing of prospects, good sales- 
men and extensive use of Title I 
or other convenient financing. The 
dealer who tries only direct mail 
or other advertising as a substitute 
for this basic selling will probably 
be disappointed in his sales re- 
sults. 

Because of importance of the 
salesman in promoting siding 
sales, their selection and especially 
the compensation plan used by the 
dealer is of first importance. The 
compensation or commission ar- 
rangement should attract high 
calibre men and encourage initia- 
tive and hard work. Compensation 
plans satisfactory for store per- 
sonnel are rarely suitable for 
salesmen calling on homeowners. 

The salesmen you select have 
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SLE 











DIRECT CALLS with samples in hand will always be fun- 
damental in seliing siding. Once sold the selection of the 
color, then seems a mere formality. 


MILLIONS of older homes are prospects for re-siding. Sometimes the application 
is necessary to cover the deteriorated orizinal siding but a high percentage of 
homeowners merely want a change that will give their property a fresh, new look. 


never before had finer quality or 
more attractive siding products to 
sell. In asbestos cement siding, 
for example, a new item is striated 
with an attachment system avail- 
able for use over old wood siding. 
It comes in a variety of colors and 
has a thermoplastic coating that 
helps make the home more weath- 


ertight and comfortable. 

Many new asbestos cement shin- 
gles are silicone treated for great- 
er dirt and weather-resistance. The 
silicone also prevents darkening 
when wet and discoloration. Sim- 
ilar improvements in the designs 
and quality have been made in in- 
sulating siding and other products. 
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Modernizes sinks 


and shower stalls... and walls... and shelves... 























Dresses up tables Brightens cabinets Adds beauty to 


Turns bar tops 


worn counters... into showpieces... 


PLASTIC LAMINATE 


FOR A HUNDRED HOME USES 


Anyone can cover tables, counters, sink tops, window sills or wall 
panels with Conolite and be sure of beautiful results every time. 
This hard-surface laminated plastic goes on easily without special 
tools and bonds to wood, metal, press board or plaster surfaces with 
a lasting grip. You can offer your customers an exciting variety of 
colors and patterns, including wood grains. For all of its special 
features and convenience, Conolite still sells for a sensationally low 
price. Don’t send customers away disappointed when they come to 


you for Conolite — look into this new decorative laminate NOW! 


Comes in convenient roll form... 
Sell it by the yard 


FACTS ABOUT CONOLITE: 


® Conolite is easy to clean, dent-proof, flexible 
enough to form curves and coves. 


® Full-resistant to boiling water, acids, grease, 
alcohol, temperatures up to 350°F. 
® Comes rolled in a choice of several colors, 


widths and any desired length to eliminate 
eatra seams. 


Send a post card today for full details 


SELLING AIDS 
AVAILABLE TO YOU 


Here's one of the easi- 
est to understand book 
of instructions ever 
written... how 
to 

a Pply 


CONOLIre 


Attractive folder has 
ectual samples and 


Compact display has handy scmple squares for 
customer's inspection. ..extra samples are 
included in a protected compartment. 


SPACE ON BOOKLETS FOR YOUR IMPRINT 


CONTINENTAL E CAN COMPANY 


CONOLITE DEPARTMENT 
16th AND LOCUST STREETS, 


3UILDING Propucts MERCHANDISER 
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WILMINGTON 99, DELAWARE 
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TITE-OM duns: s 


ROOFING in the window 


toofing should be one of the 
easiest building products to sell. 
Properly applied, a new roof pre- 
vents damage to the home interior, 
provides added beauty to the house 
and generally peace of mind for 
the homeowners. 

These basic appeals—fear, pres- 
tige and peace of mind are among 
the most effective used today in 
modern advertising. And_ they 
should be employed consistently in 
selling roofing. 


DOWNSPOUTS, gutters and other 
roofing accessories are easily sold with 
the roofing job. 
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should be a “must” during the fall months. 
lisplay materials and keep the lights on during the early evening hours. 


TWO ROOFS IN ONE 


In reviewing the advertising of 
lumber dealers, American Lumber- 
man recently found that a high 
percentage of roofing promotions 
seemed to take it for granted that 
the customer already knew the 
advantages of a new roof. Most 
ads merely sold the merit of a par- 
ticular brand of roofing overlook- 
ing any personal, selfish appeal to 
the homeowner. 

Basing the sales approach of 
both salesmen and advertising on 
fear is especially suitable for fall 
merchandising. It’s a legitimate 
approach. A roof exposed to rain 
and snow must be tight and weath- 
erproof. Other home improvements 
may be delayed but a sound roof 
is a necessity. 

Roofing has been constantly im- 
proved in recent years both tech- 
nically and from the application 
point of view. Some of the new 
roofing materials offer greater cov- 
erage—25% -33 % —more than ordi- 
nary shingles. The term “decora- 
tor colors” is now applied to 
roofing to stress the many soft 
hues now available. 

The granule surfacing is fre- 
quently heavier, insuring longer 
life for the roof and greater cus- 
tomer satisfaction. A few of the 
new roofing materials are tagged 
“plastic” to describe the surface 
treatments now available. 

Advertising for roofing should 
be appearing as you read this issue 
of American Lumberman. The ex- 
tent of the advertising schedule 


Call on your suppliers for impressive, professional 


depends considerably on competi- 
tion and climatic conditions. 
Northern states require a concen- 
trated schedule through September 
and October. In the south the 
schedule can be carried through 
November. As we've suggested, a 
dramatic, hard-hitting appeal 
should be included in every ad- 
vertisement. For best results, try 
offering roofing as a package in- 
cluding material, financing and 
necessary labor. 


FRESH SIGNS on roofing materials 
are especially worthwhile during the 
fall months. Above a display used by 
the Frontier Lumber Co., Buffalo, N. Y. 
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HERE’S HOW YOU SAVE WITH FORD TRIPLE ECONOMY 


New Ford F-100 6'4-ft. Pickup has big 45 cu. ft. loadspace. Gas-saving Power 
with either the 130-h.p. Power King V-8, or 115-h.p. Cost Clipper Six. 


Makes stopping up to 25% easier! 


New POWER BRAKES—now available 
in FORD’S entire light duty line! 





Now, stopping can be up to 25% easier no 
matter what size truck you use. For vacuum- 
boosted braking is no longer limited to big trucks. 
Ford again pioneers by making Power Brakes 
available at slight extra cost on every one of 


the 44 light duty models! All Ford Trucks now 
offer Power Brakes! 


You’ll find Power Brakes a real time and effort POWER BRAKES are available on every Ford Truck 
: ; from ‘‘% -tonners’’ on up to make stopping as much 
saver on stop-go routes . . . in crowded city streets as 25% easier. Pressure needed to stop is so slight it 
or on a hill with a full load behind you. When won’t even break an ordinary light bulb. 
you buy your new light-duty Ford, specify Power 
Brakes. They’re worth every penny of their low SAVE WITH ALL THREE! 


extra cost in smoother, safer, easier stops. 





1. Gas-Saving Power! 2. Driver-Saving Ease! 
For complete information, see your Ford > Money-Saving Capacities! 
Dealer today! Or write: Ford Division, Ford . Ford Trucks last longer, too! 
Motor Co., Dept. T-24, Box 658, Dearborn 


Michigan. | | FORD 23: TRUCKS 


Watch Out For Kids! MORE TRUCK FOR YOUR MONEY! 
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WEATHER 


JUST A HAMMER is needed to install this plastic and wool 
Color matched tacks are supplied 


pile weather stripping 
without charge. 


Weather stripping has been one 
of the many building products 
directly influenced by the do-it- 
yourself trend among homeowners. 
Manufacturers now are slanting 
point-of-sale displays and litera- 
ture to this new type of customer. 
It has also influenced product de- 
sign and packaging at the retail 
level. 

This season, for example, a man- 
ufacturer who before sold his prod- 
uct in a 500-foot combination 
shipping case and dispensing car- 
ton will introduce a new take-home 
package. The weather stripping is 
wrapped around a cone of card- 
board that is factory price tagged. 
Each package offers enough mate- 
rial for the top and sides of any 
door or window. 

The familiar spring bronze 
weather stripping is frequently 
being packaged in round transpar- 
ent plastic boxes, complete with 
copper plated nails. Each box has 
about 17 feet of 144” weather strip. 

Improved packaging will obvi- 
ously increase impulse buying and 
reduce the time required by the 
dealer to make the sale. Complete 
application instructions are also 
now being supplied with most 
brands of weather stripping. 

While the sale of weather strip- 
ping on doors and windows is well 
accepted, the market for overhead 
garage doors is just becoming ap- 
preciated. The millions of homes 
built since 1946 with garages are 
all good prospects for door cush- 
ion. New point-of-sale displays 
are now available on overhead 
garage door cushions that stress 
how this product seals out mois- 
ture and eliminates slamming, 
freezing on the floor and door 
splintering. 
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SELF SERVICE is encouraged in this weather stripping 
display that even has a rule for measuring off the quantity 


desired. On therightis a special product for overhead 


garage doors. 


In advertising weather stripping 
a do-it-yourself emphasis will 
bring good results. You can tell 
your customers it’s a pleasant and 
easy project that can be done over 
the week end. Application usually 
is with tacks or in some cases 
staplers. A hammer and scissors 
are about all the tools required. 

For a dramatic window or floor 
display, try mounting the product 
on perforated hardboard. All types 
of weather stripping should be dis- 
played with prices below each item. 
Another idea worth trying is the 
use of an actual window unit with 
the weather stripping partially 
applied and appropriate sign tell- 
ing how easy it is to apply weather 


stripping. 

Because weather stripping elim- 
inates drafts and conserves fuel, 
one midwest dealer has found this 
sales tool useful. He has two win- 
dows side-by-side in his showroom. 
One window is weather stripped, 
the other is not. Bright red stream- 
ers have been tacked to the inside 
of each window. In making his 
demonstration, this dealer places 
an electric fan on either window. 
Because the weather stripped win- 
dow is tight, the streamers hardly 
move. The window not weather 
stripped agitates the streamers 
illustrating in a graphic manner 
the way drafts enter and warm air 
escapes. 


Courtesy Macklanburg-Duncen Co. 


WEATHERSTRIPPING Is strongly merchandised each fall at Billington Lumber 
Co., Oklahoma City, Okla. Above, left, Bill Beals, salesman, points out the advan- 
tages of a new door bottom using a model provided by the manufacturer. Within 
easy reach are other weatherstrip items mounted on perforated hardboard. 
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What Makes 
A Wood Kitchen Sell? 


Reaching back into the dusty files of our hundred-year-old past, 


we have come up with some interesting facts 


about wood kitchens and why they sell. 


Notice the top picture on the left; this simple, utili- 
tarian kitchen table was the modest ancestor of 
today’s billion-dollar wood kitchen cabinet business. 


Women provoked the first re- 
finements of this primitive 
equipment; the lumber dealers 
and furniture stores who sold 
our products carried their re- 
quests to us and the table began 
acquiring a more important look. 


Just Keep Adding... 


Spacious drawers, pot-bellied in 
the manner of the day, were 
the first addition—cupboard 
space was built on top. Women, 
as is their nature, began asking 
for more and more. In 1908 the 
splendid monstrosity below at 
left was the result of their cu- 
mulative requests. 


This Was The Last Word 


This, indeed, was a completely 
modern kitchen. How could the 
industry possibly improve on it? 
There were big drawers, small 
drawers, cabinets, flour bins, 
sliding shelves, mirrors and 
even—this may surprise some 
who think the built-in oven is 
a new development—a 
built-in cooking instru- 
ment! (In this model, 
the very latest fireless 
cooker.) Some of you 
old timers may have sold 
this model, 846-J, and 
remember that it retailed 
tor about $19.95. 


Still Pioneering... 


Do these old models give you a chuckle? Of course! Yet each 
step represents a pioneering advancement in kitchen develop- 
ment—a tradition which is maintained today at I-XL. 


The one unchanging thing throughout the years has been 
the high standard of craftsmanship and materials used by 
I-XL. This is why I-XL kitchens, in their 100th year, continue 
to sell and be sold by people who find that selling quality 
workmanship pays. 
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Production Prices—Custom Quality 


I-XL’s newest kitchen—the “Centennial”, is modestly and com- 
petitively priced. Yet it still maintains such rigid standards of 
quality construction as tongue-and-groove, mortise-and-tenon 
construction, fine heavy birch, hand-rubbed finishes, and trou- 
ble-free hardware. Quality is always easier to sell. 


New Production Facilities 


Modern power equipment, new conveyor lines, technical im- 
provement enable us to ship you more quickly and efficiently 
than ever before, while still keeping prices low, A complete 
separate department turns out some of the finest counter tops 
in the industry. 


Your Profit-Maker—The Wood Kitchen 


A tremendous market exists today both in remodeling and new 
construction for the wood kitchen, Today’s woman, like her 
grandmother, demands the warmth and reliable operation of 
wood kitchen cabinets—the adaptability of wood to personal 
home decoration. 


I-XL Is Easy to Sell 


100 years of satisfactory service to those who sell kitchens is 
an impressive recommendation. To you, it means a well-made 
product, a complete and ways poe line of cabinets and ac- 
cessories, designed for ease of installation. It means advertis- 
ing and selling aids, instruction books and ordering information 
which simplifies your job and saves you money. 


The production price means a healthy markup for you. 


If you are planning to increase your kitchen sales during the 
competitive winter months pas? you will want to promote 
the I-XL kitchen...the oldest and yet most modern on the 
market. 


Send for our complete information literature and price list now. 


OR RR mmm my 


I-XL Furniture Co. Goshen, Indiana 
Please send I-XL literature and price lists to: 
Name 


Address 


City __State 


Lec mmr wm ee erase sesame eaesaseasaaamamal 
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Veteran lumber dealers will tell 
you that it doesn’t take a calendar 
to tell them fall has arrived—the 
jump in glass sales always comes 
at that time. Most of the glass 
sales are replacements for broken 
storm windows that must be made 
ready for the winter months ahead. 

A high percentage of these sales 
will be made to the do-it-yourself 
customer who finds a job of this 
type relatively easy. But he usually 
will appreciate cut to size service 
if you can offer it. September 
isn’t too early to reach the handy- 
man with special displays and 
newspaper advertising. 

Each fall a considerable number 
of homes are modernized with 
glass blocks. While not strictly a 
seasonal item, glass blocks that are 
part of a larger home improvement 
job should be installed while the 
weather is still mild. The crystal 
clear blocks are something new 
this year to discuss with your cus- 
tomers. 


“Windows in rolls” is the way 
one manufacturer describes his 
plastic glazing materials. And 
that’s only half the story because 
modern plastic glazing materials 
are now available in a variety suit- 
able for any application. 

This building material comes 
clear or with galvanized or alumi- 
num screen in a variety of meshes 
from 9 x 10 to 44”. Plastic fiber is 
also used and the product comes 
waxed or paraffin coated. 

While a large volume is sold by 
the lineal foot, many manufactur- 
ers are now offering special pack- 
ages of materials, strips and nails 
for both doors and windows. 

The packaged “take-home” units 
for doors and windows are appre- 
ciated by dealers because of con- 
venience and the limited display 
space required. 

These products sell well because 
of their remarkably low cost and 
many uses both in the home and 
on the farm. 
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LIMITED SPACE is required for both 
cutting equipment and storage. Above 
the glass department of an Oklahoma 
dealer. 


FREE GLAZING is offered by Hannu 
Lumber Co., Tulsa, Okla. Customers 
must bring the sash to the yard for 
this service 


WINDOW MATERIAL 





Courtesy Arvey Corp 
EIGHT ROLLS of materir] in just a 
40” x 25” space is a feature of this 
merchandising floor fixture offered 
dealers selling this brand of plastic 
glazing 


Do-it-yourself customers will 
find plastic glazing materials ex- 
tremely easy to apply. Many manu- 
facturers have special literature 
available for use in the store and 
for direct mail that’s planned espe- 
cially for this type of customer. 


ATTIC EXPANSION provides many 
opportunities for the sale of glass 
blocks. They have twice the insulating 
value of conventional windows. 


Courtesy Warp Bros 


LOW COST storm doors, porch en- 
closures and storm windows are easily 
made with plastic window materials. 
It’s just a matter of cutting with a 
shears and tacking on. 
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BUILDIN¢ 


PALCO 


Architectural Quality Redwood 


OFFERS TIMELESS DISTINCTION 
for exterior or interior design 


Mellow richness is inherent in new redwood — while weather and 
time-defying qualities give it an unexcelled life span of beauty 
and service. Redwood has that look of “belonging” from the day PALCO Redwood is tops 
the building takes form, for redwood is a finished product with in ALL these qualities 
inherent architectural design characteristics. Dimensional stability, 
high paint retention, and ease of workability give it almost 
limitless range of practical application. Palco Architectural Quality 


Y High Dimensional Stability 
: > : 4 Finest Paint Retention 
Redwood offers the extra value of consistent uniformity of 7 Finest Paint Retenti 


Low Swelling and Shrinkage 


texture and grade — yet you pay no higher premium. 
For timeless distinction in exterior or interior design, specify 
Palco Architectural Quality Redwood. 


Greatest Durability 
Good Workability 


"4 Glue-holding Ability 


THE PACIFIC LUMBER COMPANY 


The best in Redwood —Since 1869 
Mills at Scotia, California 
100 Bush St., San Francisco 4 + 35 East Wacker Drive, Chicago 1 + 2185 Huntington Drive, San Marino 9, Calif. 








MEMBER OF CALIFORNIA REDWOOQOD ASSOCIATION 
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Both glazing and calking com- 
pounds lend themselves well to 
mass display. These products have 
an especially strong appeal to the 
homeowner in the fall when the 
protection of his property during 
the winter months has top priority. 
The corner grocery super market 
can probably give you some good 
ideas on mass display of seasonal 
items. 

In the canning season, for ex- 
ample, they group everything re- 
quired for canning on a large 
island display or in the window. 
It may include glass jars, jar rub- 
bers, paraffine, pectin concentrates 
and so on. Start with glazing and 
calking compounds but assemble 
all the items required to make a 
home tight for winter on one large 
table or island up near the door. 

Mass display stimulates impulse 
buying which frequently sells not 
only the original item that caught 
the customer’s eye but many re- 
lated products required to com- 
plete the entire job. Glazing com- 
pounds, for example, because they 
are no longer sticky and messy to 
use, can be sold easily to the do-it- 
yourself customer who also buys 
glass, putty knives and other re- 
lated items. 

There are, of course, many other 
uses for these compounds besides 
glazing windows. They can be 


specified for patching nail holes 
before painting, setting plumbing 
fixtures and many other jobs about 


the home. 


It wasn’t so many years ago that 
most calking compounds were ap- 
plied almost entirely with a knife. 
The knife is still used for some 
jobs but now about 95% of the 
calking sold is applied with a con- 
venient calking gun. Guns are 
manufactured in three types to 
handle bulk loads, cartridges and 
either bulk or cartridges. 

Most calking is done for the 
primary purpose of waterproofing 
or weatherproofing areas around 
exterior openings. It is used espe- 
cially with doors and windows 
between brick and wood, between 
siding and casing and around 
metal windows of all kinds. 

Calking compounds are one of 
those basic building specialties 
widely understood by the profes- 
sional but often overlooked or not 
appreciated by the homeowner. 
Probably only rarely do retailers 
demonstrate the use of calking at 
their home shows or do-it-yourself 
clinies. Actually it makes an in- 
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SELF-SERVICE from a mass display sells calking and glazing materials at Pet- 
tee’s, Oklahoma City, Okla. Grouped near the display are other related sales items. 


CALKING 


teresting and informative demon- 
stration that will attract the 
public. 

Among the recent trends with 
this product is calking in colors 
and in small packages. One manu- 
facturer is now producing calking 
in 26 colors to match every build- 
ing material. The many colors will 
match or harmonize perfectly with 
brick, stucco, asbestos-cement sid- 
ing, shingles, metal or wood. The 
new hand squeeze tubes are for the 
small jobs that require a limited 
amount of calking material. The 
nozzle is built-in and the home- 
owner merely squeezes the tube to 
apply the calking. 

Customers should be told that 
modern calking compounds have 
been greatly improved in recent 
years by research. The new com- 
pounds are semi-elastic an crum- 
bling and cracking has been large- 
ly eliminated. And don’t forget 
that on the good-sized jobs you 
sell or rent a gun. 


September 


¢ 


) 
, 


COMPACT counter displays that mer- 
chandise glazing and calking com- 
pounds and calking guns are offered 
by most manufacturers. The do-it-your- 
self trend has encouraged packaging 
in smaller quantities, as shown above. 
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f QUALITY 


REDHOT @\' . 


PRICE 


REVOLUTIONARY 2-WAY ‘ ’ . Most Economical Money Can Buy 


; | | : Smartly Styled Color Selection 
WG 19- Ge 4 .  MAGIC:FOLD DOOR SIZES 
SOLID CORE Magic-Fold closures are made in 
FOLDING DOOR two standard heights, 6'8'' and 
8'0". Both these heights are made 

in 4 standard widths, 2°0", 2°6", 

3'0"", and 4'0", to fit any opening 

from 24" to 48" wide. Or, pair 


these single sizes and get twice the 
width. 


NEW gO '0-Gs 


Sell it KD ina Kit for. . . $17.95 


Here's the hottest 


Your cost FOB your distributor $11.95 tom te hit the beliding tel 


in many a moon! Imagine a KD 
folding door that can be assembled 
OR in 20 minutes—hung in 10—AND any woman 


Sell it fully assembled for . $19.95 senerts tot aut OGe. Yuu Cin Gab 0 rool tasted 


among the builders in your community 


Your cost FOB your distributor $13.00 BECAUSE— 


Magic-Fold is low in cost. It's high in quality. It's beauti- 
ful in appecrance—and comes in a wide range of 
flattering colors. It gives yeors of wear, Is easy 


to hang, ond requires virtually no mainte- 
Every one of your customers is a pros- nonce. Sizes available for nearly 


pect for Magic-Fold Doors—whether their every size opening. 
house is new or ald. This can be one of your 
biggest profit makers. . 


4 


CLIP ME NOW - MAIL ME TODAY! 


ror ru. | CLOSURES, INC. 


DETAILS 533 E. Forest 
CALL YOUR | Detroit 1, Michigan 
or mail this 
coupon now! 





Gentlemen: 


Please rush me prices and full details on your amazing new Magic- 
Fold Door. 


Manufactured by: NAME 


CLOSURES, INC. ~ 


533 E. Forest Detroit 1, Michigan ADDRESS 


MFRS. OF WONDERFOLD AND MAGIC-FOLD DOORS CITY ZONE STATE 
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Everybody likes comfort and an 
opportunity to save money. Prop- 
erly fabricated and installed storm 
windows will do both of these 
things for homeowners. They re- 
duce drafts and keep the home 
warm during the long winter 
months. They materially reduce 
the fuel bill at a time when trim- 
ming the family budget has never 
been so important. 

All of which suggests the most 
suitable advertising and promotion 
themes for storm windows. Em- 
phasizing price will be much less 
effective than the strong appeals 
of comfort and economy. They are 
especially worthwhile in news- 
paper advertising 

Storm windows today, regard- 
less of type, have new quality 
that’s worth talking about. Wood 
storm windows, for example, are 
usually now toxic treated to resist 
rot and decay. The aluminum 
variety are stronger and better 
finished than earlier production. 

Many of your customers will like 
the new combination storms and COMBINATION storms and screens are rapidly becoming a building material 
screens that are so popular on the dealer volume item. Small samples, above, are available for calls on homeowners. 
market. They have a trim, modern 
appearance and they eliminate sea- 
sonal storing of the screens and 
storms 

One of the growing markets for 
combination screens and storms is 
for breezeway enclosures. Re- 
search has shown that nearly two 
million homes have been built with 
breezeways since World War II, oe oe ee aa. 
and a high percentage are still 4 eg ~ ST 
open without screens or storms. * 4 ORM SASH 

The do-it-yourself trend has qi ae 
definitely influenced the sale of 
storm windows. With even simple 
tools the home handyman can trim 
and fit his windows to size at a 
considerable saving. Some of the 
dealers checked by American Lum- 
berman reported that they were 
featuring instruction on fitting 
storm windows at their first home- 
owner clinics staged this fall. 


Pe ess 


en 














BREEZEWAY conversions are a top 
market for combination storms and 
screens, Properly installed they pro 
vide added living space the year WOOD STORM 


windows are still a good profit-maker for many dealers. Above, 
around 


a display at Hill-Behan, St. Louis, Mo. 
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COMMERCIAL + INDUSTRIAL 
® Special Size Doors 4¢ 
“Bristol” overhead garage doors are yours 
quickly to fill every commercial and indus- 
trial need. All special sizes are built to your 
order from kiln-dried Douglas Fir or Sitka 
Spruce. Strategically located factories — in 
New Hampshire, Eastern Penna., Southern 
Ohio, Central Indiana and Oregon — assure 
you of fast service and prompt, low cost 
delivery! Stock sizes, listed below, always 
are ready for immediate shipment. 


SPECIAL SIZES — BUILT TO ORDER! 


In thicknesses of 134” (or 1%”) 
WIDTHS HEIGHTS 
/ " / ”" / " / ” 
$0200 66140 
Every size (from 8’ to 20’ wide, from 6'6” to 14’ high) is yours 


promptly, built to your customer's requirements, Write for our 
special size price list now! 


COMMERCIAL DOORS — STOCK SIZES 
In thicknesses of 134” (or 1%”) 


6 panels wide . 
. 6 panels wide . 
.. 8 panels wide .... 
. 8 panels wide ........ 
. 8 panels wide . 


10’0” 
10’0” 
120” 
12’0” 
12’0” 


. 5 sections high 
6 sections high 

. 5 sections high 
uo 6 sections high 
. 7 sections high 


GET PRICES and FULL DETAILS! 


5 DISTRIBUTION POINTS IN THE U.S. 
Prompt, low cost delivery from our fac- 
tories and warehouses in Indiana, Ohio, 
New Hampshire and Oregon. 


* Penna., 





onal overhead door 


GRADUATED HINGES: 



































RESIDENTIAL DOORS 
® Stock Size Doors ¢ 


Conveniently located warehouses — in 
Penna., Olio and Oregon — guarantee fast, 
low cost delivery of all “Bristol” stock size 
residential doors. Made from kiln-dried 
Douglas Fir or Sitka Spruce, all door sections 
are wood doweled and steel pinned. Panels 
are exterior type plywood, 4” thick. AVAIL- 
ABLE SINGLY OR IN TRUCK OR CARLOAD 
LOTS! 


IN STOCK — IMMEDIATE DELIVERY! 


4 PANEL, 3 SECTION 6 PANEL, 4 SECTION 
4 PANEL, 4 SECTION 2 PANEL, 5 SECTION 
In thicknesses of 1%” or 134” 

8'0" x 6'6" 9'0" x 7'0" 
8'0" x 7'0" 14'0” x 7'0” 
8'0" x 7'6" 15‘0” x 7’0” 
8'0" x 8'0” 16'0" x 7/0" 
Standard headroom 1242" or 10” 
Low headroom 642." or 3” 


WRITE FOR PRICES & DETAILS! 


HARDWARE SETS Complete overhead door 
hardware sets with wedge-type track and gradu- 
ated hinges are available to match your door sec- 
tions. All hardware has electro-galvanized finish. 





GENERAL DOORS CORPORATION 


MONROE & RADCLIFFE STREETS, 


BRISTOL, PENNA. * 8RISTOL 8-3393 
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Both storm and exterior doors 
can be promoted successfully dur- 
ing the fall selling season. In 
northern climates, storm doors are 
a necessity for comfort and there’s 
volume in sales to homeowners 
that bought their houses without 
storm doors. Many dealers also 
report a lively sale of storm doors 
to replace those damaged during 
the previous winter. 

Doors that combine both storms 
and screens are, of course, the 
most popular item sold by most 
dealers today. They may be of 
wood or metal but in either case 
the customer prefers the conveni- 
ence of a door that can be changed 
with minimum effort. 


The big thing in combination 
doors is styling and flexibility. 
The new doors frequently have a 
much larger glass area. Decora- 
tive louvers or flutes are being 
used as an insert on the lower part 
of the door in the three light de- 
sign doors. Frequently the louvers 
are an integral part of the entire 
insert panel. Door research has 
also produced scores of sugges- 
tions for the more interesting use 
of colors on combination doors. 


Exterior doors of modern de- 
sign are a good fall item if ac- 
tively merchandized. The front 
door of a home is seen by every 
visitor and women especially are 
impressed by the decorative ap- 
pearance of a smart new door. New 
doors are usually preservative 
treated offering something new in 
sales appeal. 

In the past six months our edi- 
tors have noted a significant num- 
ber of dealers selling exterior 
doors with a trade-in plan. The 
usual practice is to allow about 
$5.00 for a sound, but old fash- 
ioned door. The offer is advertised 


Courtesy Moloney Co 
COMPLETELY PACKAGED for the 
do-it-yourself customer, this new alum- 
inum combination door is ready for 
immediate installation. 
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EXTERIOR DOOR sales will increase in the fall if supported by a planned pro- 
motion campaign. Individual doors with suitable signs should supplement the 


regular rack displays. 





and featured in windows and on 
the showroom floor. 


The doors traded in are then 
checked and repaired where neces- 
sary. Some dealers give the old 
doors a flossy door appearance by 
facing the door with tempered 
hard board on both sides thus 
covering up windows of odd design 
and ornamental trim. The used 


Courtesy Continental Screen Co 


THE CONTEMPORARY LOOK de- 
scribes this new combination door 
with the lower part of the insert 
fluted or louvered. 


doors seem to find a ready sale for 
budget-remodeling, on farms and 
for lake cottages. 


os 


Courtesy B & G Seles Co 


TYPICAL of aluminum combination 
doors is this smart new preduct. Prop- 
erly displayed combination doors can 
be a good impulse sale item. 
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ADVERTISING TO THE 
“DO-IT-YOURSELF” 
MARKET..... 


Baldwin-Hill is getting into the homes of more than 
400,000 building material buyers through regular adver- 
tising in “Home Maintenance and Improvement,”’ the 
dealer-distributed publication. B-H Magic Blankets are 
being purchased by thousands of owners who are building 
their homes . . . and by those who are modernizing their 
attics . . . a vast insulation market for you. 


These customers have been invited to ask their dealers 
for a fact-packed ‘How to Install’’ booklet — and many 
copies have already been distributed. 


These sales helps, along with many others, comprise the 
Baldwin-Hill Merchandising Kit which has proved to be a 
sure-fire sales producer wherever used. 


Ask Your Building Materials Wholesaler or 
Write Us for Complete Information 


wt OR 4 Rifung Oo 
a 
+ Guaranteed by > 
Good Housekeeping 
* 


nor 4s Avveanisto WO 
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Few homeowners today have to 
be convinced of the benefits of 
efficient, properly applied insula- 
tion. Years of advertising and fea- 
ture articles in leading consumer 
magazines have established essen- 
tially a pre-sold customer for in- 
sulation. 

While the consumer approves of 
the principle of insulation — fuel 
saving, greater comfort he fre- 
quently fails to understand that 
any house can be insulated at rea- 
sonable cost. Each manufacturer 
tells his own story; it takes a re- 
tailer selling all types to select 
and recommend the most suitable 
product for the homeowner. 

To tell this story to the customer 
with maximum speed and clarity, 
a single wall display on all insula- 
tion types is highly recommended. 
With a composite display of this 
type you can move smoothly along 
discussing the features of each 
basic type of insulation. 

One of the biggest markets for 
insulation is the attic space of 
older and, in some cases, post-war 
homes. There are literally millions 
of houses that need insulation in 
the attic. It’s essentially a do-it- 
yourself project that’s easily done 
with almost any type of insula- 
tion. It’s a necessity, of course, to 
have louvers on either end of the 
gable on an insulated attic. Be- 
sides increasing the overall sales, 
it’s a safety measure that mini- 
mizes condensation and keeps the 
entire house cooler in the summer 
months. 

Homeowners who plan attic ex- 
pansion during the winter months 
should be encouraged to begin 
their insulation this month. Once 


-* * 
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INSULATION 


EXPANSION ATTICS always require insulation in the roof and knee walls. Deal- 
ers can encourage homeowners to get this phase of the job started early before 


colder weather arrives 


insulated, the attic can be heated, 
making completion of the attic 
more pleasant. 

Now available for promotion of 
insulation are scores of new mer- 
chandising tools. One manufac- 
turer, for example, will put on an 
insulation clinic for homeowners 
complete with displays, motion 
pictures and a factory representa- 


pe ep 
a COL FRED 
DO-IT-YOURSELF customers now account for 90% of Ver- 


miculite insulation sales. Above fill insulation being leveled 
to the approved three-inch depth with a cardboard rake. 


tive to answer questions. A kit of 
direct mail, newspaper ad mats 
and other sales material are avail- 
able to build attendance. 

Television shorts are offered this 
year by most of the manufacturers 
of insulation. Last season many 
dealers sponsored cooperative TV 
shows on insulation in several 
cities. 





DISAPPEARING stairway sales often increase when insu- 
lation makes an attic useable the year around. 
suitable include a stairway in the package price. 


Where 
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the MALT-A-GLIDE 


Time-proven sales leader 
in the popular double- 
hung window field . . 
easily adjustable full 
weatherstripping . . . fric- 
tion-type balanced unit, 
quickly removable sash, 
quiet non-rattling finger- 
tip operation, 


dealers who want to 
boost their window sales 
... a triple play by MALTA! 


Three Quality Wood Window Units 
which fully cover every type of window 
installation used in modern home con- 
struction . . . with al/ the features 


demanded by builders and homeowners 
alike! 


The modern, multi-purpose wood window 
unit that “doubles in brass'’ for use in 
horizontal swing-out awning windows .. . 
casements . . . large groups! Putty-glazed, 
fully weatherstripped. Grooved sill insures 
perfect alignment in stacking; extra stop 
permits optional double-glazing. 


Horizontally-sliding wood window units that 
are ideal for use in the longer, lower ranch 
house style of architecture as ribbons or 
window walls! Fully weatherstripped sash 
is easily removable . . . unique positive 


watertight sill seal protects against drafts 
and heat loss. 


Stock all three 
of these 
MALTA leaders 


Get a head start on bigger profits for the 
coming year by selling the comprehen- 
sive MALTA line ... 3 great windows, 
available in a wide range of modular 
sizes to fit all styles of architecture; 
precision-milled from select western 
pine chemically treated for long life and 
to resist rot, stain and fungus. All 
MALTA units have jamb liners to fit 
walls of any thickness. For more infor- 
mation and the name of your nearest 
Malta jobber, write to 


Supreme Quality 
Since 1901 


MEMBER 
PONDEROSA 
PINE 
woodwork 
ASSN., AND 
N.W.M.A MANUFACTURING CO 
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Just for fun review the hard- 
ware items in your store that have 
special customer appeal during the 
fall months. There are door clos- 
ers, storm window hardware, door 
chains—it’s a long list that can be 
sold in profitable volume if strong- 
ly promoted. 


This review of hardware items 
with seasonal selling punch will 
also point-up the need for group- 
ing suitable hardware products for 
fall selling. If your store is typical 
the door closers are on one counter, 
the brackets for storm windows are 
over on the other side of the show- 
room. For regular selling this may 
be satisfactory but think of the 
impact and convenience that a 
grouped display would offer your 
customers. While we are thinking 
specifically of an island floor dis- 
play this same merchandising tech- 
nique can be used in store win- 
dows. 


After assembling the hardware 
items for best results place an 
overall sign above the merchan- 
dise. It might read “Everything 
in Hardware for Home Repairs and 
Improvement.” 


CABINET HARDWARE has sales 
punch this fall because of many strik- 
ing new designs and finishes. Improved 
packaging makes the dealer’s job 
easier, encourages more self-service. 


VENTILATING FANS have proved to 
be both a fall and winter item that 
builds dealer profits. Above, a manu- 
facturer supplied display that sells 
efficiently with minimum floor area 
requirements 
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HARDWARE 


d 


Courtesy Cyclone Fence 


RUBBISH BURNERS belong «» front or outside the store during the fall selling 
season. The burner above, does double-duty as a trash basket and as a safe 


rubbish burner. 


REPLACEMENT door hardware busi- 
ness is the target of this display re- 
cently made available to dealers. A 
pocket is provided for free consumer 
literature. 





DOOR CLOSERS are always a popular 
fall item. This new product is budget- 
priced and features easy installation 
and universal use on any screen, storm 
or combination door 


THIS SPACE HEATER and dehumidi- 
fier is especially suitable for base- 
ments. It could be included in a recre- 
ation room sales package sold on low 
monthly payments. 


HARDWARE visual displayed is half- 
sold. The rack, above, is designed to 
sell hinges, door stops, sash lifts and 
other bread-and-butter hardware that 
will keep the cash register warm. 
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Give this BILT-WELL unit cabinet display just 
four square feet of good display space on your 
floor and you'll find it the best moneymaker 

in your store! 

To pay you a monthly profit of $10 per foot 
takes but one sale of a comparatively small 
cabinet installation (ten units). It will more than 
likely pay off double or triple that amount 
because every month is cabinet month! And 
every owner of a home over 25 years old is a 
red-hot prospect! 

Remember: Nothing sells like a display of the 
product itself. Put BILT-WELL’s new unit 


cabinet display to work in your store right away. 


Follow the lead of America’s most successful 


lumber dealers... 


Stock, Display, Promote and Sell 


BCILT- WELL 


Products! 
Order your BILT-WELL UNIT CABINET 


Manvfacturers of the BILT- WELL Line of Outstanding Woodwork... 
MERCHANDISING KIT from your distributor BILT-WELL WINDOW UNITS—Awning, Double Hung, Cose- 


today, or mail the coupon for complete ment, Basement, Storm and Screen, Gable, Sash & Louvers... BILT- 

information. WELL CABINET UMITS—Kitchen, W ordrobe, Multi-Purpose, Cor- 
ner Chino, Mantets...BILT-WELL DOORS —iInterior, Exterior, 
Combination, Garage, Screen, Flush, Entrances. 


al CARR, ADAMS & COLLIER COMPANY 


| 
Established 1866 Dept. 25, Dubuque, lowa 
( with | Please send me full information on Built-Well Multiple-Use Cabinet Unit 
| Floor Disploys. 

NAME__ 

| 

| 

| 


COMPANY ADDRESS 


City STATE 
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Of all the building packages 
merchandised by dealers today the 
garage is probably the most popu- 
al The garage lends itself to 
extremely flexible merchandising. 
The retailer can supply materials 
only, a precut package of neces- 
ary materials or the complete 
garage. And it can be a minimum, 
budget garage or a deluxe affair 
complete with space for a work- 
hop or an outdoor patio. 

Fall is one of the better times 
of the year to advertise and pro- 
mote garages. During the summer 
hundreds of new cars have been 
purchased by people in your com- 
munity. And while advertising is 
important don’t overlook the ad- 
vantages of erecting a model ga- 
rage in your yard. The garage 
should be near the street and 
tagged with suitable signs stress- 
ing the low monthly payment 
price 

The replacement garage door 
market is one often neglected by 
many dealers. Older garages are 
relatively small and today’s big 
autos will fit better into the avail- 
able space if a new overhead ga- 
rage door is installed. 


Planning a well-organized sales 
campaign for more fencing busi- 
ness should begin with sharply de- 
fined goals. The market roughly 
divides into farm and homeowner 
selling. The sales approaches 
should be largely tailored to the 
market that offers the best poten- 
tial for the dealer. 

In selling the farmer, for ex- 
ample, the purchase is generally 
a volume sale that may run into 
hundreds of dollars. Because the 
farmer’s investment is sizeable 
dealers who have been successful 
with fencing rely heavily on direct 
mail or newspaper advertising 
with a strong price appeal. The 
farmer too, likes detailed selling 
copy that describes accurately the 
product being offered. He’s inter- 
ested in the durability of the fenc- 
ing whether it’s full-pressure 
treated posts or the heavily gal- 
vanized wire fencing itself. 

The farmer is also impressed by 
an adequate stock of fencing, well 
displayed. Like any customer he 
likes a choice of available mate- 
rials to exactly meet his require- 
ments. 

It’s our impression that the 
homeowner is more interested in 
the appearance of the fencing 
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GARAGE DOORS 


REPLACEMENT DOORS hit a profitable market that’s worth 


cultivating. A 


compact overhead garage door in the older garage, above, makes it easier for 


the homeowner to enter and leave his car. 


MASS DISPLAYS sell carloads of fencing for this lowa dealer. Price tags on each 
roll probably would boost sales even higher. 


rather than the price. In visiting 
yards this summer we were told 
that the newer designs in both 
wire and wooden fencing we’re 
getting the best play. Customers 
seemed to be interested in unusual 
decorative fencing, especially post 
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and rail and woven picket fencing. 

Snow fencing is strictly utili- 
tarian but an item that’s growing 
in profitable volume. Suburban 
living is creating wider use of this 
product and every farmer is a 
prospect. 
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Wtiaa store traffic... 


WA quick profits 


with these fast-selling WOOD ART products, 
designed to win the “do-it-yourself” trade! 


Hundreds of leading dealers are 
stocking Wood Art extra-value 
specialties for extra fast sales with 
extra big markup! You, too, can 
capture and hold more customers 
by featuring these sure-fire ‘‘over- 
the-counter’’ products. See for 
yourself how speedily they sell. . . 
and how they put new profit-pep 
in all your business! 


Custom Style K. D. 


Decorator Cornices 
with V2" 
Clear %‘’ A D Grade Fir Ply faces—%"' clear Solid Wood Dust Caps! 


white pine side returns; double routed for cornice rods. 
Complete with custom type steel angle iron hardware. Individually 
wrapped and Flex-Packed 6 per bundle. = 


Style = 701— Style 2 702 Style  703— 
WIDTH 8°’ DEPTH 10°’ DEPTH 12°’ DEPTH 

cost cost cost 
1.15 NET 1.20 NET 1.80 NET 

1.50 1.80 2.10 

1.80 2.40 2.70 

2.40 3.00 3.30 

3.00 3.30 3.90 

3.30 4.20 4.50 

3.60 4.80 5.10 

5.70 6.30 

7.20 7.80 


“WELDTEX” 
swan oan GABINETS 
wrought iron legs 

for the build it your- Crafted in %" CLEAR WHITE 
self fans! PINE, with Weldtex easy 
sliding doors and counter- 
Extra heavy = 
steel, 21/)'' " sunk masonite backs. Smooth 
brackets with sanded, ready to wax, paint 
drilled screw " 
Duratized lifetime finish or stain. Completely assem- 
%'‘ round wrought iron bled; extra-strong joints are 
hairpins are arc-welded : 
to top brackets for extra double nailed and glued. 
strength Here's a real 
ly hot quality item at Size . 
lov: low prices CAB-230 30''x53/4''x8"' High $ ~ 
CAB-330 30''x5%,' x141/2"' High 
with shelf 
CAB-430 “49V/a''x16" High 
$1 50 *CAG-530 30''x9'/)‘'x31" High 
1.90 CAB-630 ‘x11 y''x16" High 
: *CAB-730 “a1 1V_''x31" High 10.88 
2,20 *CAB-736 a1 Ya''x31" High ...... 12.28 


2.65 *Supplied with 3°’ tapered wood legs, and ad 
2.80 justable shelf 








sets of your 
price 











All prices F. O. 8. Staten Island, N. Y. C, 2% 10 days, net 30 


Market tested, hard hitting, newspaper mats available. Write for details of Wood Art's volume 
(¥] building, profit making promotional program. No obligation of course. 


| WOOD ART PRODUCTS CORPORATION 


570 Richmond Terrace, Staten Island, WN. Y. 
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HERE'S THE FAMOUS " 
CLARKE THREESOME 


. c EC-8 SANDER 
Fastest cutting 
machine in the 


= rental field 
os 


4,4 


‘ 


P-11 

MAINTAINER 

Waxes, scrubs, 

polishes and 

steel wools 
C-5 EDGER 
Perfect for 
those hard- 

to-reach spots 


CLARKE SANDING MACHINE CO. 


469 East Clay Avenue Muskegon, Mich 


Please send me the complete Renta Clarke sales 
plan that will build extra rental profits for me. 
There's ne obligation, of course. 

NAME 
sToRE_. 
STREET. 


 -  , 








The most profitable 
sales plan in the floor 
machine rental 

field is yours FREE — 
compliments of Renta 
Clarke. The plan 
shows you how to get 
the most profit in 
rentals and sales of 
sandpaper, sealers, 
varnishes, waxes and 
related items. 

Send the coupon for 
your plan today! 


Authorized Sales Representatives and 
Service Branches in All Principal Cities 


larke 


SANDING MACHINE COMPANY 


Muskegon, Mich. 
PIONEERS IM THE DO-IT-YOURSELF RENTAL FIELD 


469 East Clay Avenue . 


176 





(To obtain more data on advertised products see page 290) 


Advertisement 


Floor Machine 


Rental Income 


Reaches $7,400.00 Mark 
In Watchung, N. J. 


Rental Department Brings in New Customers, 
Related Sales Make Profits Soar 


WATCHUNG, N. J. — When a floor 
machine rental department in a com- 
munity the size of this small New Jer- 
sey town can show a return of $7,400 
in just one year, that’s news. 

And that’s exactly the achievement 
of the rental department of the Watch- 
ung Hardware Store. In fact, the rental 
department has played a leading role 
in the growth of the business since its 
organization four years ago. Floor 
space in the store has tripled in that 
period. 

“We keep a complete record on our 
rental department so we know where 
we stand at any moment,” says Frank 
Januzzi, owner. “It’s an amazing story 
of steady growth.” 

Januzzi’s books show that during 
the past year income from renting floor 
machines totaled over $2,800. Sales of 
sandpaper yielded an additional $2,200. 
From sales of floor seal, shellac, steel 
wool pads, waxes and related items 
required by castomers, the company 
took in $2,400. Januzzi reports these 
returns do not include additional sales 
of related items bought after the actual 
rentals because his records show only 
those sales made at the time of the 
rentals. 


Credits Clarke Machines 


“There’s no question in my mind 
that much of the success of our rental 
department is due to the fact that we 
rent Clarke equipment,” Januzzi says. 
“We find our customers like to work 
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with Clarke machines and that we have 
very few on-the-job difficulties.” 

Each year since opening his busi- 
ness, Januzzi has added to his Clarke 
rental equipment, The store now offers 
four complete rental sets including two 
new Clarke EC-8 floor sanders and five 
floor maintainers. 


Instruction Important 


“We firmly believe it’s important to 
have a sufficient number of machines 
to take care of the traffic we’ve built 
up,” Januzzi reports. “And we always 
make it a point to instruct a new cus- 
tomer in the operation of each machine 
and offer advice on supplies he’ll need 
to do a good job. They appreciate this 
little extra attention.” 

Actually, according to Januzzi, it’s 
the sale of related items and impulse 
purchases that make the rental depart- 
ment doubly attractive from a business 
standpoint. 

“There’s no possible way to deter- 
mine the numbeyv of sales we make just 
because we have a rental department,” 
he said, “but we know the volume is 
great. We’ve served regular customers 
and brought in a large number of new 
customers with these machines and 
they keep on doing business with us for 
nearly all their other hardware needs.” 

“IT just wouldn’t think of abandon- 
ing this rental business. And I can 
recommend Clarke rental equipment to 
any owner in this field who wants to 
a a service to his customers and 

uild a profitable business.” 
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Feature 


Courtesy The Gypsum Association 


REMODELING SALES—materials only for the do-it-yourself customer or the complete 
will be pushed harder than ever by dealers all over the nation this fall and 


project 
winter. 


Sell Customers the Advantages of Package Selling 


Check these seven points and see if you are promoting the 


full benefits of package buying to your customers. 


More than at any other time in 
post-war history, NOW is the time 
for you to sell the public on the 
advantages of package buying. 
The selling time is ripe because 
the American public is aware of 
the hazards of dealing with itin- 
erant home-improvement peddlers. 

Here are the advantages of 
package buying that you can sell 
and profit by: 

1. You are a local, reliable and 
trustworthy retailer with X num- 
ber of years of faithful service in 
your community. You will never 
build and run. 

2. You handle high-quality ma- 
terials which are guaranteed per- 
sonally by you. 

3. You stand behind the expert 


Buitpinc Propucts MERCHANDISER 


workmanship of your own or your 
contractors’ crews. 

4. Your customers may — with 
confidence—make your store their 
one-stop building and remodeling 
headquarters. Your customers 
need not buy from door-to-door 
fly-by-nights—nor shop many out- 
lets in buying materials. 


5. You can give your customers 


sound advice, which is based on 
your years of practical experience. 

6. You give financing based on 
real, not inflated costs. 


7. You give your customers a 
complete complement of services— 
ranging from free plans to final 
inspections — which they could 
never hope to get from any wan- 
dering huckster. 


The following pages are speci- 
fically designed to help you sell 
more remodeling packages this fal] 
and winter. Be sure to see: 


How to Compete in a Woods 
Full of Kitchen Specialists. .182 


Fall is a Timely Season for 
Garage Promotion 


Six-Point Plan Boosts Recrea- 
tion Room Sales 


Use These Ideas to Step Up 
Your Attic Remodeling 


Stockpile Profitable Building 
Packages 


Use These Proven Promotion 
Packages 





Free Ad Mats 


A wide selection of attrac- 
tive ads you can use to 
build sales and get the bes? 
point-of-sale advantage 
from Masonite's national 
advertising. 
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Good Local Publicity 


A wealth of stories and 
items your local newspaper, 
radio or TV stations will use 
to get the Masonite Products 
you sell in front of the pub- 
lic at minimum cost. 





Point-of-Sale Displays 


Displays, samples, posters, 
booklets and many other 
sales helps that catch the 
customer's interest and tell 
him about the 33 types and 
thicknesses of Masonite 
Presdwood® Products. 

















Do-it-Yourself Helps 


Helpful plans, booklets and 
other material the handy- 
man needs to get the best 
results with Masonite 
Presdwood for the proj- 
ects he saw in Masonite’s 
national advertising. 
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Phus... 


In addition to the powerful, 
continuous stream of Masonite 
national advertising, you have 
the help of the Masonite Man. 
He can give you technical help, 
and his regular calls on archi- 
tects, builders and contractors 
mean extra sales for you. 
See your Masonite Represent- 
ative—ask him to explain 
Movies—TV—Radio Scripts Special Market Literature Masonlte’s Gusiness Setiwer 
program for dealers and what 
Movies you can use in your if you want to reach the | it can mean in soles and profits 
local theater, material for commercial, farm, indus- | for you. 

TV showings and radio trial, architect or contractor 
scripts for spot announce- fields, Masonite has specif- NATURALLY STRONGER WITH LIGNIN 


ments are all available to ic material to help you sell == MASO & ITE ® 
you from Masonite. these specialized markets. PRESDWwOOD 
Wooo mane seTTe® CORPORATION 
Dept. AL-9-6, Box 777, Chicago 90, lil. 








“Masonite” signifies that Masonite Corporation is the source of the product 
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“It breaks where you want it to break!” 


says R. R. RAWSON, owner 
Princeton Hardware Co., 
West Pullman, Ill. 


“Brand ‘C’ was far easier to cut than any of the 
other three I tried,’ said Mr. Rawson. He had just 
finished testing four well-known brands of single- 
strength window glass. These brands were identi- 
fied only by letters—A, B, C and D. After trying 
several cuts on each, he picked “‘C”’ every time! 

“C” was L‘O-F. And more than 9 out of every 
10 dealers who took this “blindfold test” picked 
L-O-F. 

L-O-F Window Glass is easiest to cut into big, 
little, angled or curved pieces. As a matter of fact, 
Mr. Rawson cut a 4” strip off one side, and got a 
straight, clean break! 

L:O-F cuts easier because it’s annealed more 
slowly, more patiently. That makes it less brittle 
and more “‘even”’ in structure—so it’s a safer buy 
for your customers, too. 





---------------5 


TRY THE 
‘‘BLINDFOLD TEST” 
YOURSELF! 


Cut L-O-F first, last, or in-between the other 
brands. Run any kind of a cut you want. 
You'll see why you have fewer bad cuts, less 
waste and more profit with L-O-F. 

Call your nearest L-O-F Distributor. These 
local businessmen are listed under “Glass” 
in the yellow pages of phone books in many 
principal cities. And send for your free 
booklet—"For Greater Profits in Window 
Glass’. 

Write Libbey-Owens-Ford Glass Co., 608 
Madison Ave., Toledo 3, Ohio. 


| 
| 
| 
| 
1 
! 


He cc ce ce ce ee 





Eats LIBBEY- OWENS: FORD the easy-to-cut WINDOW GLASS 
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sell “American” 


@ American Fence is the brand to carry, because it’s the brand 
the farmer wants. And the farmer wants the best in the field. 


American Fence is made to last—in fact, actual field results 
indicate life of 30, 40, even 50 years. Your customers know (>) AMERICAN 
this. They are kept aware of it through consistent advertising w/ ~=sdRENCEE 
in leading national and farm magazines—magazines that can 
be found in some six million farm homes. Moreover, another 
big assist is given by radio commercials, direct mail literature, 
and catalogs and folders which are supplied to American 
Fence dealers for distribution to customers and prospects. 
Actually, American Fence almost sells itself. All you have 
to do is display your American sign prominently—keep your 
American Fence out where it can be seen by everyone, and 
remind your customers with American literature and by word 


of mouth that the time is always right to put up American 
Fence. 





P ROFIT- MINDED DEALERS! Handle the complete line of USS American products. 


Here are some fast movers: 





USS American “U" and USS American Tie Wire for 


USS American Galvanized USS American Hex-Cel 
wh vomalis Balers 


J Poulin Netting — 
Theres more American Fence in use than any ober brand / 




















AMERICAN STEEL & WIRE DIVISION, UNITED STATES STEEL CORPORATION, GENERAL OFFICES: CLEVELAND, OHIO 


COLUMBIA-GENEVA STEEL DIVISION, SAN FRANCISCO * TENNESSEE COAL & IRON DIVISION, FAIRFIELD, ALA, 
UNITED STATES STEEL EXPORT COMPANY, NEW YORK 


USS AMERICAN FENCE 


& Bee a wp TAY eS =~ Bm Be 
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MODERN KITCHEN DISPLAY at the Bader Corporation’s kitchen division features a 
do-it-yourself unit (above) and a higher-priced unit in order to appeal to various income 
levels. Manager Carl Jenkins shows a customer the kitchen’s features. 


How to Compete 
in a Woods Full of Kitchen Specialists 


DO-IT-YOURSELF KITCHEN in the home of Mr. and Mrs. Fred Larson, 
Gary, Ind., meant a sizeable sale of Philippine mahogany and wrought 
iron hardware for the Steel City Lumber and Supply Co. 


Departmentalization coupled 
with customer-pleasing services 
has resulted in a three-fold in- 
crease in sales for the Bader Cor- 
poration’s kitchen division in Gary, 
Ind. — a city with 30 kitchen com- 
petitors. 

“Centralization of our kitchen 
sales from our seven yards into a 
single department allows us to 
compete on an equal footing with 
a woods-full of kitchen special- 
ists,” says Carl Jenkins, division 
manager. “Kitchen leads from all 
salesmen are sent here,” he adds, 
“and we are able to give improved 
service which is bringing us in- 
creasing numbers of satisfied con- 
sumer and contractor customers.” 


In capsule form, here’s Bader’s 
step-by-step kitchen sales _ pro- 
gram: 


A separate kitchen sales building 
is equipped with a do-it-yourself 
kitchen display and a higher-priced 
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Courtesy Chambers Co. 
BIG SWING TO BUILT-INS is reported by dealers all over the nation. This modern 
kitchen contains a counter-top burner unit and a wall oven. A battery of fluorescent 
lights above corrugated translucent material furnishes diffused, shadowless light to 
the entire room. 


Departmentalization and a variety of customer-pleasing 
services brings a three-fold sales increase to an Indiana dealer. 
Here’s his step-by-step program. 


display in order to appeal to various 
market levels. Newspaper advertis- 
ing and direct mail is on a year- 
around basis. The firm offers cus- 
tom designing of every kitchen 
project, which includes a rough plan 
and finished blueprint. Installation 
may be handled any way the cus- 
tomer desires—including help from 
the firm’s well-trained, two-man 
crew. Checks are made during in- 
stallation, immediately after com- 
pletion and six and 12 months later, 
to make sure the customer is sat- 


is fied. 


1 — Four-Price Sales Approach 


Bader’s showroom for the 
kitchen division is located on the 
main street of Gary with plenty of 
free parking space nearby. The 
left side of the room contains a 


finished display of popular do-it- WELL-PLACED WINDOWS was one of the design ideas appreciated 
yourself kitchens. This _ birch by this housewife in kitchen supplied by Bader. Notice the use of tile 
(continued on page 186) on the wall behind the cooking area. 
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Stained sidewall shakes an 


slam ie) tear te lael J, 


got you 
over a barrei?7 | 


Y 


SELL STAINED SHAKES AS A 
eeehet Sake 2 Mel. meg. o - 


OPTIONAL KOLOR PLAN 


Oniy ONE prime color shake to stock. 
TWENTY modern finish colors to sell. 
No color inventory problems. 

No color match complaints. 

More job starts on minimum inventories. 
No extra pick-up and delivery costs. 


Dozens of builder and home-owner 
selling points. 


Complete merchandising material. 


+] | ae £0) 8) Beli -terieli eaeeli- ea ii-ieeee).) 


CREO-DIPT COMPANY, INC. 


N. TONAWANDA, N. ¥ 
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BC Va aroware 


improves any kitchen 














K-V Drawer Slide, K-Venience Towel Rack, 
K-Venience Pan Rack 


K-V #80 Standards 
and #180 Brackets 
are ideal for 
adjustable open 
book, storage and 
window garden 
shelving. 





New K-V #1300 Drawer Slide is economical, 
easily installed, has noiseless nylon rollers. 


For cabinet 

adjustable 

shelving use K-V #255 
Standards and #256 
Shelf Supports. 




















Space saving kitchen K-Veniences include Towel Racks, 
Pan Racks and Cup Racks — sell them with confidence. 


Grand Rapids, Michigan 
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Foto Folio contains 20 photo- 
graphs showing Gate City 
Windows in all structures. 


Mailing Stuffers on air condi- 
tioning, Heating and Remodel- 
ing with room for your name. 





A new modernized floor display, 
mailing stuffers, catalogues and 
a Foto Folio are available to all 
Gate City dealers. Cash in on 
this national program — return 
the coupon below for full details. 


Catalogues inform Architects, 
Builders and Home buyers 
about Gate City features. 


New Floor Display takes up 
little space, sells Gate City 
windows for you. 








More Profits in Good Merchandising |! 


Yes, there are more profits for you, as a Gate City dealer, in the merchandising 


program designed to help you sell more Gate City Wood Awning Windows. 


Mailing stuffers, photographs, catalogues, Folders, ad mats and a new floor display 
are some of the merchandising aids offered as part of Gate City’s program 


to pre-sell your customers. 


If you are not yet a Gate City dealer and are interested in more information on how 


Gate City sells for you, please fill out the attached coupon and mail it today. 


| GATE CITY SASH & DOOR CO., Dept. AL-9 
P.O. Box 901, Fort Lauderdale, Fla. 
AWNING WINDOWS 


Gentlemen: Please send complete information on Gate 
Fema least, fer Ling life | 


City Wood Awning Windows. 
“Window Craftsmen for over 40 years” 
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CABINET HARDWARE is installed by Bob Dickinson 
while his wife arranges the glassware. 
the Bader Corp., KD, this kitchen was assembled in a 


few evenings by the couple 





KITCHEN SPECIALISTS 


(begins on page 182) 





kitchen comes in three price 
ranges; KD, assembled but unfin- 
ished, assembled and finished. The 
other side of the showroom con- 
tains a beautiful maple kitchen. 
Both displays are visible from the 
street. 

“In a minimum of display space 
in a converted office building,” says 
Jenkins, “we can show customers 
kitchens of four different prices.” 


2 — Year-Around Advertising 

Newspaper ads on kitchens are 
run each month in the local paper. 
Manufacturers’ mats illustrating 
kitchens are used prominently in 
the display ads. Financing is of- 
fered. During the Christmas sea- 
son, gift certificates for kitchens 
are available. 

Manufacturer’s literature is 
mailed only to names on the active 
prospect lists generally about 
200. Most frequently, the mailings 
consist of article tear sheets from 
home improvement magazines. “Di- 
rect mail of this type has been 
helpful,” says Jenkins, “but we get 
our best results from newspaper 
display advertising.” 

3 — Custom Designing 

One of Jenkins’ first steps is to 
diplomatically determine what the 
customer intends to spend. Prices 
of kitchen sales have ranged from 
$150 —- $3,500 with the average 
around $1,000—$1,500. “We em- 
phasize that we actually engineer 
a kitchen as part of our service,” 
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WE assembled our 
own KITCHEN 
and saved 40% 


i Pages 97 te 105 


BIRCH KITCHEN Vdeny 


with all the latest “WIFE-SAVERS” 


ait® 
; ane 
: eg 40 
. Re 


Ww 


our dream bitchen 


+ Pages 60 to 63 


BADER CORPORATION 


943 Broadway GARY Phone 3-8588 


Sree 








Delivered by 


he says, “and we point out that 
about 75% of all kitchens gener- 
ally do not get this treatment. We 
tell customers what a good kitchen 
consists of from the standpoints 
of work areas, space and appear- 
ance.” 

If the kitchen is for an existing 
home, Jenkins goes to the site to 
get all measurements and to check 
for crooked walls and floors. Back 
at the office a rough plan of the 
kitchen is drawn. Jenkins and the 
customer go over the rough plan 
and make necessary changes be- 
fore final approval. Next the plan 
is blueprinted. Copies go to the 
plumber, electrician and others 
connected with the job. 

“As yet we do not display ap- 
pliances,” says Jenkins, “but we 
inform customers we will supply 
any brand they desire. We carry 
literature of some of the better 
firms and it is surprising how 
many customers will buy up to 
$600 worth of appliances from pic- 
tures. If customers want to see the 
latest built-in ovens, dishwashers, 
etc., we take them across the street 
to the gas company’s showroom. 

In competition with ali other 
dealers in town, Bader sukmitted 
a design for a kitchen display at 
the gas company and it was ac- 
cepted. This display is “live” with 
a full complement of appliances. 
During cooking demonstrations, 
spectators receive literature stamp- 
ed with Bader’s name. 

4 — Choice of Installation 

The firm does not sell kitchens 
installed. The firm does have a 
highly-trained two-man crew which 
will do the installation with the 


NEWSPAPER ADVERTISING emphasizes low cost of 
assemble-it-yourself kitchens. 


buyer paying the men for their 
time. If the homeowner desires, he 
may save money by helping the 
crew, he may choose his own crew 
or install it himself. Jenkins gives 
customers a general idea about 
labor costs, but always cautions 
about unforeseen additions. 

“In the case of a new home,” 
says Jenkins, “we never go over a 
contractor’s head to sell a home 
prospect a kitchen job as many 
specialists will do. If the owner 
comes to us for his kitchen, we 
strongly recommend that the con- 
tractor install the kitchen. This 
policy has brought us several con- 
tractor customers who did not buy 
with us before. Contractors are 
wary about specialists who will 
shove their cabinets into a kitchen 
and then leave the contractor and 
buyer to fight out the details.” 

“We do ask permission to be on 
hand when our kitchen is installed 
to make suggestions,” Jenkins 
says. 

5 — Checking for Satisfaction 

Immediately after a kitchen is 
installed Jenkins goes out to the 
job to present the owner with a can 
of cabinet wax. This is an excel- 
lent excuse fcr a visit to answer 
customers’ que3tions about the 
cabinets and to sell accessories — 
such as perforated hardboard, 
breakfast bars and utensil hard- 
ware. 

At six and 12-month periods, 
Jenkins telephones customers to 
see if they are still satisfied with 
their kitchens. This creates good 
will and gets the customer to dis- 
cussing the firm’s kitchen services 
with the neighbors. 
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840 Square Inches of 20-/7-YOURSELF Profits 


The same Formica long famous for professional 
fabricator use is now being used extensively by 
the home craftsman. A space just 42” x 20” is all 
it takes for you to cash in on the national adver- THE FORMICA COMPANY 

tising program behind this trend. 4501 Spring Grove Ave., Cincinnati 32, Ohio 


Fill in this coupon now if you would like him to call 
on you with full information. 


This display shows, stocks and sells genuine Please have a Formica distributor call on me with full details on 
Formica and Contact Bond Cement with or with- selling Formica sheets 

out sales help. This display rack is loaned to 
you without charge by your Formica distributor 
at the time you place 
your initial order 
for material. 


Company Name 





re Cr 

Guaranteed by > 

Housekeeping 
J 





” 
4s sovransne OE 


individual's Name 


Buitpinc Propucts MERCHANDISER (To obtain more data on advertised products see page 290) 





~ 


| ~ ‘sie 
SERIES 250-A For %,” kitchen a - a 
cabinet doors. Exclusive step = | 


: » SERIES 650 Double track for 
up design hides hardware ee, 14%” , 


¥e” and 134” wardrobe by 
SERIES 600 Double track passing doors. Minimum 
for | ‘and | wal tr be headroom required 
) ” anc ,” wardrob 
by - passing -doors adjust 
able hangers 


— 
SERIES 700 Deluxe double 2 )) 
track for %” through 1% / 
Saiitohe ullintias doo, : . SCOTTIE SERIES High 
adjustable hanger \) quality, low-cost 
sliding door hard 
SERIES 750 Deluxe double ae a 


ware for 4%”, 1 
track for %”. through 14% 114”.and 13%’ 


6) wardrobe by-passing doors by-passing 
f Extra strong hanger instal doors 
~ 6) lation 
. 


~ * » 
Me 
2. 


adjustable 
I angers 


SERIES 300-A For %," throug! 
14,4” open, and « losed pocket 


| en, ed P - It Kenna be beat! 
— o inimum headroom ‘ KENNAFRAME 


SERIES 800 Pre 
SERIES 350 For | fabricated warp 
1%, closed pocket proof all-metal 
doors adjustable frame for closed 
hangers. Popular pocket installa 
with frame man tions. Series 400-A 
ufacturers € track already in 

stalled 


SERIES 900 Pre 
fabricated, low 
SERIES 400-A For | | 


m ‘ cost Scottie wood 
closed pocket doors. Deluxe “ and metal frame 
track with heavy duty, ball 2 Series 350 track 
a telil ab a 


already installed 


ACCESSORIES 


at 
Fiat, 


wssninmeerwwes BREE BUYERS GUIDE lea 


Write Kennetrack Corp., Elkhart, indiane 
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 LUMBET 
Modern facilities, including automatic 
stackers, unstackers, planers, double-end 
trimmers and dry kilns, assure proper 
manufacture of Roseburg lumber. Spe- 
cify this reliable quality in Roseburg 
OLD GROWTH DOUGLAS FIR Dimen- 
sion, Boards and Bundled Uppers in all 
grades . .. HEMLOCK in 2x4 and 1x8 
S48 or Shiplap ... SUGAR and PON- 
DEROSA PINE in 8/4, 6/4, 5/4 and 
4/4 in Selects and Shop, and 4/4 Com- 


mon. Also WPA Panelling patterns. All 


Roseburg stock is kiln dried. 


‘Douglas County, Oregon — source of Roseburg’s Douglas 
Fir and Pine Lumber and Fir Plywood — has the largest 
stand of virgin timber in the U.S, This exceptionally fine 
quality, matched by Roseburg’s facilitiee, assures greater 
satisfaction with all Roseburg products. 


ROSEBURG 
LUMBER CO. 


General Offices and Sales 
40h 4:15) (Come) 1cle)) 


Sawmill and. Plywood Plant 
oS tome) sacle). 


/ 


t 


WY . i: 


| Roseburg PLYWOOD 


ROSEBURG QUALITY EXTE- 
RIOR and INTERIOR PLYWOOD 
is produced in one of the newest and 
most modern plants. There’s a type, 
grade and size for every building 
and industrial job. Look to us for 
ROSEBURG BRAND new TEX- 
TURE ONE-ELEVEN, Hardboard 
Face Plywood and Knotty Pine Face 
Plywood. We specialize in %” and 
3,” 4x8’ BBPlyform Oiled and Edge 
Sealed and Texture One-Eleven. 
Also can furnish long scarfed Panels 
in all grades. 


cae ae aimee cate 
ee eT 


a 


ORDER From Your NEAREST 
ROSEBURG WHOLESALER OR JOBBER 


(If you dont have his name and address 
handy, clip and mail us the coupon below.) 








Roseburg Lumber Co., Roseburg, Oregon 


() Please send us name of the nearest ROSEBURG Lumber Whole- 
saler or Joober 


( Please send us name of the necrest ROSEBURG Plywood Whole- 


saler or Jobber 
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STEP 4 
Fall is a Timely Season..... 


STREET-SIDE BILLBOARD tells customers 
they can have precut model for “no down pay- 
ment, $11.40 per month.” Model garage is seen 
just behind the sign. om 














» 
~~. sad 


EASY OPERATION of overhead, sectional garage door is demon- 
strated by Hank Hougen, assistant manager of the Fullerton 
Lumber Co, Model garage is located in firm’s yard. 


.....- for Garage Promotion 


You can appeal to contractor and do-it-yourself customers 
with a two-pronged sales program. Cash in on this market by promoting: 


¢ Better automobile protection 


¢ Hobby and storage areas 
Carege Seer Raplesemests ¢ Gara 4 door re thea 
More than a million and a half garage doors 8 P 


are sold by lumber dealers in the United States ¢ New architectural designs 
each year, according to an American Lumber- 
man survey. The fact that only about 30% of Garageless housing projects, 
these doors are sold as replacements indicates a bigger automobiles and a host of 
vast potential for sales. d hitectural 
Almost every day, millions of American BOW GAFASS USES OR bine ee 
homeowners must struggle at least twice with treatments have combined to open 
hard-to-operate, old-fashioned garage doors, up a tremendous market for pack- 
which barely accommodate the family auto. age garage sales by building mate- 
Progressive dealers are cashing-in on garage rials dealers. The approach of 
door sales by creating a demand through proper winter makes fall an excellent 
promotion, advertising and installation services. time for dealers to cash in on 
Here are some consumer appeals for use in garage sales. 


your newspaper, direct mail, TV and radio There are many types of con- 


advertising: 
a A 8 0 use for 
A modern, full-size, overhead garage door umer appeals you can 


: i eT ha ful garage promotion. 
will cost you less than car repair bills if you & success 

r u inst ld-fashi When a homeowner spends from 
yp ang Bi pent re ee eS $2,000-$3,000 for anew automobile, 

“A new garage door in a few months will he knows it is good business to 
save you hours of struggling with your out- protect his investment from the 


OLD GARAGES moded door.” ravages of weather. 

ns oon doors. “A new garage door will dress up your “Chrome, paint, tires and motor 
ne dealer pro- garage making your property more appealing.” are often in better shape on ga- 
motes this market “Here’s the door to greater security and rage-kept automobiles and such 
by tacking up weather protection for that expensive family cars usually bring a higher price 
placards. auto. at resale,” says Robert Kutock, 


used car manager for Courtesy 
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FINANCING IS FEATURED in this sign found 


inside Fullerton’s model garage. Siding sample 
displayed by Hougen is milled at the yard from 


2”x8” or 2”x10” dimension. 


Motors, one of the world’s largest 
auto dealers, Chicago. 

The old conception of the garage 
merely as a barn for an auto has 
given way to the new idea of the 
multi-purpose garage. With only 
a few feet of added space on either 
side or at the end of the garage, the 
building immediately becomes an 
efficient work area, hobby shop or 
storage place. Garage door manu- 
facturers, lumber mills and many 
others have plans available show- 
ing the new trends of garages, 
which make them complement the 
architectural lines of any house. 


30% Profit Margin 


Many dealers find that fabricat- 
ing garages in their own shops is 
an excellent way to appeal to both 
contractor and do-it-yourself cus- 
tomers. Dealers can help good 
contractor customers by having 
them fabricate the units during 
slack work seasons. Others keep 
contractors busy the year around 
attaching garages to existing 
homes. The precut or prefab ga- 
rage probably is the most popular 
of the larger do-it-yourself pack- 
ages. With proper promotion and 
all materials priced at retail, 


profit margin easily can be 30%. 
The Fullerton Lumber Co., Wat- 
erloo, Iowa, uses the two-way ap- 
proach in its successful garage- 
selling plan. The firm employs a 
reliable contractor to make precut 
garages 


in the company’s shop. 
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AUTOMATIC DOOR OPENERS are being sold by progres- 
sive dealers. Both electronic and radio-operated mechan- 
isms work from buttons on automobile dashboards, 


Courtesy Markee Corp. of America 


CARPORTS PROVIDE A GOOD MARKET for dealers in some areas of 
the country. Taey are promoted as protective play areas as well as for 


» car protection. 


The units are sold as both do-it- 
yourself and contractor-erected 
items. 

“We try to hit the average ga- 
rage market,” says Hank Hougen, 
assistant manager, “by offering a 
12x20 package garage for $350. 
This is not the lowest-priced ga- 
rage in town, but we have cashed- 


in by emphasizing the advantages 
of our quality materials,” he adds. 


Boosts Consumer Trade 
The Fullerton Co., which does 
90% of its business with contrac- 
tors, started the garage promotion 
plan to reach out for more con- 
(continued on page 194) 
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NOW! NEW! 


An easy 510°° ‘Come-On’ that may mean 
over 51009 to you in ‘Tie-in’ Sales 


Miracle® 
Anchor Nail 
Miracle 
Anchor 
Adhesive 
Kit 


It’s a cinch to sell the “do-it-your- 
self” Miracle Method of attaching 
furring strips and partition sills to 
concrete and masonry surfaces. 

Here’s an opportunity for your 
customers to transform drab cellars 
into colorful gamerooms without 
the “back-breaking” and risky job 
of drilling holes in the foundations 
of their houses. All they do is glue 
Miracle Anchors to the walls with 
Miracle Anchor Adhesive — simple 
as “pie”, and at an amazingly low 

© installation cost of approximately 
» 6c per square ft. 

What’s more important, Mr. 
Dealer, is the plus sales that come 
to you as a result of this initial 
purchase. These include finishing 
board, paint, nails, and other com- 
panionate items. 


Order Now! 
The sooner you begin selling the 
easy $10 “come-on” Miracle Anchor 
Adhesive — Anchor Nail Kits, the 
sooner you cash-in on the big dollar 
tie-in sales. And you do your cus- 





_SEDORCO 














The Door That Combines 


QUALITY with 
ECONOMY 


SEDORCO—the flush 
door with a heart of 
Western Red Cedar— 
is available in: 
Philippine Mahogany 
(rotary cut and 
ribbon grain) 

White Ash (Sen) 
Birch 

Rotary Cut Fir 
Hardboard 

Hollow and Solid Core 
Interior and Exterior 
Grade 

13s” and 1%4” 
Thickness 


7-Ply Construction 
(except Hardboard) 


Check these advantages 
and you'll choose 
SEDORCO: 

Y Western Red 
Cedar Core for 
Maximum 
Dimensional Stability. 


iY Core vented 
throughout for added 
assurance against 
warpage. 


Y Guaranteed in 
accordance with 
standards adopted by 
National Woodwork 
Manufacturers 
Association . . . all 
SEDORCO flush 
dooérs conform to 
Commercial 

Standard CS171-50. 








0 easy | aaa tomers a real favor, too! 
|NET PRICE TO PRICE TO 
CAT. NO.) DESCRIPTION DEALER PER PACKING | CONSUMER P PER 
j DISPLAY UNIT) DISP. UN 
1000 AN| Dispiay unit holding 96) $6.00 | 6 Display! $10.00 
Miracle Anchor Nails and 1 Units P Per| 


qt. Miracle Anchor Carton 


| gt, Mira |SEATTLE DOOR COMPANY, INC. 


Seattle 55, Washington 
MIRACLE ADH ESIVES CORPORATION | Sales Representative: Benj. Levinson & Co., 1305 Third Ave., Seattle « SE 6318 «TWX SE443 


Dept. AL-9, 214 E. 53rd St., N ® By Miracle Adhesives Corporation | Regional Soles Offices in many sections of U. S 
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SMOOTH AND CLEAN 


oy Ge oe Se ee a, ec 


Eo 
b oh? 
gEASONE® yor™ 


“Man,Athat’s our brand of flooring!” 


Job after job, carpenters everywhere choose Ozark brand 

oak flooring because of its consistent uniformity in finish and 
texture — its ease of laying with a minimum of sanding 

and finishing. And remember, eight out of ten homeowners prefer 


oak flooring — for its true, lifetime quality and easy upkeep. 


Unless you've tried Ozark brand oak flooring you cannot appreciate 


its fine quality and beauty. Your first order will convince you. 


Write, phone, or wire us collect for quotations 


and delivery on your oak flooring needs. 


io reer a. a Ger.) Gm amelel an. ic 08 OPE NOFA | 
BISMARCK, MISSOURI PHONE 115 ay 
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GARAGE PROMOTIONS 


(begins on page 190) 





sumer and walk-in trade. Since 
the plan got rolling, garage sales 
have grown from virtually nothing 
to a half-dozen per month and gen- 
eral do-it-yourself trade has in- 
creased. 

Quality is the keynote for the 
entire promotion plan. Designs for 
the garages include single-car, 
double-car or both with work 
areas. Rafters, studs and plates 
are precut and marked for easy 
assembly. Gable ends are assem- 
bled at the shop. 

The siding is milled from either 
2”x8” or 2”x10” dimension which 
allows closer blending with house 
siding. The milled siding is thicker 
than conventional stock and it 
offers the advantage of flat in- 
terior walls. The siding, which is 
spruce, must be painted immedi- 
ately and this leads to tie-in sales, 
since paint is not included in the 
package price. 

The packages include _ brand- 
name, sectional, overhead garage 
doors. Roof shingles are 210- 
pound, thick-butt. Matching colors 
are available for any house roof. 
Each package includes a service 
door and two barn sash. Easy-to- 
follow instruction sheets are in- 
cluded for laying concrete slabs 
and for the garage construction. 

Fullerton’s started promotion of 
the precut garages at the spring 
home show in Waterloo. Display 
ads are used frequently in the 
newspapers and three, one-minute 
spots were used on TV weekly. A 
display garage was set up in the 
yard. A large billboard sign in 
front of the yard attracted atten- 
tion to the display. 

Part of a 150-yard chain, the 
firm has its own financing division. 
“No down payment and _ easy 
monthly payments” are featured 
in advertising and promotion. 
Prices are quoted for materials 
only and installed. Customers may 
have up to three years to pay at 
bank interest rates. 


Profits in Carports 


The post-war trend of adding 
attractive carports to new and ex- 
isting homes has now become well 
established—especially in warmer 
climates. While most carports on 
new homes are built as an integral 
part of the house, lumber dealers 
find that this package item also 
is a natural for the do-it-yourself 
trade. 
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SPECIAL NEWS 
about FULLERTON 


Garages 


2 ways to get most for your money 


1, We'll arrange everything 


_- 
ma 
—— 
~ 





LOW MONTHLY PAYMENTS 
FREE DELIVERY ANYWHERE 
iN THE AREA 
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Best Garage Value in lowa 


GARAGE PLUS—-oversize — 14'x22’ — offers P 
68 sq. ft. of extra floor space along one side and 

at beck for or work room. All structure! 
materials for bu monthly ._... $13.11 
Erected complete, monthly ..,........5..-. $17.21 











Quality ot LOWEST COST 


All structure! materials fer 
building this 12'x20’ ge- 
rege: Monthly $11.47 
Erected complete, monthly $14.75 





It's only natural—everyone looks first to Fullerton’s 
for top value—quelity priced right. 


FULLERTON 


LUMBER LOMPANY 


600 FALLS AVE. IN WATERLOO PHONE 3.3595 


pre-cut—Monthly $19.67 
Erected complete, monthly $25.72 





GARAGE ADVERTISING should state garage size, materials used, budget plans 
available and prices on a contractor-erected or do-it-yourself erected basis. 


The Belleville Lumber Co., South 
Bend, Ind., has developed a profit- 
able sideline with a yard display 
of an aluminum carport which is 
assembled by the homeowner. The 
easy-to-assemble carports can be 
linked together to cover wide 
areas. They are ideal for patio 
canopies. 

Corrugated plastic sLeets, which 
come in a variety of decorator col- 
ors, can also be sold for carport 
roofs and drop walls. Some dealers 
offer carports which include stor- 


Stage Do-It-Yourself Classes 


A lot of dealers are running do- 


age cabinets for lawn and garden 
tools and recreational equipment. 
Carports with strong structural 
features offer opportunities for 
tie-in sales when homeowners de- 
cide to convert them to garages or 
recreational rooms, 


September 


it-yourself classes for homeowners. 
To know what to do and what not 
to do, read the experience of a 
Michigan dealer, who has the ans- 
wers to your questions on this sub- 
ject. You'll find this story on page 
102. 


6, 1954, AMERICAN LUMBERMAN & 





| 

_| hee 
piriseuRen 
pune oRistil 


—| 
ware wes | 
Pittaberah\resbet| 





THESE 


HARD-HITTING DISPLAYS 


@ WHEN YOU SELL PITTSBURGH! 


Imagine how these colorful, modern brush displays 
will look on your counters—how they'll stop customers 
and attract sales! They’re yours absolutely free when 
you handle Pittsburgh Brushes! You merely buy any 
of these brushes that sell best in your area, and 
the displays come along as our contribution to help 
you sell! What's more, with Pittsburgh you know you're 
selling the best line of brushes available today. Every 


There’s a Pittsburgh Brush for every home and industrial use 
PITTSBURGH 


Red SOP sues 


G BRUSHES * PAINTS * GLASS * CHEMICALS * PLASTICS © FIBER GLASS 
PITTSBURGH PLATE GIASS COMPANY 

IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
PRODUCTS 


JUILDING MERCHANDISER 


type and style: 100% hogs’ bristle; 100% texturized 
synthetic; or hogs’ bristle-synthetic mixtures. All made 
in one of the world’s most modern brushmaking plants, 
under strictest quality control, by experienced, expert 
brushmakers! Start selling Pittsburgh Brushes today! 


MAIL COUPON FOR COMPLETE DETAILS! 


po-----H camemananenmentianesen 
PITTSBURGH PLATE GLASS COMPANY 

Brush Division, Dept. C-9 

3221 Frederick Ave., Baltimore 29, Md. 


Gentlemen: Please give me more information about Pittsburgh Brushes 
and free brush displays! 


p----------- 
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_— Steel Steel 
Ranch Windows and Aluminum 


Casements 


RESIDENTIAL WINDOWS 


Truscon types for every style of architecture 

RANCH types suited to one-story homes, Can be fitted with 

double insulating glass. 

ALUMINUM AWNING WINDOW—Truscon’s newest. Modular 

designed to match masonry dimensions. Strong; rigid. 

Vinyl plastic weatherstripping. 

CASEMENTS, STEEL AND ALUMINUM—Amoerica’s standard of 

casement value. Aluminum casement modular designed. 
DOUBLE-HUNG STEEL WINDOW— 
A Truscon exclusive. Largest sell- 
ing unit of its type. Stainless stecl 
weatherstripping and motor 
spring balances built in. 
Screens and storm sash available. 


Aluminum 
Awning Windows 


Intermediate 
Architectural 


PROJECTED WINDOWS 


ARCHITECTURAL PROJECTED steel windows; ample light 
and ventilation, plus freedom from drafts. For buildings 
of all types. Heavy ventilator sections. Minimum air 

infiltration. 


INTERMEDIATE PROJECTED— great 
variety of sizes and design for every 
type of building—including residential. 
Special heavy sections. Projected 
ventilator movement provides flexible 
control and weather-protection. 





Most popular types and sizes stocked 
in convenient Truscon warehouses 


/ VW 


Steel Basement Windows 


COMMERCIAL PROJECTED. Ventilator 
projects in or out depending upon the 
need and space requirements. All-steel. 


Many popular types and sizes stocked 
in convenient Truscon warehouses. 
Double- 


Hung Steel Windows Commercial 


INDUSTRIAL DOORS 


Truscon STEEL DOORS and FRAMES wont 
warp, swell, shrink or stick. Bonderized and 
baked-on prime- 
coats, readily painted. 


Available in many 
standard door open- 
ing dimensions 
SLIDING Doors pro- 
vide complete closet 
accessibility lus 
extra usable floor 
space. Economical to 
install. Precision- 
— meavely rein- 
orced. Slide easily, : 
quietly on nylon Swing door 
rollers. 68" and 8'0” call. Four 
aan wo oh 30”, 4'0",5'0",6'0". 





Popular sizes available through 


Sliding closet door Truscon warehouse stocks. 


(To obtain more data on advertised products see page 290) 





Swing doors 
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Built to withstand hard 
usage. Made of carefully 
formed heevy gage tubu- 
lar steel mumbers, rein- 
forced at corners and 
electrically welded at 
joints. Sturdy and well 
adapted to constant serv- 
ice requirements. Avail- 
able in single and double 
slide and swing types, 
for standard door open- 
ing dimensions. 


Sliding doors 


AMERICAN LUMBERMAN & 














METAL BUILDING PRODUCTS! 


@ Here are products you need on every 
construction job from the moment the first 
shovel of earth is turned. All are manufac- 
tured by Truscon—world’s largest fabricator 
of steel building products—and feature the 
quality and craftsmanship you've the right 
to expect from the leader. 


For example, Truscon steel windows are 
Bonderized, and given a baked-on prime coat 
of high quality Bakelite-base paint. They 
can’t rot, warp, shrink, swell or stick. Truscon 
steel doors and frames assure perfect fit and 


METAL LATH and ACCESSORIES 
“Metal Lath for Strength—Plaster for Beauty” 


The plaster base for walls and ceilings that meets 
all requirements of modern construction; accepted 
by all building codes. Easy to erect and work over; 
easily formed into unusual shapes. Holds plaster 
firmly even when exposed to shock and vibration. 
Affords fire-resistive qualities. 


2 PRRAAAAARAARALAARAN 


Herri 


Wide flange corner bead 


“0-T’ OPEN TRUSS® 
STEEL JOISTS 


High fire 

simple to 

L ightw eight. 

Nailer Joists also available 
with wood nailer strips applied. 


“CLERESPAN”® JOISTS 


Provide clear spans up 
to 64 feet. Lightweight. 
Easily installed. Elimi- 
nate columns. Wood 
nailer strips easily 
attached. 


Great rigidity. 
resistance; 
install 


Other Truscon Metal Building Products include: 


double- adh lath 


aE 


permanent, trouble-free operation. Mass pro- 
duction and fast, easy installation mean 
important on-the-job economies. 


Check the advantages of all the items listed 
here. Then concentrate on Truscon as the 
source for your metal building products—for 
dependability, for responsibility, and for 
quality backed by a fifty-year reputation of 
outstanding service to the building industry. 
Detailed literature describing all Truscon 
products will be sent you upon request. 


Expanded 
corner bead 


DUNAAAAARAMAARARAAY 


Dee bead 


hee Ye” Ribplon loth 


See, 


— 


Diamond lath Wide flange casing 


FERROBORD* STEEL ROOFDECK 


For any type of structure. Strong; 
lightwei e. Roofs large areas 
quickly. Full ll- length interlocking. 
Units long enough to span over 
three or more purlin spacings. 


REINFORCING BARS WELDED _ eee 
Reinforces and 
Ke KY 


protects con- 
crete slabs in 
driveways, 
foundations, 
For reinforcing concrete 
slabs, footings, walls, beams, 
irders, columns. Available 
rom warehouse stocks. 














stepsand floors. 
Available in 
rolls from ware- 
house stocks. 



































Maxim-Air, Donovan, Detention, 


Pivoted, and Security Steel Windows; Continuous Steel Windows; Lintels; Pressed Steel 
Inserts; Curb Bars; Expanded Metal; Complete Steel Buildings, Radio Towers. 


MARK OF MERIT 


mm PRODUCTS 
TRUSCON® 


a name 


, 1058 ALBERT STREET * 
you can build on 


TRUSCON STEEL DIVISION 
REPUBLIC STEEL 


im 
[REPUBLIC 


YOUNGSTOWN 1, OHIO 


Export Department: Chrysler Building, New York 17, New York 
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RUMPUS ROOM, BEFORE AND 
AFTER. See how this basement 
looked before installation of the 
Deal- 
before-and-after 
dramatize 
products and show the obvious 


beautiful recreation room 
ers can use a 


photo technique to 


advantages of remodeling 


STEP 4 


Six-Point Plan Boosts Recreation Room Sales 


Here’s how broad customer services—including a free 
trouble-shooting carpenter — helps an Indiana dealer boost recrea- 


tion room sales. 


A six-point plan for selling base- 
ment recreation room packages 
clicks for an average of 15 fall and 
winter sales for the Foster Lum- 
ber and Construction Co., Valpar- 
aiso, Ind. These rumpus room jobs 
have ranged from $150 to $7,500 
(three basement rooms connected 
to a patio). 

“We use our newspaper display 
advertising to keep the public in- 
formed about our 60-year reputa- 
tion for expert workmanship and 
guaranteed materials,” says man- 
ager Fred C. Skinner. “We point 
out that unlike the fly-by-nighters, 
we are always here to back up our 
goods and services. We believe 
that our sound reputation is our 
best advertising,” he adds. 

In brief, here are the elements 
of the Foster company’s rumpus- 
room sales program: 

Advertising emphasizes the 
firm’s good reputation and offers 
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prospects guaranteed materials 
and financing. Prospect’s ideas 
and cost limits are determined be- 
fore actual selling starts. The firm 
will build the room for the custo- 
mer or advise him fully if he builds 
it himself. The company architect 
will draw rough plans for the cus- 
tomer free. A company carpenter 
will spend time with the customer 
—at no cost—if he gets in a jam. 
When the job is complete, the firm 
double-checks to see that the cus- 
tomer is fully satisfied. 


1—Aim Your Advertising 

Although the firm’s reputation 
is well known in Valparaiso (pop. 
12,000), officials believe in remind- 
ing the public in its advertising. 
Display ads are run on the build- 
ing page every Friday. These ads 
are built around seasonal themes. 
“No down payment and up to three 
years to pay” (FHA Title I) is fea- 
tured in all remodeling ads. Ad- 


vertising is aimed at both do-it- 
yourself and new home prospects. 

“The $5 customer is usually the 
steady customer who will be back 
each week,” says Skinner. “These 
are the boys who pay the overhead. 
We enjoy a terrific business from 
small buyers—many of whom later 
become large buyers. We have 
picked up several large sales be- 
cause a previous small-item buyer 
was practically pushed out of other 
yards.” 

The firm mails American Lum- 
berman’s HOME Maintenance and 
Improvement Magazine to a se- 
lected list of prospects. “We have 
copies of the magazine placed in 
doctors’ offices and other public 
waiting rooms,” says Skinner, “and 
we get steady inquiries about the 
do-it-yourself projects featured.” 


2—Gauge Your Prospects 


When a prospect for a basement 
recreation room enters the show- 
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ply Co. 


room, salesmen tactfully inquire 
what he plans to spend for the job. 
In later conversation, the salesman 
can determine whether the cus- 
tomer is able and willing to spend 
more. But, getting the customer’s 
idea of total price first will avoid 
scaring him away by showing him 
high-priced materials. 

The entire showroom and the 
offices of the firm are paneled in 
various woods for display. Fea- 
tured are mahogany, cypress, ce- 
dar, knotty pine, birch and several 
varieties of plywood paneling. 
“The displays definitely give us an 
advantage,” says Skinner, “be- 
cause people can see exactly what 
the woods look like on walls.” He 
observed that in his area “.. . knot- 
ty pine paneling seems to be losing 
out to cedar—and a surprising 
number of customers select ma- 
hogany.” 

Another selling advantage is the 
fact that Foster will make panel- 
ing from customers’ lumber stock. 
Many farmers have their own wal- 
nut and cherry which they air dry 
and then bring in for milling. 
“Such jobs bring a nice return for 
milling processes and for acces- 
sory sales,” says Skinner. 


3—Custom Building Service 

Valparaiso has traditionally 
been a town where lumber dealers 
are also contractors. Foster has a 
staff of 40, most of whom are in 
the construction division. Carpen- 
ters are always available to handle 
remodeling work. However, most 
projects are held over until the 
colder months wher general con- 
struction is slow. Vhe work force 
is stable and noted in the area for 
expert workmanship. 


4—Do-It-Yourself Services 

When a customer decides to go 
ahead with a rumpus room, the 
firm’s full-time architect goes to 
the site, confers with the home- 
owner and draws up a rough plan. 
No charge is made for this service 
which saves time, in the long run, 


(continued on page 202) 
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FUN AND HISTORY are combined in the recreation room of A. W. Vincent, Gary, Ind., 
which contains an attractive bar and a collection of old (unloaded) guns. The knotty 
pine paneling and other materials were furnished by the Steel City Lumber and Sup- 





LING PANELING from the display facing the counter is Fred C. 
Skinner, manager, Foster Lumber and Construction Co, Fred observes 
the trend for basement recreation room sales is toward richer, 
darker woods. 











Pu 


: 


ON coal 


a Bs sant ss ie 


CHECKING FOR SATISFACTION is a standing 













g policy for Skin- 
ner on every basement recreation room job. This room, in the 
home of Walter Seivers, features knotty pine paneling and quality 
floor and ceiling tile 
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You CAN RELY on 
FIDDES-MOORE io 


SELECTION 


BALURA eFIR PLYWOOD 
(Pre-finished Panelling with the ° furniture finish’’.) e HARDWOOD PLYWOODS 


. DOORS - i, panel, Hardwood flush and 
KLI NN) Ki | Overhead Garage doors. 


(The truly new Plywood with qualities previously e LUMBER K (coriccas) Pine, Douglas Fir, 
unavailable at competitive cost.) Fir and Larch, Spruce, White Fir, Cedar, Mouldings, etc- 


SUPPLY 


Constant and substantial flow (through our warehouses) assures you of ade- 


quate stocks. 
SERVICE 


In most instances delivery can be made within 24 hours on Warehouse Stocks. 
Carloads either in transit or available for prompt mill loading. 


SEE FOR YOURSELF...NOW! 


FIDDES-MOORE & CO., Bidg. 60, Baer Field Harrison 1285 
Ft. Wayne, Ind., FW-185 


FIDDES-MOORE & CO., 4950 State Line Ave. Russell 2350 
Hammond, Ind., HAMD-1447, So. Chicago 8-9223 

FIDDES-MOORE OF OHIO, 748 Albany Street Michigan 8318 
Dayton, Ohio, DY-137 

FIDDES-MOORE OF W. VA.., 1 6th St. W. and Virginia Ave. Huntington 2-0348 
Huntington, W. Virginia, HT-94 

NORTHERN PLYWOOD & DOOR CO., 845 N. Hennepin Ave. _ Lincoln 8921 
Minneapolis, Minn., MP-94 

WARD PLYWOOD CO., 2700 S. Washington Street Peoria 6-7681 
Peoria, Ill., PE-8530 


FIDDES-MOORE & CO., 1721 Circle Ave., South Bend, Ind. So. Bend 2-7777 








Send me facts and samples on 


KLINKI C] Balura [_] 


FIDDES-MOORE & CO. 


400 West Madison Street 
Chicago 


Nome 


Firm 


Address. _._. 


City re Zone State 


(To obtain more data on advertised products see page 290) September 6, 1954, AmerIcAN LUMBERMAN & 
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... $0 we're selling your customers on Elurniewa oreening 


In leading national magazines . 
sion 


.- on televi- 
... today’s biggest screening news is 
ALUMINUM—the modern metal screening 
that’s NON-STAINING. Aluminum Company 
of America, 1950-J Alcoa Bldg., Pittsburgh 
19, Pennsylvania. 


[ALCOA] 


Alcoa ©. 
Aluminum 


ALUMINUM COMPANY OF AMERICA 





SCREENING MADE FRO aan 


ALCOA’ 


ALCLAD ALUMINUM «+ 


tee 


ee 








It’s available now! 
Insect wire screening woven by the following 
manufacturers from Alcoa” Alclad 56-S 
Aluminum Wire conforms to National Bureau 
of Standards Specification CS 138-49 and 
Federal Specification RR-S-141a. 


Alabama Wire Co., Inc. 

American Wire Fabrics 
Corp. 

Chase Brass & Copper Co. 

Clinton Wire Cloth Company 
of Clinton, lowa 

Cyclone Fence Division 
(American Steel & Wire 
Company) 

Dixie Screen & Wire 
Products, Inc. 

Gilbert & Bennett Mfg. Co. 

Gulf Screen & Wire Co., Inc. 

Hanover Wire Cloth Div. 


(Continental Copper & 
Steel industries, Inc.) 


Heilig Bros. Co., Inc. 
The C. O. Jelliff Mfg. Co. 
Keystone Wire Cloth Co. 


New York Wire Cloth Co. 
of York, Pa. 


Parific Wire Products Co., 
Inc. 


Pennwoven, Inc. 

Phifer Aluminum Screen 
Company 

Spargo Wire Cloth & 
Screen Co. 

Standard Wire Cloth & 
Screen Company 

Wickwire Brothers, Inc. 

Wire Products, Inc. 
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a 
ALUMINUM 
BUILDING 
CORNERS 


AAuother wicvor.s FIRST! 


ve FIRST modern, all new, exclusive ‘Straightline’ 
design Aluminum Building Corner for clean 
modern look 


ve FIRST attractive package — easy to merchandise 
on shelves and counters. Easy to ship — easy to 
handle 


we FIRST \00-corner package — full profit — no 
waste. No damaged corners — no counting — 
no wrapping. Corners always protected from 
damage, dust and deformity. Saves labor, ma 
terial and sales-time 


JATTRACTIVE STURDY PACKAGING 
5 Packages of 100 each per carton 


READY 
FOR COUNTER 
DISPLAY AND 
SALE 
A 


Full-Count © No Damage ® No Coating To Chip Off 


PACKAGING DATA 





Pkg. | Pkgs. | Quan. 
Order Per Per 
No Ctn Ctn 





Vy" x6" 
jx 8” 
%"" 1 8” 
¥," = 10” 
¥," x 10” 
%" « 12” 
%” « 6” 
%” « 6” 
%” x 10” 
Vg" an 12" masonire 91 


V4" 216" masonite 92 























micwors 


Neva sl 


NAILS 


Available in a complete range 

of types and sizes for use where the 
elimination of rust streaks and stains is 
desired. Include these nails with your 
Building Corner order. 


NICHOLS WIRE & ALUMINUM CO 
DAVENPORT, 1OWA 


(To obtain more data on advertised products see page 290) 
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PLYWOOD BAR in a do-it-yourself recreation room built by Mr. and Mrs. 
James Shay, Gary, Ind., was scorched with a blow torch to bring out un- 


usual grain effects. A sealer was applied after the scorching. Remainder 
of the plywood in the room was left natural. 


a 


for the dealer selling to amateur phone check to see if the customer 


| carpenters. In addition, the firm is fully satisfied with the materials 


gives such customers an easy-to- and services. 
follow booklet on basic construc- 


¢ ; “Basement recreation rooms are 
tion techniques. 


supposed to be rustic,” says Skin- 
5—Carpenter Trouble-shooter ner, “so they make ideal do-it-your- 
If a do-it-yourself customer self packages. Nevertheless, to 
should find himself in trouble, the protect our reputation, we try to 
firm will send out one of its car- make sure that it won’t be a job 
penters to help him. The carpenter that we would be ashamed of.” 
may work an hour or two helping “Occasionally, we may even take 
the homeowner. No charge is made a loss to correct a poor job. This 
for this service. not only gives us a customer for 
6—Checking for Satisfaction life, but the word-of-mouth adver- 
When a job is complete, Foster tising about our fairness really 
Lumber Co. always makes a tele- pays off,” Skinner declares. 





Best Under the Sun’ 


Deal Direct! Avoid Middleman’s Profit! 


No Money Down—Ist <a In ‘April 


ATTICS & 


RECREATION ROOMS 


“5466 


@ Neatly Finished © Knotty Pine or Cedar © Decorative Ceiling 
@ Built-in Features 
Individually Designed by Trained Experts 


Complete Attic and Basement Apartments 


KITCHENS 1 BATHROOMS 


Ss. Lt 
v. Y, 
yA‘ 





es 


MODERNIZED Plastic or Steel Tile 


Wood or Metal 
Cabinets ® New 


AS LOW AS 


Gorbage Dispose! Fixtures 
with Double a 
Compertment Sink 1 BE @ Medicine 
Formice Tile Tops Cabinet 
RECREATION AND ATTIC ROOMS are advertised to prospects 


on a “no-money-down, as-low-as” basis by the National Lumber 
Company, Detroit. 
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In the next twelve months, Alexander Caplan plans one hundred more homes in his lovely Rolling Hill 
development, located at Noe Avenue and Southern Boulevard, Chatham Township, New Jersey. All will 
feature the crowning beauty cf genuine Certigrade shingle roofs. 





rT 


In his nationally known Rolling Hill, The reasons builder Capian uses cedar 


New Jersey development, Alexander Caplan has shingles are the same reasons 


used carloads of Certigrade shingles. Certigrades can step up your roofing profits: 


Mr. Caplan—like so many successful builders across ¢ Beauty of appearance 
America—has found that natural materials, ¢ Insulation against heat and cold 
such as cedar shingles, help speed the sale of his e Rigidity against wind and hail 
homes and build his reputation for quality. e Extra years of low-maintenance service 


e Application economy over spaced sheathing 


Your customers are no exceptions. Retailers ; ¥ iiaett oat 
Cash in on the trend to the “Real Thing” in home 


construction and modernization. Today, start en- 
joying the increased gross that genuine Certigrade 
against the price of substitute materials. red cedar shingles are bringing 


who remember that profit is tied to mark-up ... are 


stressing the value of cedar as 


CERTIGRADE 
y SHINGLES 
RED CEDAR SHINGLE BUREAU ! 7 
5510 WHITE BUILDING, SEATTLE 1, WASHINGTON 


550 BURRARD STREET, VANCOUVER 1, B.C. 
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Display FULL-SIZE ATTIC at Harris Bros., Chicago, makes it easy for the salesman to explain 


what is necessary to duplicate the job in the customer’s attic. 


STEP 4 
Use “These Tdeas to 


Step-Up Your Attic Remodeling Sales 


Dealers say show-how classes for homeowners, well-trained 
salesmen and carefully-prepared ads all help sell these jobs. 


By showing do-it-yourself home- 
owners how they can convert an 
unfinished attic into an attractive 
living or play area at budget 
prices, many dealers are taking 
some of the slack out of their win- 
ter sales curve with profitable 
sales of lumber and building mate- 
rials. 

In these days of small homes 
and growing families, the market 


is ripe for attic remodeling promo- 
tion. A recent survey by the Gyp- 
sum Association shows that out of 
the seven million homes requiring 
more living area, 20% have room 
for expansion in the attic. 

Now is the time to bring the 
“Snug-Up-for-Winter” theme into 
all remodeling promotion to start 
homeowners thinking about the 
winter months ahead and changing 





attic-finishing jobs: 


modeling jobs 





Seven Ways to Promote Attic Remodeling Jobs 


Here are some proven promotion methods that will help you get new 


Stage remodeling clinics for homeowners 

Offer advice to do-it-yourself customers during construction period 
Maintain a well-stocked lending library of books on remodeling 
Advertise attic-remodeling jobs on budget-payment plan 

Offer free estimating service 


— an attractive portfolio of before-and-after pictures of re- 


House-to-house calls in pre-selected neighborhoods 








ideas into building materials sales. 

The twin keys to the profitable 
attic remodeling market are ad- 
vertising and promotion, with a 
heavy accent on showing the home- 
owner how easily it can be financed 
at budget prices and showing him 
how he can do the work himself. 
sy starting now, building mate- 
rials sales for attic remodeling 
jobs should be rolling in during the 
slack winter months. 

Demonstrations Boost Sales. In 
Syracuse, N. Y., many families felt 
the lumber dealer was the best 
source of help in solving their 
space problems. So many people 
asked the J. S. Caldwell Lumber 
Co., Inc., staff for advice on attic 
finishing that J. S. Caldwell, Jr., 
president of the firm, decided to 
conduct classes in attic remodel- 
ing. 

Caldwell inserted a three-column 
ad in the local paper saying that 
the handyman course would be 
limited to 100 students. Final reg- 
istration was 131. For five weeks 
the class met at two-hour Tuesday 
night sessions in local bank’s com- 
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Advice 


well, III, at a 


SERIOUS HOMEOWNERS get advice from Joe Cald- 
recent evening session of the Caldwell 


Lumber Company’s attic finishing school. 


Do-it-yourself 





munity room, provided as a public 
service for meetings. 

In the first session, a bank rep- 
resentative explained the _ pro- 
visions of FHA modernization 
loans and he was present at suc- 
ceeding meetings to answer ques- 
tions as they arose. 

Stanley Crofoot, a local con- 
tractor with 40 years’ construction 
experience and a carpentry in- 
structor in high school adult edu- 
cation classes, was chosen to in- 
struct the classes. He detailed 
step-by-step instructions from the 
preliminary provisions for light- 
ing, heating, ventilation and 
plumbing through installation of 
subfloors and wall finishing. 


BUILDING Propucts MERCHANDISER 


Courtesy Gypsum Association 
DO-IT-YOURSELF COUPLE find it’s 


not too difficult to turn their attic into 
a comfortable living area 


The course was simple, but high- 
ly informative. A typical 24’x30’ 
attic was selected as the average 
size in the Syracuse area, and a 
mock-up scale model built for class 
demonstration. Included in the 
course were the basic factors in 
attic finishing—how to figure a bill 
of materials and construction tips 
on louvers, floors, knees, collar 
beams and windows. Manufactur- 
ers’ representatives demonstrated 
insulation and wall panel installa- 
tion. 

Classes Promote Good Will. 
Convinced that building good will 
is the first step in developing fu- 
ture do-it-yourself business, the 
Caldwell yard has held three such 








BUDGET TERMS and encouragement 
are offered do-it-yourself homeowners 
in this ad by the Larson Lumber Co., 
Salina, Kan. All illustrations are from 
American Lumberman’'s ADservice. 


courses since February and in- 
tends to hold another one in Octo- 
ber. 

“We feel these attic finishing 
clinics should be extended over the 
fall, winter and spring months,” 
says Joseph S. Caldwell, III. “This 
is the time of the year when most 
individuals in our territory con- 
centrate on their interior repair 
and remodeling work. In addition, 
this is the only time of the year 
which we, ourselves, and those 
who help conduct the clinic can 
spare the necessary time. 

“We've found in our business 
that customers will come in and 
buy materials years after we've 
satisfactorily served them in one 
vay or another. We believe that 
the good will we have developed 
will warrant the time and ex- 
pense involved in conducting these 
classes. The only right any busi- 
ness has to exist is that in some 
way they serve the needs of the 
public. These free attic finishing 
classes are part of the debt we owe 
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=, 
Big home, farm, ~~ 
industrial market. 1001 
uses. Big volume year 
‘round. Easy to install. 
100-yd. roll—36” wide. 





SELL WINDOWS 
IN ROLLS 


CRYSTAL-LITE TOUGH 
— CLEAR AS GLASS 





Suggested 
Retail Price 


26° 


Per Lin. Foot 














Moves fast be- 
cause it's lowest cost 
quality material. White 
or green. 16 miles of 
cord te the 100-yd. roll. 
36” wide. 


SELL WINDOWS 
IN ROLLS 


VUE.LITE LOW COST 
CORD REINFORCED PLASTIC 





Suggested 
Retail Price 


5e¢ | 
Per Sq. Yord | 





, cuake ahhn eee He BE 














Tough wire 

and plastic. Lami. 
nated. Sold in 100- 
yd. rolls, 36° wide. 


Y,” Ghar - Screen 
te iin, ft. 





ft. 


SELLWINDOWS 
IN ROLLS 


GLAZ-SCREEN + 
PLASTIC + 3 DIFFERENT MESHES 


14 « 14 Mesh Glaz- 
Screen—17¢ per sq. ft 
9x 10 Mesh Glaz- 
Screen—13.5¢ per sq 


WIRE AND 
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COLORFUL 
5-ROLL 

ISPLAY 
HELPS YOU 
SELL 

See your Jobber or 
write today § for 
complete list of 
products, specifica- 
tion sheets, prices 
and promotional 

plan 








See Us At Booth 441 
National Hardware Show 








LITE 


MANUFACTURING CO. 


4303M West North Ave. 
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* Chicago 39, Ill 
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the public that keeps us in busi- 
ness,” Caldwell added. 


Handyman Courses Popular. In 
Paramus, N. J., last March, Jim 
Hoag, manager, Sun Lumber Co., 
scheduled an eight-week home 
handyman course to be held in the 
Paramus VFW Hall which has a 
seating capacity of 150. A modest 
two-column by 61.” ad in the lead- 
ing newspaper brought a response 
of 225 applicants. Latecomers to 
the class willingly stood through 
the two-hour demonstrations. 

Hoag set up a class schedule 
which included financing, use of 
both hand and power tools, lumber 
and nails, framing and construc- 
tion, insulation, wall coverings, 
trim, hardware and cabinets. One 
session was set aside as ladies’ 
night so wives could attend with 
their husbands and learn about 
paint, ceiling tile, paneling and 
interior decorating. 

Brewster Lumber Co., Ridgefield 
Park, N. J., also had more students 
than anticipated when it held a 
school for weekend carpenters last 
June. Originally, the course was 
set up to handle 150 students; the 
final enrollment reached 180. Dur- 
ing the seven, Tuesday night ses- 
sions, the attendance was always 
well over 100. Though the course 
covered all phases of home con- 
struction, many students showed 
a marked interest in attic finish- 
ing. Many subsequent sales of 
building mtaerials for attic finish- 
ing have been traced to these 
classes. 

Home Shows Help. Though not 
as effective as classroom demon- 
strations, home and do-it-yourself 
shows help put across attic finish- 
ing jobs by showing homeowners 
how they can use this waste space 
to full advantage. 

At the Detroit Do-It-Yourself 
Show last May, Sibley Lumber Co., 
erected a demonstration attic 
which was finished three times 
daily during the show to illustrate 
how an attic could be converted 
into a living area. 

Experts did the work as specta- 
tors watched them place knee 
walls, collar beams, insulation 
batts, furring strips, wall panels 
and ceiling tile. After each show 
the construction was torn down to 
the basic unfinished attic struc- 
ture. 

Gil Roushorne, head of Sibley’s 
house counsellor department, ex- 
plained the procedure in detail to 
the spectators as the attic finishing 
progressed. Sibley’s House Coun- 
sellor Service has been in opera- 
tion two years and covers only 
do-it-yourself business. 

“We go right into the customer’s 
home and measure his job and give 
him a few hints on what to watch 
for during construction,” Rou- 
shorne says.” During the do-it- 
yourself show, we made no attempt 
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to solicit orders because we felt 
we couldn’t trust the customer’s 
measurements. We’ve learned you 
have to see the job before quoting 
an estimate or advising a customer. 
During the show we compiled a 
prospect list to be followed up 
later.” 


Personal Advice, Too. Using a 
somewhat similar technique of per- 
sonalized service, Annandale (Va.) 
Millwork Co. capitalizes on the 
appeal of do-it-yourself home im- 
provements by having three men 
available for homeowner custom- 
ers doing their own remodeling. 


These men are not outside sales- 
men, but act as trouble-shooters 
to help homeowners. When a 
homeowner needs assistance, the 
trouble-shooter assigned to his 
locality is dispatched to help solve 
his problem. If the trouble-shooter 
closes a sale he receives a com- 
mission. However, if the customer 
is turned over to the yard sales 
force, the inside salesman gets the 
commission. 


“We sell more materials and 
make more money on jobs sold to 
homeowners than we do on mate- 
rials sold to builders,” says man- 
ager Clayton S. Long. “Builders 
don’t exploit the livability fea- 
tures of a home. That’s where we 
come in and show how to make the 
home more livable by improving 
the attic or basement. And the 
homeowner often buys only top- 
quality material beacause he wants 
the best for his home.” 

Remodeling Sales Aids. Antici- 
pating a drop in new home con- 
struction, many alert dealers are 
profitably turning to attic remod- 
eling as a sales tool to sell building 
materials. In their showrooms and 
home planning centers, these deal- 
ers have set up attractive cut-away 
models showing the products in- 
stalled so the customer will under- 
stand clearly what he’s buying and 
how it will be used. 

Besides recommending contrac- 
tors and advising do-it-yourself 
customers, Redwood Empire Lum- 
ber & Supply Co., Greenbrae, 
Calif., leaves no one in the dark 
when it comes to financing. Prom- 
inently displayed in the store and 
in its newspaper ads are tables 
showing FHA terms for loans from 
$150 to $2,500. 

In its newspaper ads, Badger 
Lumber Co., Kansas City, Mo., 
stressed not only budget terms and 
more living space in its attic fin- 
ishing ads, but added the fuel 
saving factor as an added incen- 
tive to give lagging attic jobs a 
shot in the arm. 

It’s a market worth going after 
because it means sales of insula- 
tion, ceiling panels, plaster board, 
flooring, windows, hardware, doors 
and other materials besides lum 
ber. 
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FARM BUILDING FABRICATION is a natural way for rural deal 
ers to stockpile packages which will sell rapidly in warm months 
Don Huston and Jim Peterson (with hat), co-owners, Peterson- 
Huston Lumber Co., help supervise construction of a hog house. 


GRANARY FABRICATION keeps two carpenters 
busy inside the Peterson-Huston display barn which 
doubles as a shop. Numerous electric outlets are 
handy for power tools. Much of the material is precut 
at the town yard and hauled to the shop 


Fall & Winter Yard Fabrication Helps You 


Stockpile Profitable Building Packages 


Aggressive dealers in many sections, farm buildings, garages, the wintertime doldrums can be 
parts of the country can increase cottages and many other smaller made to pay-out through fabrica- 
their fall and winter sales by household items in their own yards tion of portable farm units. The 
fabricating items for package sell- and shops. Pay-N-Taket Lumber Co., Cedar 
ing. Depending on market and 1—Sell Portable Farm Buildings Rapids, Iowa., uses its own staff 
location, dealers are making house For lumberyards in rural areas, to build farm units. 

“We want to keep our efficient 
yard men during the slow months 
of December, January and Febru- 
ary,” says manager John Plotz, 
“so we keep them busy on the farm 
buildings.” 

Last winter the five yard em- 
ployes fabricated 40 assorted farm 
buildings. Before the summer was 

cam. OE Tox me ‘ > wr 

RURAL DEALERS: Portable farm buildings, a prime market for the Fy ets 9 hon Sea gh PS * — 
rural dealer; hog houses and sun shades; hog, cattle feeders; brooder as many if they had more in their 
houses; granaries; machinery sheds; animal loading ramps; troughs; hay roadside mass display. 
bunks; wagon and truck boxes; milk houses; garages; and house sections. The Lyons Lumber Co., Clinton, 

: f ; lowa, has a three-man staff, but 

URBAN DEALERS: A major prefabbing and precutting market for manager Glenn Sheeley wanted to 
urban dealers includes garages, also panels and trusses for homes. The do some package selling to farmers 
Lu-Re-Co system of panelization for small-home construction allows anyway. Sheeley hired a man, who 
dealers to compete with prefab house manufacturers. City dealers can runs a small shop near the yard, 
also prefab car ports, summer cottages, play houses, tool houses, arbors, to make farm units on a cost-per- 
patio canopies. ; job basis. The firm now advertises 

and sells hog nouses, feed bunks, 

ALL DEALERS: Dealers in all areas are utilizing surplus labor and etc. to its growing farm clientele. 
machinery to precut and prefab items for the Christmas, and spring and 2—Farm Building Division 
summer trade. These items include: ping-pong tables, electric train James Peterson and Don Huston, 
boards, toys, sand boxes, storage cabinets and closets, perforated-board co-owners, Peterson-Huston Lum- 
clothes hampers and kitchen and workshop utility boards, work benches, ber ( y~ B inton, Towa, bee _?. 
trellises, furniture, book cases, garden stakes, fencing, cutting boards, the ph oD agen pe hand eagle Mey 
, : . . § e middle of last summer. The 
kitchen cabinets, children's clothes trees, toy chests and knick-knack lion’s portion of this increase was 
shelves, etc. credited to their new farm building 
department. 


“We didn’t have enough room 





Precut and Prefab Package Index 


Here's a partial listing of the yee and prefab items that dealers 
| 


can fabricate in their shops this fall and winter: 
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for fabrication and display at our 
yard in town,” says Huston, “so 
we bought some property on the 
highway just outside of town.” 

The firm’s fabrication shop is a 
40’x45’ barn which doubles as a 
display. The company hired a 
crew of four carpenters to work 
full-time. In slack periods, the 
crew builds farm buildings and in 
the busy seasons they take small 
farm construction and remodeling 
jobs. They fabricate granaries, 
6-12 sow hog houses, hog sun shel- 
ters, 100 and 200-bushel hog feed- 
ers, 200-bushel cattle feeders, ha‘ 
bunks, troughs, machine sheds and 
other units. 

Both Peterson and Huston say 
the best advertising for the build- 
ings is direct mail and mass dis- 
play at their highway location. 
Since last January, the firm has 
sold about 150 farm units and 90% 
were cash deals. 

3—Fabricating House Sections 

The Lu-Re-Co system of house 
construction (American Lumber- 
man, February 8, 1954) offers deal- 
ers an excellent opportunity to 
cash in on yard fabrication. The 
system, developed by the Univer- 
sity of Illinois Small Homes Coun- 
cil under a grant by the Lumber 
Dealers Research Council, enables 
dealers to compete with prefabri- 
cated house manufacturers. 

Several hundred dealers are al- 
ready in the Lu-Re-Co home busi- 
ness. The system saves an esti- 
mated 25-30% on labor costs and 
7% on framing and sheathing 
costs, according to the Small 
Homes Council. Using the 4’ x 8’ 
panels around which the system is 
planned, two men can erect the 
exterior walls of a 1,000-square- 
foot house in one day. 

Initial investment for dealers 
adopting the Lu-Re-Co plan runs 
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VERSATILE LU-RE-CO JIG can be used for construction of 4’x8’ panels either in the 
shop or at the job site. Many dealers are stock-piling panels and roof trusses in cold 
months for use during the spring house-building season 






















PORTABLE FARM BUILDING DIVISION is located outside the city limits where 
there is room for the all-important mass display. “You can’t sell a farm building 
from a dblueprint--you must have the real thing,” says Huston 
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about $300 ($50 for the jig and PACKAGE SELLING GOAL prompted Glenn Sheeley, manager, Lyons Lumber 
$250 for the operational-promo- Co., to engage a one-man shop to make hog houses, hay bunks, etc. because the 
(continued on page 212) yard has only three employe 
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Pioneer Cooperative Apartments, Chicago, Illinois. 
struction Company, Chicago. Windows 


Architects: 


George Fred Keck and William Keck, Chicago. Contractor: 
Lupton Sreel Residence Casements, Fixed 


Perry Con- 


Windows and Architectural Projected Windows. 


BUY-WORD in the building industry — LUPTON 


Give your customers — and their customers — 
the advantages of Lupton Metal Windows — 
and yourself more profit. Sell Lupton for beauty 
— sell Lupton for long service — sell Lupton 
quality construction, and you'll sell more 


Lupton Metal Windows. 


With Lupton you can sell a complete line — 
windows in Steel or Aluminum, for every type 
of building, for every building budget. Lupton 
Windows are designed and built by specialists 
with over 4° years of know-how. Here are 
Brand Name windows that are advertised in 
national trade, professional and consumer 
papers month after month. There are ad mats, 
signs and literature to help you merchandise 
Lupton. Well stocked East. and West coast 
warehouses — a nation-wide set-up of distribu- 


tors and representatives assure you of prompt 
service and quick delivery. 


(To obtain more data on advertised products see page 


Good design — sound construction and rigid 
inspection make Lupton Metal Windows a 
“safe” buy keep your customers satisfied 
and help insure your profits. Top on the list 
of profitable windows are the three Lupton 
Aluminum Stars — residential casements, awn- 
ing windows and double hung windows. What- 
ever the project, when you sell Lupton, you 
have a window for the job. Get the whole 
Lupton story from your nearest distributor, or 
write direct. 


MICHAEL FLYNN MANUFACTURING CO. 


Godfrey anaes 24, 


Member Steel Window Institute & Aluminum Windo s. Assoc 


LUPTON 


METAL WINDOWS 


290) 


700 East Avenue, Penna 
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Lupton Casement 
Steel or Aluminum 


| 
i 
| 
i 
| 











i 
\ 
| 
| 
| 
\| 
Ne 














Lupton Aluminum 
Double Hung Window 


Lupton Aluminum 
Awning Window 


NEW SALES HELPS 
FOR LUPTON DEALERS 


Ask your distributor for 
these NEW Lupton sales 
help 


NEW POSTERS 
Big colorful 
eyecatching. 28 inches 
by 38 inches. Printed 
in 11 colors and lac 
quered 


NEW ENVELOPE 
STUFFERS 
One features Lupton 
Aluminum Double 
Hung Windows 
One features Lupton 
Aluminum Casement 


Windows 


Make your sales easier 
with these colorful mer 
chandising aids . . . they'll 
help make customers out 
of prospects. 


Partial List 


ALABAMA: 
Birmingham 1: Virginia Steel Co., Inc. 
P. O. Box 1152, 1007 37th Place North 


ARIZONA: 
Phoenix: Malico Distributors 
P. O. Box 3916, 315 South lIth Ave. 


CALIFORNIA: 

Burbank: Arrow Sash, Door & Mill Co. 
243 West Santa Anita Ave. 
Stockton: Michael Flynn Mfg. Co. 
Warehouse—1441 W. Fremont St. 
Whittier: Whittier Glass and Mirror Co. 
11434 E. Whittier Bivd. 


CONNECTICUT: 
W. Hartford: General Building Products Co. 
12 Brixton St. 


DELAWARE: 
Wilmington: Hance Hardware Co. 
24 Stone Hill Rd.—Augustine Cutoff 


DISTRICT OF COLUMBIA: 
Washington 11: Cushwa Brick & Bidg. Sup. Co. 
137 Ingraham St. N.E. 


FLORIDA: 
Gainesville: Stringfellow Supply Co. 
P. O. Box 152, 536 S. W. Second Ave. 
St. Petersburg: Metal Building Products, Inc. 
P. O. Box 1559, 2700 22nd St. North 


GEORGIA: 
Atlanta 1: Henry Taylor & Son 
P. O. Box 1328, 1058 Amsterdam Ave. N.E. 


KANSAS: 
Kansas City 10: Lusco Brick & Stone Co. 
1136 Southwest Bivd. 
Wichita 1: Lusco Brick & Stone Co. 
P. O. Box 1481, 342 N. Waco St. 


KENTUCKY: 

Covington: Tate Builders Supply Co., Inc. 
P. O. Box 27—Rouse Sta., 19th & Russell Sts. 
Erlanger: Tate Builders Supply Co., Inc. 
47 Dixie Highway 
Lexington: Clay Ingels Co., Inc. 

347 E. Main St. 


LOUISIANA: 
New Orleans 19: Favrot and Pierson 
3511 Toulouse St. 


MARYLAND: 
Baltimore 3: Maryland Steel Products Co. 
P. O. Box 1997, Bush & Ridgely Sts. 


MASSACHUSETTS: 
Arlington 74: Boston Screen & Sash Co. 
91 Mystic Street 
Springfield: General Building Products Co. 
232 Albany St. 
Worcester: General Building Products Co. 
120 Grove St. 


MICHIGAN: 
Grand Rapids 7: Steele Bros. & Todd 
1050 Cottage Grove, S.E. 


MISSOURI: 
Kansas City: s lames Brick & Stone Co. 
Ox 


NEBRASKA: 

Omaha: B & C Steel Corp., Inc. 
508 Karbach Bldg. 
Scottsbluff: B & C Steel Corp., inc. 
Scottsbluff-Gering Highway 


NEW JERSEY: 
Camden: Camden Glass & Mirror Co. 
22nd & Federal Sts. 
Newark: Fireproof Products Co., Inc. 
183 Frelinghuysen Ave. 
Trenton: Industrial Engineering Works, Inc. 
67 Bloomsbury St. 


NEW YORK: 
Elmira: LeValley Mcleod, Inc. 
215 E. Church St. 
New York 54: Fireproof Products Co., Inc. 
138 Bruckner Blvd. 


MICHAEL FLYNN 


of LUPTON Distributors 


NORTH CAROLINA: 
yy R. J. Lock Stee! Products Corp. 
. ©. Box 1763, 1200 W. Moorehead St. 


OHIO: 
Dayton 9: me Sayre, Inc. 
Box 586 #11 


Toledo 12: Mayfair WR i Supply Co. 
5240 Lewis Ave. cor, Mayfair 


OKLAHOMA: 
Oklahoma City 6: Lusco Brick & Stone Co, 
400 N. Klein St. 
Tulsa: Allied Hardware & Supply Co. 
7500 Sand Springs Rd. 


OREGON: 
Portland > Mercer Stee! Co., 
2555 N.W. Nicolai St. 


PENNSYLVANIA: 
Allentown: United Materials Co. 
314 Gordon St. 
ee ee M. L. Claster & Sons, Inc. 
O. Box 539, 197 S. Water St. 
by Bois: H. “+ ~> & Sons 
Du Bois St. 

Erie: Ralph A. Neff 
341 Shenley Drive 
Harrisburg: C. H. Hershock, Inc. 
1513 N. Cameron St. 
Lancaster: Charles E. Johnson 
P. O. Box 293, 312 N. Lime St. 
New Castle: Fleming Steel Co. 
Pen ry Orrin E. Palmer 

Harding Ave. 
New Holland: 
New Holland Concrete Froducts Co., Inc, 
Pittsburgh ‘nag C. C. Shannon 
Empire Bld 507 Liberty Ave. 
Reading: Berks ‘Building Block Corp. 
2210 North Sth St. 

Scranton 2: Anthracite Bridge Co. 
300 Genet Street 
Turbotville: Turbotville Block Ce., Inc, 
Wilkes-Barre: William H. Pierce 
402 Bennett ig” 
Wilkes-Barre: F. N. Henry 
540 Main St. 

York: Atlas Manufacturing Co. 
Grantley Rd. & Pa. RR. 


RHODE ISLAND: 
Providence: General Building Products Co, 
P. O. Box 415, 185 Charles St. 


SOUTH CAROLINA: 
Columbia: Kline Iron & Metal Co. 
P. O. 80x 1013, 1225 Huger St. 


TENNESSEE: 

Knoxville: Dealers Warehouse Corp. 
1372 North 6th Ave. 
Nashville: McMurray Structural Steel Co. 
1504 Demonbreun 5t. 


TEXAS: 
Dallas: Gene Paige Co. 
P. O. Box 2428, 2434 S. riaeon’ St. 
El Paso: Electrical & Mechanical Pp 
P. O. Box 3247, Sta. A, 708.716 % ih a hy St. 
Houston 7: Gene Paige C 
7620 Washington Ave. 


UTAH: 
Salt Lake City: Buehner Block Co. 
800 South West Temple 


WEST VIRGINIA: 
Charleston 28: Fireproof Products Co. 
P. O. Box 2311, Suite 422—Professional Bidg. 
Martinsburg: Richard R. Feller Co. 
P. O. Box 543, 900 Baltimore St. 


VIRGINIA: 

Bristol: Central Warehouse Corp. 
P. O. Box 85, 512 Scott St. 
Richmond 21: Virginia Steel Co., Inc. 
Mailing—Stewart Station Post Office 
Office—3122 W. Cary St 


WISCONSIN: 


Milwaukee 13: Thomae Giass Co. 
6510 West River Parkway 


MANUFACTURING COMPANY 


Sales Offices and Sales Representatives 


MAIN OFFICE AND PLANT 


700 East Godfrey Avenue, Phila. 24, Pa. 


LOS ANGELES 


672 S. Lafayette Park Place, Los Angeles 57, Cal. 


STOCKTON (Warehouse) 


1441 Fremont Street, Stockton, Cal. 


KANSAS CITY 

(Herb W. George) 

9209 Cherry St., Kansas City 5, Mo. 
NEW YORK 

51 E. 42nd Street, New York 17, N. Y. 
CINCINNATI 


De Sales Building, 1620 Madison Road 
Cincinnati 6, Ohio 
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DEALERS’ SHOP TOOLS usually will pay for themselves during one fall and winter season of yard fabrication. Power drill, 
cut-off saw and rip unit shown here at the Stewart Lumber Co., Oklahoma City, Okla., are basic needs. 


SUMMER COTTAGES, like this one at Hechinger’s, Wash- 
. Provide a profitable prefab market for many 


ington, D. C 
dealers during winter months 


GOOD NEWSPAPER ADVERTISING like this ad run by the 
Lyons Lumber Co., Clinton, lowa, should list prices for the 


various farm packages 


tional package). The versatile jig 
allows yard fabrication of solid 
wall panels, door and window pan- 
els. The panels are trucked to the 
site and combined with use of roof 
trusses for extra-fast house con- 
struction. 

Although the Lu-Re-Co opera- 
tional plan includes several scien- 
tifically-designed house plans, the 
modular panel plan can be used 
with virtually any house plan. 
Lu-Re-Co packages are being dis- 
tributed by National Plan Service, 
Inc., 1815 West Congress St., Chi- 
cago, Ill. 

4—Uses for Lu-Re-Co Vary 

While some dealers are prefab- 
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Hay Bunks 





SMALL FARM BUILDINGS 


3 Pen Hog Houses 


Hog Troughs 
| Feed Bunks 


INCLUDES ALL LABOR & TAX 


| This and many more farm buildings and equipment 
are built and ready for your inspection. Stop in at our 


yards today. Quality built—economy priced. 


» | Lyons Lumber Co. 


209 MAIN AVENUE 


$229.00 
$89.00 
$12.00 
$36.00 


DELIVERED FREE 








bing panels and roof trusses for 
contractor-customers, others are 
promoting the Lu-Re-Co plans for 
the do-it-yourself trade. Working 
with contractors, the Thompson 
Lumber Co., Champaign, Ill., has 
furnished materials for a sizeable 
subdivision. Carl Scholz, Vandalia 
(Ohio) Lumber Co., has a 73-house 
development underway. Scholz is 
using modified Lu-Re-Co house 
plans. C. M. Johnson Lumber Co., 
Newark, Ohio, is building conven- 
tional, low-cost homes using the 
modular fabrication plan. 

Jim Morrow, secretary, Grant 
Street Lumber Co., Gary, Ind., says 


he is using the Lu-Re-Co plan to 
appeal directly to do-it-yourself 
customers. He has about a dozen 
do-it-yourself homes under con- 
struction. 

Grant Street Lumber Co. makes 
up the wall panels and roof trusses 
and delivers them to the custom- 
er’s paid-up lot. Price of all lum- 
ber and millwork is figured at 
$3,900. The firm carries the cus- 
tomer until the house is closed-in 
(average about three months); 
then, a conventional mortgage is 
taken on the structure. 

“The Lu-Re-Co plan is a wonder- 
ful promotional gimmick for the 


(continued on page 214) 
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new® 
AMWELD 


metal trim 





for Amweld “K-D" Steel 
Sliding Closet Door 
Units 





Matches Amweld Inter-Lok Frames — same 
attractive, modern appearance — neat 
mitered corners. Builders can eliminate ex- 
pensive fitting of wood trim around closet AMWELD METAL TRIM SIZES AVAILABLE 
openings with new Amweld Metal Trim. For regular size For “King Size" floor- 

: ‘ s “K-D” Sliding Closet to-ceiling Sliding 
Easy-to-install — metal trim slips under jambs Door Units @-- Door Units 
and header — is held in place by same screws 
that fasten jambs and header to rough 90" x 6'9'%"" 
finished opening. Made of U. S. 20 gauge steel, 410" « 6'9%" 
metal trim is prime coated ready for finish coat. A x a, 

x 

Popular with builders everywhere, The 
complete line of Amweld Building Products Please send me complete informa- 
ve Inter-Lok Frames, doors and sliding closet den chout the Asnweld tine of 
units can reduce the cost of any house. For Building Products. 
complete information about this easy-to-sell, 
profitable line of steel doors, frames and 
sliding closet units — write today. Dealerships 
open in a few choice areas. 





NAME 


Amweld Building Products Division 
COMPANY _ 


THE AMERICAN WELDING AND MANUFACTURING COMPANY 


320 Dietz Road bad Warren, Ohio ADDRESS 
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BUILDING PACKAGES 


(begins on page 208) 





do-it-yourself trade,” says Morrow. 
A number of dealers are plan- 
ning to utilize idle time this winter 
to make up panels and roof trusses. 
When construction demand be- 
comes heavy next spring, they will 
be in position to deliver packaged, 
ready-to-assemble houses. The Lu- 
Re-Co system has full FHA ap- 
proval for financing. 
5—Other Buildings Profitable, Too 
The Halliday Co., Ltd., Burling- 
ton, Ontario, Canada, has built a 
$400,000-a-year business in precut 


(FENCE 


right for your 


and prefab summer cottages which 
are sold on a mail-order basis, 
mostly to do-it-yourself customers. 
(American Lumberman, May 3, 
1954). 

Hundreds of dealers are earning 
higher profits with precut and pre- 
fab garages. The Foley Lumber 
Co., Jacksonville, Fla., makes a 
30% profit on every garage. The 
buildings are sold in prefabbed 
sections and most are erected by 
do-it-yourself customers (Ameri- 
can Lumberman, February 22, 
1954). 


6—Small-Scale Yard Fabrication 


Dealers in both urban and rural 
areas who may not wish to go into 


customers’ every need 


You'll increase your sales of fence 
when you impress upon your cus- 
tomers that CF&I Fence is right for 
their every need. Sell the features 
which assure the permonence, ease 
of erection and good looks of CF&l 
Fence. Stock the kinds of fences that 
exactly suit your customers’ needs 
... you'll find them among the nearly 
150 different types, heights and 
weights of fence made by CF&I. 


Full details about these and many 
other selling features of CF&! 
products are included in the new 
CF&I Wire Products Catalog . . . the 
complete story on o wide voriety of 
steel products known throughout the 
West for their quality and depend- 


And remember—tvery fence customer 
is also o prospect for these allied CF&! 
Products. 

cF&2i BARBED WIRE 

CF&!i BARBLESS WIRE 

CFal FENCE STAYS 

CF&l FENCE POSTS 

CF&I NAILS AND STAPLES 


THE COLORADO FUEL AND IRON-CORPORATION | 
, , UF 


Abilene + Albuquerque » Amarillo + Atlante + Billings » Boise - Boston » Buffalo - Butte » Casper + Chicago + Denver 
Detroit + El Paso + Ft. Worth + Houston + Lincoln (Web.) + Los Angeles + New Orleans + New York + Oakland 
Oklchome City + Philadelphie » Phoenix - Portland « Pueblo - Salt Lake City » San Francisco » Seattle » Spokane + Wichite 
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ability for over half a century. Con- 
tact your CF&I representative today 
for your copy of this completely new, 
informative CF&|l Wire Products 
Catalog. 


4 

TELL 
iS nts 

your |” 

PROTECTION 





yard fabrication on a heavy scale 
can concentrate on making small- 
er, household items. For example, 
there are many plans available for 
precutting parts for patio can- 
opies. Dealers in northern lake 
areas prefab parts for ice-fishing 
shacks and precut materials for 
boats. 

Other items that can be fabri- 
cated in the dealer’s shop include: 
dog houses, play houses, furniture, 
book cases, garden trellises, sand 
boxes, storage cabinets, tool sheds, 
arbors, solariums and work 
benches. 


Here are the advantages of 
slack-season yard fabrication: 


Advantages of Fabrication 


1. You are stock-piling profits 
by creating units for package sell- 
ing with little or no competition. 


2. You are getting more than 
your money’s worth out of your 
woodworking machinery. In one 
season of yard fabrication, most 
machines like circular saws, plan- 
ers and power drills will pay for 
themselves. 


3. You are providing work for 
men who might otherwise be laid 
off with resultant drop in person- 
nel morale and possible loss of 
well-trained workers. 


4. You are creating items—like 
furniture, ping-pong tables, stor- 
age walls, etc.—which you can sell 
immediately to boost cold-weather 
volume. 


5. You are using up odds-and- 
ends, turning “waste stock” into 
highly profitable merchandise. 


0 




















Price to Make a Profit 


Consumer selling is profitable 
selling only if the markup is suffi- 
cient to pay you for your services 
as well as your goods. One Cali- 
fornia dealer has figured what it 
costs him to make a consumer sale. 
His detailed analysis can help you, 
too. See page 94. 
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..-A COMPLETE COUNTER-TOP PACKAGE 


THAT'S EASY TO STOCK AND SELL 


New MICARTA® Unitop gives you a complete and 
practical counter top package for the “do-it-yourself” 
customer. With Unitop’s three standard lengths, 
corner sections and accessories (end caps, edge 
moldings, joint fasteners and sink rims) you can 
provide complete materials for any kitchen or 
bathroom counter installation. And Unitop’s 
“easy installation”? features make it a natural sales 
item. Top and backsplash are combined in one 


Westinghouse 


icarta 


UNITED STATES PLYWOOD CORPORATION 
largest plywood ga al the world 


and U.S.-MENGEL PLYWOODS- INC 


distributed by 


BUILDING Propucts MERCHANDISER 


(To obtain more data on advertised products 


unbroken piece — without joints or molding 
and the gleaming MICARTA surface is factory 
bonded to plywood. It’s virtually a saw and screw 
driver operation. 

For full informaticn on this unusual sales oppor- 
tunity —and all the sales tools that go with it 
contact your nearest United States Plywood 
Corporation representative. Or simply use the 


coupon below. J-06586 


United States Plywood Corporation 
55 West 44th Street, New York 36, N. Y. 


Please send full information on your MICARTA Unitop plan, 
Nome 
Address 


City 


see page 290) 





PROMOTION KITS containing a variety of product literature help convert home remodel 


ing prospects into customers at W. R 


. Shaw 


STEP 4 


Your package sales will pay off Y you can 
Use These Promotional Packages 


Here are some dealer-tested ideas, which are helping 
increase sales of packaged home remodeling and repair jobs. 


One of the surest ways to cap- 
ture your share of sales to the cur- 
rently booming home repair and 
remodeling market is to ask for 
them. Aggressive dealers have de- 
veloped combinations of several 
techniques to promote and sell 
building materials packages to 
this increasingly important mar- 
ket 

A stroll down a street in your 
community will open your eyes to 
the sales possibilities for packaged 
home repair and remodeling jobs. 
By following up this investigation 
with a personal visit or a phone 
call to these prospects, you should 
be able to increase your fall and 
winter business. 

Selling the idea of home im- 
provements by direct mail is one 
of the most effective methods. This 
list must be made up of property 
owners who are home repair 
pects 

Prospect Lists. A prospect list 
consisting of a card index of poten- 


pros 
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tial jobs is paying off for the P. J. 
Black Lumber Co., Cheyenne, Wyo. 
The result of casual comments by 
customers, each card lists the cus- 
tomer’s name, address, phone num- 
ber, the type of job and its possible 
starting date. Company employes 
hear about the jobs from the cus- 
tomer and offer their services when 
he starts the project. Customers 
are usually pleased with this at- 
tention and often volunteer further 
information. 

The follow-up card is filed 
chronologically for future refer- 
ence. A letter or phone call on the 
date noted on the card reminds the 
customer of his earlier conversa- 
tion with the dealer and can lead 
to a steady volume of packaged 
sales. 

Other companies use 
ideas with prospect books. 
ments of contractors, 
and other sources which can be 
followed up for future sales are 
carefully noted in the book. While 


similar 
Com- 
customers 


Sept mber ¢ 


Lumber Co., St 


) 


Paul, Minn 





indi- 
Bailey 
show 
costs for 
and repairs. 


BUDGET TERMS clearly 
cated on this sign at the 
Lumber Co., Miami, Fla., 
at a glance financing 
home additions 


4 


making deliveries, truck drivers 
have an opportunity to talk to con- 
tractors, and they have proved to 
be one of the best sources of tips 
for future jobs. One company in 
southern Illinois gets about 40 
leads a month from its 10 truck 
drivers. By aggressive follow-up, 
salesmen manage to land about 
half these jobs. 

Direct mail can help level off the 
fall and winter slump by locating 
prospects in a larger area than 
could be covered by salesmen. 

This method of promotion has 
helped the Slaughter Lumber Co. 
wag pace with fast-growing Dal- 
las, Tex. A letter written to step 
up home improvement business has 
resulted in numerous call-ins from 
a mailing list of 8,500 names. Fol- 
low-up personal calls where ex- 
panding families required addi- 
tional room produced on the aver- 

1954, 
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CUTAWAY SECTIONS 


what has to be done and help promote 


ing jobs 


age three sales out of six calls. 

Slaughter’s letter starts out on 
a sales-producing note, reminding 
the homeowner that the addition 
he wants so badly can be financed 
for as little as $1 a day. Emphasis 
is placed on the fact that the home- 
owner can do the work himself 
and Slaughter will offer free ad- 
vice or furnish a list of competent 
contractors. Pointing out that 
this is the time of the year to 
start home repairs and remodeling, 
brought many calls for Slaughter 
to send out one of its experts to 
look over the project. 


Telephone. In many instances, 
the telephone has proved a potent 
link between the customer and 
lumber dealer. Folks in the trad- 
ing area of the P. D. Humphrey 
Co., Tiverton, R. L., are continually 
urged in newspaper ads to make 
toll-free calls to the yard for infer- 
mation about all building mate- 
rials, home remodeling and re- 
pairs. 

In its ads, Humphrey plays up 
its Building Service Center where 
information as well as service and 
materials are supplied. “We may 
not know all the answers, ” the ad 
says, “but 69 years’ experienc e has 
taught us many of ’em. 

“It’s surprising how many peo- 
ple become seriously interested as 
one question leads to another,” 
says president Irving D. Hum- 
phrey, Jr., “and they find that what 
they thought was a dream can be 
made to come true and much 
easier than they thought possible.” 


Display. 
gle sales factors in 
is our 


One of the greatest sin- 
America today 
national custom of window 
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in display rooms effectively 


package sales fo! 


illustrate 
remodel 


shopping and its indoor counter- 
part of “just looking.” An im- 
pressive percentage of package 
sales result from this shopper’s 
habit of scouting before buying. 

For this reason attractive win- 
dow displays can help sell pack- 
aged remodeling and repair jobs. 
The Hill-Behan Lumber Co., Chi- 
cago, periodically displays various 
interior paneling and ceiling tiles 
to stimulate interest in remodel- 
ing. The Hohmeier Lumber & 
Millwork Co., Chicago, demon- 
strates its packaged kitchens in an 
attractive, well-lit window. 

Inside the showrooms various 
display techniques are used, de- 
pending upon the space available, 
to demonstrate end-uses of build- 
ing materials. The Webber Lumber 
Co., Fitchburg, Mass., devotes its 
showroom to the dramatic presen- 
tation of packaged kitchens, 
bathrooms and other home im- 
provements. Webber’s One-Stop 
Building Repairing Center, is lo- 
cated next to the credit department 
at the rear of the store. 

A U-Do-It display demonstration 
room has resulted in an increase 
in packaged sales of basement rec- 
reation rooms and attic remodel- 
ing for the Steel City Lumber & 
Supply Co. (Bader Corp.), Gary, 
Ind. 

“An exaggerated notion of price 
and lack of confidence in their 
ability are two reasons why do-it- 
yourself customers hesitate to 
tackle a basement recreation room 
or an attic remodeling job,” 
manager Dick Briggs. 

In building the room, the 
created a _basement-like 
phere in an old 


Says 


firm 
atmos- 
garage-storage 





t ASHLAND'S Free Estimate 
ENDABLE SERVICE 


BR unswick 8-1648 


For all HOME 


REMODELING 


Phone today ond ashe an appointment with 
ded 

your materiel, leper end financing all from 

one source 


LICENSED—BONDED--FULLY INSURED 
ALL WORK GUARANTEED 





Call Ashland for All Remodeling Work 
C) Rear Porches [)Rumpus Rooms 
| Dormers |Basement Flats 
0 Attic Flats Peace Siding 
| |Front Porches Additions 
Ne Job Too Large or Too Smell 


FHA FINANCING—UP TO 7 YRS, TO PAY 
ASK ABOUT OUR BUDGET JOB 
YOU DO IT YOURSELF 


We will do the difficult part of any job—raising dormers, 
building the shell of an addition, roughing-in plumbing 
etc.—and leaving all or any amount of finishing work you 
wish to complete yourself. Best of all, Ashland will esti- 
mate the entire job—including the necassery materials 
for you to complete your ee | 


ASHLAND HOME CONTRACTORS 1} 











PHONE CALL for an appoint- 
ment day or night and easy fi- 
nancing are emphasized in news 
paper ad by the Ashland Lumber 
Co., Chicago. 





area alongside their main show- 
room. Cutaway construction re- 
veals how the various materials 
are applied. Though the room is 
aimed at the do-it-yourself cus- 
tomer, many contractors are using 
the room to show materials to their 
clients. 

“One of the most exacting tasks 
of the dealers,” says Briggs, “is to 
narrow down a customer’s choice 
so he can make a decision on a 
purchase. “We could have in- 
stalled many more wail coverings, 
but we purposely narrowed the 
selection to help the customer 
make a decision.” 


Pictures of good 
valuable sales aids. A file or scrap 
book of large, attractive pictures 
of remodeled bathrooms, kitchens, 
porches, attics, basements and add- 

(continued on page 221) 


jobs are in- 


217 








Increase your Flooring Profits with 
—————. —— — 
ADGETT-SMITH_ OAK FLOOR 

neste 3 


ANN 



































@ BETTER SERVICE @ BETTER QUALITY 


(Within 600 mile radius) 
Coast-to-Coast Rail Shipment 


DIRECT VAN aie 





P.S. Here is beautiful top-quality 
flooring that is manufactured from 
juine Ozark Mountain Oak. 
End-matched, NOFMA graded and 
carefully seasoned makes Padgett-Smith 
Oak Flooring easy to sell at a nice profit 


for you. It will pay you to investigate. 


Representatives in most states. Write or phone for particulars. 


ADGETT- MITH FLOORING COMPANY (or.ci) view. mo. 





MAKE & A LET STORM WIZARD “MAGIC HINGE” K-D KIT 
MORE 8&8 fp 1 INCREASE “DO-IT-YOURSELF” STORM WINDOW SALES 
PROFITS! Ri FOR ALL RESIDENTIAL CASEMENT WINDOWS 





For Residential Aluminum or Steel Casement Windows! 


~ Factory packed for over-the-counter sales! 


¥* Engineered for “Do-it-Yourself” en EP 


/ 
¥ sells for half its completed price! 


» A, 
he D | — YOU supply the glass for EXTRA PROFITS! Kg 


~\ ) / STORM WIZARD’ Srevownionary K-D xin 
N WE 
HITTIN 





DOUBLES YOUR PROFIT POTENTIAL BECAUSE IT DOES Lu 
AT AWAY WITH COSTLY SERVICE AND REPAIR CALLS! 4 14 / i ce 
j oF 
K Your ‘Do-it-Yourself’ sales will zoom to a new high with onal 
experience backed STORM WIZARD K-D Windows! They nerd 














no special sales push—they're nationally accepted, sell on 
sight! Let STORM WIZARD pack your newest profit-punch! <= ra 
Write—Wire—Phone for complete K-D details today! { 


se \B&G SALES CO.@IMMA 


w/a 


























PITTSBURGH--6905 Susquehanna Street © Pgh. 8, Pa. 
CHICAGO—6412 Stony Island Ave. ® Chicago 37, Ill. Other STORM WIZARD Kits 
NEW YORK—771 W. Merrick Rd. © Valley Stream, N.Y. for conventional double- 


h ndows. 
Packaged single or in \) ung windows 


| doxen quantities. \ 
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SELL the Unlimited 


Market for ARMSTRONG 
Sealing Compounds 


Ptuyone can apply 
them... every home 
aceds them { 


comPouM 


i.) 
© ASTIC grazing comem 


33 GLAZING 
COMPOUND 


“Do-it-Yourselfers’’ are using tons of 
ELASTIC "33" Compound annually. Great 
favorite for glazing windows, patching 
nail holes before painting, setting plumb- 
ing fixtures etc. Does not crack, crumble 
or chip off. Easy to apply. Ovtlasts ordi- 
nary putty many times over. Comes in 
1, 5-lb. and larger containers. 


KWIK-SEAL 


* 


BATH TUB 
SEALER 


Big 6-fluid oz. tube: 50% more mate- 
rial — 21% lower price. Home owners 
prefer Kwik-Seal 6-to-1. Easy to apply. 
Adheres to any surface and dries quickly 
to a smooth, hard, white finish. 


: FOR SEALING 
jj AROUND WINDOWS 
AND DOORS 


The average home has a score of 
places which need caulking. Sell them 
this top quality, gun-grade compound at 
@ very attractive price. It's ELASTIC — 
won't crack or crumble. Comes in both 
bulk and cartridge containers. 


ORDER FROM 
YOUR JOBBER 


The ARMSTRONG COMPANY 


CHICAGO DEeTRoT DALLAS CHARLOTTE, N. ¢ 


RICHMOND. CALIF 


| Get the facts. 





i) 
| Gives KYANIZE DEALERS 


BIGGER PROFITS” 


| New Discount 
Pia 


. . says Renshaw Smith, Jr., President, 
Kyanize Paints, Inc. 


| Dear Friends: 


Take a tip from me — get 

all the details of the new 
Kyanize Discount Plan, for 

it can mean money in your 
pocket...extra money from ex- 
tra profits. This new Dis- 
count Plan, Kyanize quality 
products, and the Kyanize 
Franchise guaranteeing you ter— 
ritorial protection complete a 
dealer offer you can't afford 
to pass up...and remember 
this, Kyanize introduced the 
first successful alkyd flat — 
Clingcote Scrubable-Flat. 


Drop me a line 
or, better still, send me a wire 
you're on the way to see me. Lat 
me know when you're arriving, 
for I want to be here to greet 
you personally. I'll take you 
‘round to meet the key people, 
heads of departments you'll be 
working with-—-Van, Wes, Harold, 
Virge and all the rest. 


I'll be hoping to hear from you. 
Come yourself if you can, or 
drop us a line addressed to me 
personally. We really do have a 
better deal for you! 


Cordially yours, 
—~ 
MA — Af, 
Kyanize Paints, Inc. 


| 
P.S. If you can't visit us, spnd the coupon 
below for more information. 


prcccrco------ - + ------ 


1 
ww 


i Renshaw Smith, Jr. 

| Kyanize Paints, Inc. 

| 2nd & Boston Sts 

\ Everett 49, Mass 

i Please send me without obligation information on what Kyanize has to 
offer me — New Discount Plan, Products, Territorial Protection, and 

fall the rest. 

Signed 

i Name of Store 


Street Address 


City & State 





be ane om a a on am en an an an an apenas as anananasanad 
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ALUMINUM 


eonar d AWNING WINDOWS 


& GLASS JALOUSIES 





will increase your sales...earn you higher profits / 


LOUVER 


@ Head, sill & jamb sections 
completely weatherstripped. 


@ Sturdy extruded frame. 
@ Sure-lock louver clips. 
@ 120° opening. 

@ 7 inch louver width. 


R.B. Leonard, Inc.—AL-9 
3553 N.W. 50th Street, Miami, Florida 


Gentlemen: Please give me full facts about the 


LEONARD Awning and Glass Jalousie Windows: 


Check one: Dealer Distributor 
Nome 

Address 

City 


Phone 


Heavy gauge frames. 
@ Aluminum extrusions. 


@ Finest operating 
hardware—no 
maintenance problems. 


Interchangeable screens 
and storm sash for 
all weather. 


@ Modern design drip cap. 


Wide 4 inch louvers. 


ir @ 


AWNING 
WINDOW 


@ Exclusive power-turn 
operator. 


@ Easy to install. 
@ No lubrication needed. 


@ Heavy gauge extruded 
aluminum frame. 


@ Simple to glaze. 


Leonard 


R.B. Leonard, Inc., 3553 N.W. 50th St., Miami, Fla. 


Sell the leader in modern windows for modern living. Write 
or wire us today for complete details on our factory-to-dealer 
plan which brings you higher profits, increased sales. 
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PERSONAL CALLS and free estimates give the salesman an opportunity to discuss the 
job with a prospect and lead to increased packaged sales. 


a-room projects will help sell pros- 
pects. Photographs also show your 
customers you’re proud enough of 
your work to brag about it. 

Recently more and more dealers 
are learning the effectiveness of 
}-dimensional color slides to dra- 
matically illustrate by before-and- 
after pictures what can be done in 
the way of home remodeling. The 
purchase of a camera and viewer 
will more than justify itself by 
helping sell more remodeling jobs. 

Installment buying should be 
encouraged to sell packaged jobs. 
Budget buying dovetails with the 
buying habits of the customer, 
gives the salesman an opportunity 
of selling a complete job, provides 
a continuous market and a steady 
volume of business and gives a 
greater assurance of customer 
good will because he knows you 
want to help him. 

Continually telling the public 
that it has money to loan for home 
improvements has for years been 
the backbone of the Reed Lumber 
Company’s promotion. Located in 
Phoenix, Reed years ago inaugu- 
rated a successful house-to-house 
canvassing campaign for remodel- 
ing business. 

Reed’s new salesmen, usually 
have a limited knowledge of the 
lumber business, but have been 
successful door-to-door canvass- 
ers. The budget idea is used to 
show housewives that the home 
improvements she needs are avail- 
able at a few dollars a month and 
she in turn convinces her husband. 

Follow-Up Calls. Feeling that 
too long has the homeowner been 
left to shift for himself in the field 
of home additions and improve- 
ments, Le Roy Nelson, assistant 
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manager, Schoeneman Lumber Co., 
Sioux City, lowa, decided to ask for 
more business with personal calls. 

“There’s no two ways about it,’ 
Nelson says, “you have to ask for 
an order and be prepared to serve 
the customer with advice after you 
complete the contract.” 

Service is the key to Nelson’s 
success as his long-range policy of 
building good will keeps the old 
customers coming back and telling 
their friends about Schoeneman’s 
“Handy Andy Service.” This serv- 
ice is used to help do-it-yourself 
customers who are having trouble 
with a job. 

Nelson’s customers are encour- 
aged to save money by doing the 
job themselves. But at any stage 
of the game, he can turn it over to 
Schoeneman’s to complete. This is 
an added inducement to sell hesi- 
tant homeowners on doing that re- 
pair or remodeling job now. 

“Housing booms may come and 
go,” Nelson says, “but the home 
improvement market goes on for- 
ever.” Nelson is aggressively going 
after this market in the Sioux City 
area. 

“The reason lumber dealers 
don’t have more home remodeling 
business is because families are 
sold on TV sets and automobiles 
befsre they thiak about home im- 
provements,” Nelson adds. “In ad- 
vertising, we don’t sell parts, we 
sell the complete package at so 
much a month and make home im- 
provements as easy to buy as a TV 
set or a car.” 

Many a sale could be completed 
if more imaginative follow-ups 
were used. For example, if a job 
is hanging fire and you can’t make 
a personal visit or phone call, you 


can show your continued interest 
by mail. Send the prospect mate- 
rial pertaining to his specific job, 
this can be clipped from newspa- 
pers, magazines or send a piece of 
literature with some personal com- 
ments. A few marginal notes on 
a picture of a remodeling job will 
show you're still interested in the 
customer’s welfare and help clinch 
sales. 


It has 


Training is important. 
helped the O & N Lumber Co., 


Menominee, Wis., build an alert, 
aggressive sales force, which sells 
such diversified packages as roof- 
ing, siding, insulation, garages, 
porch enclosures and added rooms 
to a rural and urban markets. 

The success of this training is 
reflected in the fact that 70% of 
the yard’s packaged sales are the 
result of the company’s efforts 
rather than contractors. 

By calling its representatives, 
field men instead of salesmen, O. 
& N. has broken down the psycho- 
logical barrier to sales by empha- 
sizing they are trying to help cus- 
tomers solve their problems rather 
than pressuring them into sales. 


National advertising stressing 
“Consult your local building ma- 
terials or lumber dealer for further 
information on how you can get 
more living space” spearheaded 
the add-a-room campaign of the 
Gypsum Association. Slanted at 
the potential $7 billion repair and 
remodeling market of seven million 
homes requiring additional space, 
the Gypsum Association backed its 
campaign with posters, newspaper 
ads, TV shows and radio spot an- 
nouncements. Promotion-wise deal- 


(continued on page 222) 
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PROMOTION PACKAGES 


(begins on page 216) 





ers are backing this campaign with 
posters and local newspaper ads to 
capitalize on this market for more 
living space. 


Packaged Literature is used to 
good advantage by the W. R. Shaw 
Lumber Co., St. Paul, Minn. A 
sturdy, heavy paper folder is used 
to package as much as 50 pieces 
of manufacturers’ literature for 
distribution among potential build- 
ing materials customers. 

Shaw’s “Idea Kit for Building 
and Remodeling” is an impressive 
way of making available current 
manufacturers’ literature and 
keeping it handy for the homeown- 
er’s reference. Inside the cover, 
Shaw outlines how easy it is for a 
customer to get planning help and 
free estimates; offers to advise do- 
it-yourself homeowners or recom- 
mend contractors; volunteers to 
arrange financing and help in ev- 
ery way possible to improve the 
customer’s home. 

The continuous use of good man- 
ufacturers’ literature is important 
Many dealers are surprised to find 
customers coming into their yard 


many months after a piece of liter- 
ature was distributed and asking 
for the material it promoted. 


Radio and television are becom- 
ing vital adjuncts to a building 
materials dealer’s promotion cam- 
paign. Gee Lumber Co., Chicago, 
uses the early morning hours to 
push kitchen remodeling promo- 
tion. Dane Lumber Co., Beloit, 
Wis., aims its early morning radio 
spot announcements to the farmer 
market; its noon-hour announce- 
ments to the entire family, and its 
evening announcements at the 
head of the household. 

Bob Bluell, manager, Findorff 
Lumber & Supply Co., Madison, 
Wis., is well pleased with his com- 
pany’s 13-week TV series which 
ended last June. 

“Frequency of telephone, mail 
and personal inquiries that men- 
tioned our TV program warranted 
the expenditure,” Bluell said. “One 
program mentioned that our pre- 
cut garage could be easily con- 
verted into a small cottage. We 
received six inquiries the follow- 
ing week. Two orders were signed 
and others are in the process of 
financing and processing. 

“Don’t spend too much time pre- 
paring a script but do prepare the 
commercials carefully,” Bluell ad- 
vises. “Packaged items like gar- 
ages and recreation rooms includ- 


ing financing should be empha- 
sized. Since these are family-use 
packages a viewing time for the 
whole family should be selected. 
Findorff’s program on Sunday 
afternoon, emphasized do-it-your- 
self projects with Don Orr, a Fin- 
dorff employe, doing the demon- 
strating. 


Farm Packages. “There’s a way 
to get business in every community 
if you use your imagination and 
work for it,” says E. R. Knud- 
sen, secretary-treasurer, Farmer’s 
Lumber & Supply Co., Polo, Ill. 

“We've done a package selling 
job since we started in business,” 
Knudsen explained. “The customer 
tells us what he wants and our 
construction superintendent looks 
over the site, draws up plans and 
takes out one of our four crews to 
build it. We’re finding that more 
and more the farmer wants a com- 
plete deal. He doesn’t want to be 
bothered hiring the labor himself.” 

Farmer’s Lumber Co. sells the 
plans, material and labor for 40- 
50 farm structures annually ex- 
clusive of prefabs. 

During the winter, the construc- 
tion crews are kept busy in a large 
carpenter shop prefabbing brooder 
houses, portable hog houses, self- 
feeders, feed bunks and hay racks 
for the spring trades. 





Both the El Dorado and’ the Picture Door, 
CU A Ot Me 
How-ell-tite track ... another 


extra-durable 
How-ell-dor engineering first. 
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A rchitects look upon the How-ell-dor in terms of a 
quality standard of performance. To builders and 
suppliers it means ease of; i stallation, fasy turnover. 

o the homeowner it is an attractively priced door, 
built for lasting beauty. 


. 


When specifying How-ell-dor, look for fast, dependable 
service. There are now 44 stock sizes and styles of resi- 
dential and commercial doors to satisfy every requirement. 


@ Write for FREE '54 literature @ 


THE HOWELL MANUFACTURING CO. 7200 Hesbrook Ave., Philadelphia 11, Pennsylvania 
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ENGINEERED 
METAL LATH 





“minutes! 


WHEELING CORRUGATING COMPANY - 


Atlanta 
Louisville 


Boston 
Minneapolis 


Buffalo 


Chicago 


New Orleans 


That’s quite a tidy saving! And it’s 
possible because Wheeling’s new “En- 
gineered” Metal Lath Package is 
designed for fast and easy handling to 
save time, increase storage space. 
How is this accomplished? By fac- 
tory-packing 500 sheets of Wheeling 
Metal Lath in compact lifts of 50 
bundles of 10-sheet units. It’s triple 
banded for easy handling and to pre- 
vent fishtailing and bowing, color- 


*Patent applied for 





keyed and stenciled for quick weight 
identification, and tagged for easier 
counting. 

Result: you unload faster (only 45 
minutes with fork truck or crane), 
stack higher (ceiling height), deliver 
quicker at jobsite (with simple block 
and tackle). 

it all adds up to greater customer 
satisfaction, more profit for you! Get 
full details from the Wheeling office 


or warehouse nearest you! 


METAL LATH FOR STRENGTH...PLASTER FOR BEAUTY 


Columbus 
New York 


Detroit 
Philadeiphia 


Houston 
Richmond 


Buitpinc Propucts MERCHANDISER 


WHEELING, W. VA. 


Kansas City 
St. Louis 





Retailer-of-the-year tells 


Rrand Names Vay gy 


Pe) 





TYPICAL CASHWAY'S STORE with large 
display windows. Inside and out, stores 


appear to be “lumber supermarkets.’ 
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his own success story 


Lawrence W. Johnson of Johnson Cashway 
Lumber Co., Omaha, attributes his success 
to one principle. “I started with a small 
store in 1923. From the beginning, visual 
merchandising played a major part. | feel 
that our growth to an 8-store chain is a 
direct result of featuring the brands people 
know best and of letting customers see 


DISPLAYS INVITE CUSTOMERS to “stop, look 


and handle.” Nationaliy advertised, Post-adver- and handle them in Our Stores.” Cashway’s 


tised names are always popular best-sellers. 


SELF ORDER SERVICE retail advertising names products and 


i( iii) “ogi@e PE} brands, then tells home owners where to 
buy them. Most are Post-advertised brands. 
For Cashway’s carries over 80 Post-advertised 
products. (The Saturday Evening Post 
carries more building-supply advertising 


MERCHANDISING IS MAIN REASON why over 


50% of Cashway sales are to consumers. Post- than any other general magazine.) 


advertised brandsarepre-soid inevery community. 


—gets to the heart of America 
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Tell 


Your 
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Story. 
Budget 112% of Sales for Your Advertising Program 


Building materials dealers spend 
an average of .6% of their gross 
annual income for advertising pur- 
poses. Experts recommend that 
the outlay for advertising should 
be 144%. If you have been spend- 
ing less than 114%, why not raise 
your appropriation to that amount 
as part of your fall and winter 


jobs you intend to push. Each 
dealer should size-up his territory 
to determine which items will sell 
best. Next, determine which media 
will do the best job of selling these 
specific items; 


devote sufficient time in preparing 
each ad to get the most from that 
investment. It is a good idea to 
have one man in charge of adver- 
tising. Some dealers use the serv- 
then allocate your ices of professional advertising 
budget accordingly to specific agencies. All dealers may receive 
media. This estimate of outlay professional help through mat 
should not be a rigid law—only an services — such as the American 


sales program? When the normal 
seasonal slack period is over, com- 
pare your sales figures with the 
same months last year. 

Once you have decided on an 
overall amount for advertising, 
your next step is to decide what 
products and package remodeling 


outline plan. A big storm may 
create overnight a market for 
roofing, windows and storm doors; 
your budget must be flexible to 
cover such needs. 

Advertising represents a con- 
siderable financial investment, re- 
gardless of media. Dealers should 


Lumberman’s ADservice. 

For further help in planning 
your fall and winter advertising, 
turn to: 

How to Advertise for 

More Home Package 

Sales 


ADservice Page 234 
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C—- ALUMINUM PRODUCTS 4 
_ DESIGNED SPECIFICALLY TO MEET THE PROBLEMS OF THE LUMBER DEALER! 




















COMBINATION 
STORM SASH 
& SCREENS 


COMBINATION SCREENS 
STORM & FOR 

SCREEN DOORS CASEMENTS, 

PORCHES, etc. 


Easy to Install ! 3 Full-Morticed 

Piano Type Hinges 
Riveted to Aluminum 
Z-Frame and Fastened 
to Heavy Cast Corners 
in Door Frame ! 


Easy to Operate! Sturdy 
Extruded 
Frame with 
18 x 14 mesh 


Aluminum 





Truly Self-Storing! 





Overlap or Blindstop 
Construction ! 


Expander with ex- Screen Wire! 


tr ded vinyl sweep 
keeps out insects 
and snow! 


Only a Screw- 
driver and Drill 
Needed to Install! 









































Ornamental Grilles! 
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for pressure-creoso te d fence posts ind other 


pressure-creoso te d wood products. If you'd 


trike 


mailing card on this page. But first, tarn 


t hve 


ivailable to you 


There's profit for you in 
pressure-creosoted wood 


w is the tume to cash in-on the demand 


4 
‘ 


Farmers who buy pressure-creosoted 
fence posts come 


RIMARILY a sales and service organization for automotive 

and mechanized farm equipment, R. R. Van Landingham, 
Inc., took on a profitable additional line five years ago in 
pressure-creosoted lumber products. 

Since that time, all lumber sales have been pressure-creo- 
soted products, with pressure-creosoted fence posts account- 
ing for 90% of the volume. 

Newspaper advertising and mailings have been used, and 
Mr. Van Landingham says word-of-mouth advertising has 
also played a big part in building up sales of pressure-creo- 
soted products. ‘Satisfied customers can’t be beat for passing 
the good word along,’ says Mr. Van Landingham. 

Sales of pressure-creosoted products tie in well with other 
lines handled by the firm and build good will among cus- 
tomers and prospective customers, according to Mr. Van 
Landingham. 

If you have a business that serves farmers, pressure-creo- 
soted fence posts are an excellent addition to your line. They 

are a quality item with almost unlim- 
ited sales potential and prospects of re- 
peat orders again and again as farmers 
add more fence. 


eer? «eee 


Jnited States 


Pittsburgh 30 


“Fences That 
Name 


Address 


more information, send in the 


page io see t hve merchand n help 


City 
State . 
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MAIL THIS CARD T 


back for more 
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R. R. Van Landingham shows a customer, C. J. Sowers, part of 
his stock of pressure-creosoted fence posts. 


PEEEPEEE ELE 


Mr. Van Landingham shows another customer a photograph 
of a fence, built with pressure-creosoted posts, that has given 
years of service 


ODAY-NO STAMP NEEDED 


er . Ferree eee rer ee Sete eete 


‘eetereenrere eererere 


Steel Corporation 





Room 4476 , 525 William Penn Place 
, Pennsylvania 
I’m interested in handling pressure-creosoted fence posts. Please 


send me more information and put me in touch with pressure-treaters 
who produce this product. And include a copy of your new guide, 


Pay.” 


PRESSURE-CREOSOTEL Dr PAPER 


@ How can pressure-creosoted fence posts the right amount of Creosote is forced deep 
ave ) mone Because they last up to 7 into the wood to make it outlast untreated 
ne ng as untreated fence posts! This wood by as long as 40 vears 


placements as well as longer Thousands of farmers all over the country 
the fence itself You'll save on labor have installed pressure creosoted fence posts 


these posts are easy to set and Why not let these posts give ou years of 
equire little maintenance trouble-free service? 
Pre ire-creosoted posts are the manufac Well welcome the opportunity to give you 
t { modern wood treating prices and further information on pressure 
ant There no guesswork involved. Just creosoted fence posts. Come in today' 


YOUR HEADQUARTERS FOR PRESSURE-CREOSOTED FENCE POSTS 
DEALER SIGNATURE 





NITED States Steel, a producer of USS Creosote used by 
many independent wood treaters, is happy to help you 
promote the sale of pressure-creosoted fence posts. 

New mats are now available for you to use in advertising 
pressure-creosoted fence posts in your community newspaper. 
They'll tell your customers that your place of business is 
headquarters for pressure-creosoted fence posts. 

Wood treaters who use USS Creosote can supply you with 
these mats. If you are now selling pressure-creosoted fence 
posts, ask the treater from whom you buy posts for these 
mats. If you are planning to become a dealer, these mats will 
help you build quick business on this item. 

United States Steel also promotes sales for you with ad- 
vertising in leading state and regional farm papers. And a 
free fence guide has been prepared for distribution to your 
customers 





‘ times . ‘ 





Po Sly " 
- ; Sts they 
Pressure-creosoted fence posts are a well-promoted item — *Placem,2 ’ WANT PRESSURE-CREOSOTE 
. . , . . en. ‘ m 
that can be profitable to you. If you'd like us to put you in = nee . 


On 


fo self 
touch with treaters in your area who can supply you with pr: line y 7 FENCE POSTS? 
Cf oO 
pressure-creosoted products . ng 1 


mode fence 
Ww e'll - tie u Pr; 
” n “% os 
4nd fur , 
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FIRST CLASS V, ¢ 
Permit No. 3117 wa et ay 
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BUSINESS REPLY CARD 


No Postage Stamp Necessary If Mailed in the United States 


@ When vou buy //-essure-creosoted fence posts, you are getting 
quality — manufactured products of modern wood treating 
plants. Just the right amount of Creosote is forced into the wood 
to give it the longest possible life which is up to 7 times that 
of ordinary wood posts 








— POSTAGE WILL BE PAID BY — 


Because these pressure-creosoted posts are longer lasting 
they save vou money on replacements, on labor, and on fence 
itself 


Over the vears these posts have proved to be more economical 


UNITED STATES STEEL 


Room 4476, 525 William Penn Place 
Pittsburgh 30, Pennsylvania 


than any other wood post. Come see us for prices and further 
information. We'll be happy to serve you 


YOUR HEADQUARTERS FOR PRESSURE-CREOSOTED 
FENCE POSTS 


DEALER SIGNATURE 
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There's Real Profit Selling 


PLASTEX 
Messre Mriad 


... because more 
and more builders 
are installing it! 


Builders everywhere are 

taking to PLASTEX Measure Marked 

PIPE. It’s light, flexible, easy to install . 

saves time and labor on well piptng, lead-in lines, 
underground distribution, drainage or conduit. 
PLASTEX Measure Marked PIPE gives homes an 
extra selling feature because it’s guaranteed against 
rust, rot, corrosion , . carries more water than 
ordinary pipe. 


Start selling PLASTEX now — the pipe with the 
plus features! Exclusive, permanent brand measure- 
mark every 10 feet for easy, accurate measuring 
when making sales or on the job. Every foot of 
PLASTEX Measure Marked PIPE guaranteed for 


PURITY, PERFEC- 

TION and PERMA- BASTEX 
NENCE. Ask yur € O M PAN Y 
jobber or write today, 406 Mt. Vernon Ave., Columbus 3, Ohio 


Convenient-New 


DISPENSEREEL 


Holds giant 600” coil... 
makes stocking, display- 
ing and cutting quick 
and easy. Get this com- 
pact, attractive sales pro- 
moter from your jobber. 





PLASTEX — Nationally Advertised and fistributed 





.»- that mean 
more profit 
to you 


® CABINETS IN COLOR—Six stun- 
ning decorator colors to choose 
from, or white if preferred. 

TOPS IN QUALITY—Comparison 
will convince you. 

e WIDE SELECTION OF SPECIAL 
FEATURE CABINETS OR CUS- 
TOM CABINETS TO SPECIFICA- 
TIONS. 

@ MOST EXTENSIVE VARIETY OF 
STOCK SIZE WALL AND BASE 
CABINETS . . . permits tailoring 
a GENEVA kitchen to any room 
dimension. 

@ SINKS in stainless steel, porce- 
lain, or custom tops. 

@ COMPLETE LINE OF TIME AND 
STEP SAVING ACCESSORIES. 

® FULL WARRANTY protects you 
and your customers. | 

* NATIONALLY ADVERTISED in 

leading consumer magazines. 
COMPLETE COOPERATION 
to assist you in all phases of 
kitchen planning and instal- 
lation, 








GENEVA MODERN KITCHENS, Dept. AL-9-54 
Geneva, Illinois 
Please send me complete information on GENEVA kitchens, 





My business is 


NAME 





ADDRESS — — 
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How to Advertise for More Package Sales 


This article helps you stress the right 
customer benefits in all advertising — and 


helps you choose the proper media. 
to get the EXTRA ROOM 


4 WAYS “econ 


We'll Help You Plan... Help You Finance... Help You Build 





CONVERT WASTE ATTIC 
SPACE INTO A 
BEAUTIFUL ROOM 


"i step-by-step in- 
oure doing 
{ 


Typical 12 x 16° Room 


Completely Complete 
Installed / Materiels 
Ae Low As 


157 


As Low As 


$Q58 


Per Mo. 





TRAVSPFORM BASEMENT 
On PORCH INTO A GAY 
REA REATION ROOM 


sa ple 

ay and entertain. gheir 
@ handsome ‘2Jun 
n eme 





f heipf leas a 
esigr 
Typical 12’ x 16’ Room 


Completely Complete 
Installed Materials 


te Lew \@ Ae Low As 


s1916| $1278 


fer Me. Per Me 


Typical 10° x 17° Room 
Completely Installed 


As Low As Per Month 5] 7% Per Month 31” 


Fixtures, cobinets, china closets, showcases, etc., made 
© our cabinet shop to your order 


Typical 17° x 14° Room 
Finished Complete 
4s Low As 








Viet Our 
Home Planning 
Service Dept 


Phone MTS — T-OTH — HITE for estimates 


208-226 S$. 4th 
Phone 5473 
FREE DELIVERY 
FREE PARKING 
“Remember Our Boys” 
Support The “Y” Building Fund 


This Firm ts a Member of the YMCA Building Fair Share Club. 


@ Pian Rooks 
@ Woodwork Books 
@ Vinence Information 


@ Carpenters Availobdle 





@ Dratiomen 

















SALES PUNCH IN THIS AD by the Larson Lumber Co., 
Salina, Kan., is helped by the American Lumberman’s AD- 
service illustrations and layout ideas. The illustrations 
work with the headline to quickly attract attention and 


broaden the appeal. Notice the prominent display of per- 
month prices. 


230 


Customer benefits ranging from easy payments to 
a choice of “you-can-do-the-job or we’ll have it done 
for you” are advertising points which will help sell 
more building packages. 

Determine which are the most effective advertising 
media for YOU. Most dealers feel that newspaper 
display space brings the best returns; others find 
that direct mail, classified advertising space, TV and 
radio bring excellent results. Usually, it is a com- 
bination of two or more media which bring the best 
results. 


Here are the appeals for package remodeling sales 
that can be used in all advertising media: 

=ND-USE BENEFITS: The start of any advertis- 
ing pitch on added rooms, basement recreation rooms, 
etc., must jolt the reader or listener to attention by 
telling him how the package will benefit him. In a 
newspaper ad covering added rooms, recreation 
rooms, attic rooms and closed-in breezeways, the 
Larson Lumber Co., Salina, Kan., used this headline: 
“Four ways to get the extra room your family needs.” 
Similar end-use-benefit headlines might read: “Fam- 
ily growing? Here’s your extra room!; Wouldn’t 
YOUR son love a room of his own?; Get that needed 
money from an extra rental room!” 


It’s an old saying that pictures are often more 
effective than words in putting across the idea of 
end-use benefits. Interior and exterior views of fin- 
ished rooms instantly show the reader how he will 
benefit. The American Lumberman’s ADservice in- 
cludes not only illustrations of completed rooms, but 
layouts for your entire ad. (See suggested fall and 
winter ad layouts on page 234.) 


EASY PAYMENTS: With the appliance, auto- 
mobile, furniture and a dozen other industries com- 
peting strenuously for the consumer’s dollar, lum- 
ber dealers must advertise and TALK FINANCING 
TERMS. Definite monthly prices should be quoted 
in every package-sale ad. Supporting phrases like 


“as low as” and “only $XX per month” are also 
necessary. 


CHOICE OF INSTALLATION: Since most pack- 
age-sale advertising is aimed at homeowners, the 
ads should offer installation choices. Newspaper 
display ads of the Belleville Lumber and Supply Co., 
South Bend, Ind., state: “We’ll advise you if you plan 
to do the work yourself—or, if you prefer, we'll do 
the work.” Other dealers offer to “. . . recommend a 
reliable contractor whose workmanship is guaran- 
teed.” Radio ads of the North Park Lumber Co., Abi- 
lene, Tex., inform the homeowner that “. . . expert 
contractors will start the remodeling and you can 
save money by doing the finishing yourself.” 


EXTRA SERVICES: Your ad should list your 
plus services. Dealers most frequently advertise: 
high quality, guaranteed materials; guaranteed 
workmanship; on-the-jok assistance; free planning 
service; expert advice; free literature and free de- 
livery. The larger the ad the more services should 
be listed to further emphasize the benefits customers 
receive in buying from you. 


Here is a rundown on advertising media for pack- 
age remodeling sales: 


NEWSPAPERS: For the average city dealer, news- 
papers are probably the best advertising medium for 
package remodeling sales. Display ads in newspa- 
pers must be on a regular schedule (at least monthly, 
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preferably weekly), if they are to bring in sales. It 
is best to advertise in the evening paper because of 
the family appeal of package sales. 

A good newspaper display ad on package remodel- 
ing sales will contain these elements: An attention- 
getting headline stressing end-use benefits; the 
dealer’s name near the top of the ad; an illustration 

photo or mat—used large enough to attract inter- 
est; statement of the price per month, week or day; 
details written in homeowners’ language; sufficient 
white space to avoid a crammed, confused look; and 
the dealer’s full signature—including address and 
phone number—at the bottom of the ad. 

RADIO: As in newspaper advertising, radio ad- 
vertising must be continuing for best results. The 
Bailey Lumber Co., Miami, Fla., has maintained the 
same 15-minute news program (7 a.m.) for more than 
10 years. The firm sponsors two other five-minute 
programs. The cumulative effect of this advertising 
in selling packaged, financed projects is so great 
that the company rarely uses any other media. 

Radio is a good medium for spot announcements 
about special sales and demonstrations. The best 
time for family-appeal radio and TV advertising is 
during meal hours. 

TELEVISION: The visual impact of television 
makes it excellent for putting across the beauty and 
convenience of extra rooms and other remodeling 
projects. While films of such projects are highly 
expensive, still photographs are much less costiy and 
almost as effective. Here is a good place for “before- 
and-after” pictures of basement recreation room 
projects, etc. The popularity and appeal of instruc- 
tional build-it-yourself programs, such as Walt’s 


, BUILDERS’ HARDWARE ) 


for 


QUALITY 


and 


PROFIT 


For more than three-quarters 
of a century, IVES has pio- 
neered in the design and 
manufacture of the very 
finest Builders’ Hardware. 
During these years, IVES has 
unfailingly subscribed to a 
policy which assures retailers 
G just profit. 


Specify and Sell the IVES line 
For Quality and Profits 


d=] ® 54 
(org Ten , 


Burtp1inc Propucts MERCHANDISER 


for the EXTRA QUALITY touch! 


HE H. B. IVES CO., NEW HAVEN, CONN. | 


, trom 


» Lm any 
7 J \ 


LEASES Gee ee 


* MAVELOCE-60 TE PLATTE 


ROOM-A-TISM? asks this colorful highway billboard of the 
Landy Clark Co., Lincoln, Neb. Clever use of pictures and 
words pushes both remodeling and new home sales. 


Workshop, are well known. In some areas, several 
dealers have pooled resources to sponsor a single 
show and they are pleased with the results. TV is 
also excellent for spot advertising. 


DIRECT MAIL: To be effective, direct mail must 
be sent to prospects who have already indicated in- 
terest in package room sales. Most rural dealers 
favor direct mail over newspaper display advertising 
because several papers are often required to reach 
their markets. Neighborhood spot checks by sales- 
men will produce addresses of families needing new 


(continued on page 292) 








OPERATORS 


| Medel 53—Suilt with “Tension” springs, In 34 stock sizes from 8x66” 
| to 16’x7’; 4 or 5 sections; pane!s solid or open as per specifications, 


| Model 54—Built with “Torsion” springs, in 34 stock sizes from 8’x6’6" 
| to 16’x7’; 4 or § sections; panels solid er open as per specifications. 
| Special sizes up to 24'x24’ for all residential, commercial or indus- 
| trial needs. 


| Custom Built Doors—with raised, ornamental or flush sections pro- 
| duced according to individual specifications, 


“Automatic Doorman”—Wagner's magic electric operator furnished for 
all makes of sectional overhead and most one-piece doors. 


Write for Bulletin No. AL-54, 


lbo —Sawherse Trestles — Scaffold Bracket 

—Felding Ladder Brackets — Farm Building 
Hardware and Specialties. Ask for Bulletin AL-S4H. 
WAGNER MANUFACTURING COMPANY 


CEDAR FALLS OWA 



















see Stanley Hardware in BH& 
Dream House “Home for All America” 


Stanley Ranch Craft (R) is featured 
prominently by the builders of the 
model home shown on the cover of 
the September Better Homes and 
Gardens. Used here in the fascinating 
kitchen of this dream house, Ranch 
Craft is a versatile new cabinet hard- 
ware by Stanley that brings a fresh 
breath of outdoors to modern indoor 
decor — and in any room your cus- 
tomers choose to use it in. 
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RUSTIC IRON SOLID BRASS 


fs) 


ALUMINUM CHROME 





Other Stanley Cabinet Hardware 
includes full lines in Rustic Iron, 
finished in antique black or copper, 
Solid Brass, Aluminum and Chrome. 
Typical examples of each are shown 
here, but for full details and complete 
freedom of selection, send for the new 
Stanley Cabinet Catalog. 12 pages, 
illustrated in three colors, describe 
every item. Write Cabinet Hardware 
Division, 111 Lake St., New Britain, 
Conn. It’s free, of course. 





THE STANLEY WORKS @ NEW BRITAIN, CONNECTICUT 
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Mferchanillsar \ STAN 


SatEvePOST and BH&G. Ads 
Feature New Tool Board 
For Do-It-Yourself Sales 


Stanley’s going all out to help you put across your 1954 Fall Do-It- 
Yourself Promotion with page ads in the October 2 issue of the Saturday 
Evening Post, in October Better Homes and Gardens, Sunset, Popular 
Mechanics and Popular Science, and in November Home Craftsman 
and Home Maintenance & Improvement. 


HOW ARE YOU 
DOING WITH 
ELECTRIC TOOLS? 


Do Better With This 


° 
ANDYMAN 


MERCHANDISER 


Here's a display merchandiser 
aimed squarely at the “do-it-himself” 
customer, and who isn’t these days? 
He sees you every day. Does he see 
your electric tools? Here’s the best 
way to take quality tools out of their 
boxes and wrap up more sales. 

Use this 42” x 17” birch and peg- 
board merchandiser. On counter, 
island, end bunker or in a window, 
this irha approved fixture stops ’em 
and sells ‘em. Unsightly cords are 
tacked away underneath where they 
secure the tools while permitting the 
handling that sells them. 

Ask your jobber about the Stanley 
Handyman HI Electric Tool Mer- 
chandiser, or write direct to Stanley 
Electric Tools, 445 Myrtle Street, 
New Britain, Connecticvt. Ask for 
Electric Tool Merchandising File No. 
49015 data. 

Check the list of Stanley Electric 
Tool Service Stations packed with 
each tool. Become familiar with the 
one near you. Recommend it to cus- 
tomers who ask. 














See Stanley Tool Board in these 
magazines ... your customers will. 


You've heard about the featured items 
already: Our new Tool Board which 
retails at $59.00 complete with hooks 
and 33 fine Stanley Handyman Tools. 
Then there’s the same 2’ x 4’ board, 
with the hooks but without tools, 
priced at $5.50 retail. These are shown 
and sold in the Post and Better Homes 
ads. Order this new Stanley double- 
barrelled sales package today. See 
your wholesaler. The set with tools is 
Unit No. 896. Without tools, the board 
is packed with hooks in sets of 3. Ask 
for Unit HBT -3. 


HARDWARE @ TOOLS © ELECTRIC TOOLS © STEEL STRAPPING @ STEEL 


BurLp1nc Propucts MERCHANDISER 
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ome «SUGGESTED ADS FOR 


ADservice 


YOUR NAME OR SIGNATURI 


Thr. .zhout this issue, emphasis is on seasonal 


HERE'S PRACTICAL AD HELP FOR YOU Cold weather on the way! 
planning and accelerated promotion as keys to im- PLACE YOUR ORDER TODAY! 
proved Fall and Winter business. No retail mer- 


| 
| 
| 
chandising plan is complete without advertising STORM WINDOWS 





follow-through and here, too, American Lumber- 
man brings you practical, down-to-earth ideas that 
can be easily applied to your own program. 

















The ads reproduced here were specially prepared 
to show a variety of sizes and layout styles. Some 
feature seasonal products, others illustrate typical 
package projects and can be followed for advertis- 
ing “materials only” or the installed job. Here are 
three ways you can make use of these ads: 








(1) Your newspaper or agency can set up the ads 
as shown. All illustrations are offered in ADservice 
mat book (see coupon below). 





(2) Use as layout guide only, substituting other 
A Dservice illustrations. 


. 
(3) Adapt copy and layout to your direct mail and Fuel savings will soon pay for 
handbills. ATTIC 
American Lumberman ad help for your Fall and 


Winter campaign does not end here. In each issue, 
ADservice brings you Your Ad of the Week—an orig- INSULATION 
inal, timely layout with headline and copy sugges- . te 7 nee 
tions. Watch for this helpful feature. . I 

In addition, ads and mat illustrations for a year 
‘round program are offered in the ADservice book 
described below. 





























SEND NOW FOR 
| | YOUR FREE COPY 


\I rervir OF THE ADservice BOOK 


ce 


ams Shows the complete series of 
vere an a 0a 254 mat illustrations available 

: for immediate shipment to lum- 
ber dealers only—plus construc- 
tive ideas, layout and copy sug- 
gestions. 






































(please print or type) 


AMERICAN LUMBERMAN 
139 No. Clark St., 
Chicago 2, Illinois 
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YOUR FALL AND WINTER CAMPAIGN 


2 in. x 2 col. 10 in. x 2 col. 








Let (YOUR NAME) 


8 ways to WEATHER-PROOF 
Picture YOUR family in this F _ aie YOUR HOME FOR WINTER 
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814 in. x 1 col. 


YOUR NAME House too small? 
| We'll help you 
7 in. x 2 col. ADD A ROOM 


Your Home Deserves the Best! 
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MANUFACTURERS IN THE NEWS 





MOUNTING BRACKET designed for quick changes makes it possible to use one 
motor on five basic power tools introduced by Duro Metal Products. 


Fast-Change Motor Mount 
Introduced on Duro Tools 


Duro Metal Products, Chicago, 
manufacturer of hand and power 
tools, has developed a “quick- 
change” motor mount which per- 
mits one motor to operate any 
number of full-size tools with a 
changeover time of ten seconds. 

Woodworkers will be able to 
own a complete workshop of indi- 
vidual power tools at a price 
within their budgets. Duro’s basic 
shop of the five most-used tools is 
equipped with the special motor- 
mounting device to permit the 
rapid changeover. 

The Duro motorizing principle 
combines the low cost of a one- 
motor set up with the advantages 
of individual power tools, and the 
workshop can be built up one unit 
at a time. 

Each power tool unit is equipped 
with a mounting bracket and a 
belt tension rack. The motor has 
an attached motor mounting rail 
which fits onto the tool bracket 
and locks automatically. To mount 
the motor on the power tool, the 
motor rail is slipped onto the tool 
mounting bracket, shifted slightly 
until it engages a spring lock. A 
tension rachet is quickly adjusted, 
V-belt placed onto pulley and tool 
is ready for operation. 


Canadian Plywood Merger 
Canadian Plywoods, Ltd., has 
become a part of Weldwood Ply- 
wood, Ltd., a subsidiary of U. S. 
Plywood Corp., last month in what 
is described as “the biggest merger 
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in the history of the plywood in- 
dustry in eastern Canada.” 

Canadian Plywoods, Ltd., will 
operate under the name of Weld- 
wood Plywood, Ltd. George D. 
Goodfellow, former president of 
Canadian Plywoods, has been ap- 
pointed vice-president and secre- 
tary of Weldwood. 


Three Canadians Elected 
To Forest Safety Group 


Three British Columbia lumber- 
men were elected to the executive 
of the Forest Products Safety Con- 
ference at a recent meeting in 
Seattle. 

C. R. Rustemeyer, safety direc- 
tor, Canadian Forest Products 
Ltd., and vice-president of the 
B. C. Safety Council, was elected 
chairman of the five-state and one 
province conference. 

Also elected were George Norris, 
assistant safety director, 
Lumber Manufacturers Associa- 
tion, and Jim Roughton, Accident 
Prevention Division manager, B. C. 
Loggers Association. 

The conference is held annually 
to promote safe working conditions 
in the forestry industry of the 
Pacific Northwest. 


Penn, Akron Merge 


The joint operation of the Penn 
Hardware, Reading, Penna., and 
Akron Hardware, Woodside, N. Y., 
was recently announced by Fred 
Gerson, president of the new firm. 


The new concern, Penn-Akron 
Hardware Corp., has pooled its 
resources and skills in an exten- 
sive production modernizing plan. 
A new plant, solely for the manu- 
facture of the Penn line of locks 
and builders’ hardware is now in 
operation. Full production sched- 
ules are anticipated for this fall. 


Seal-Draft Weatherstrip Passes Severe Climate Tests 


A new type of metal weather- 
strip — Seal-Draft — for steel and 
aluminum windows has satisfac- 
torily passed rigid tests over a 
three-year period under the most 
severe climatic conditions in Alas- 
ka and other severe-climate areas. 

Seal-Draft, manufactured by 
Screen Products Corp., Spokane, 
has proved an effective seal “for 
ventilator perimeters of casement 
windows to prevent heat escape 
and infiltration of wind, moisture, 
dirt and noise. 

An increasingly popular feature 
is its ease of application. It is 
merely slipped into the edge of the 
frame bar of the vent opening. 

Made of thin-gauge, spring-act- 
ing material, Seal-Draft does not 
interfere with the operation of the 
ventilator or with the placement 
of screens or storm windows. 

While this weatherstrip substan- 
tially reduces heat loss at ventila- 
tor perimeters, it is not intended 
as a substitute for storm windows 
since it does not eliminate heat 
transmission through glass areas. 


SNAPPING Seal-Draft weatherstrip in- 
to place is a matter of a few minutes. 
Pre-cut strips are available for most 
current types and sizes of metal win- 
dows. 
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EASILY CARRIED, carton contain- 
ing a KD 8’x7’ door weighs 42 
pounds. 


COMPONENTS are laid out on 
down in related position before assembly. 


KD Garage Door Assembled in One Hour 


Do-It- Door, an all - aluminum 
swingup garage door which is car- 
ried home KD, was introduced re- 
cently by Stevens-Thuet Co., Long 
Beach, Calif. 

Packed in a carton, the door 
weighs 42 pounds and can be assem- 
bled into a rigidly bonded unit in 
less than 45 minutes by a novice 
using only pliers and screwdriver. 
Experienced construction labor can 
do the job in about 15 minutes. 

A unique system of matching 
color markings provides a fast fool- 
proof method for assembling and 
bonding parts. Speed-nuts, a war- 
time development for the aircraft 
industry, are used to replace rivets. 
Tiny prongs bite into the metal to 
make the nuts hold fast under 
vibration. 


Five Newcomers Added 
To Mule-Hide Sales Staff 


Five new men have been added to 
the sales staff of the Lehon Co., Chi- 


cago manufacturer of Mule-Hide 
roofing products, according to a re- 
cent announcement by Gordon Ellis, 
sales manager. 

The five new men are: William 
Y. Webb, Atlanta; John W. Martin, 
Cape Girardeau, Mo.; Harold D. 
Borne, Omaha; Harold E. Ritter- 
busch, Quincy, Ill.; and James A. 
Boggis, who will work out of the 
Chicago headquarters as assistant 
to the sales manager. 

Webb, a native of Oklahoma, 
came to Lehen from the Insulite 
Div. of the Minnesota and Ontario 
Paper Co. Webb moves into Mule- 
Hide’s Georgia territory after a 
training period in Memphis, where 
Lehon has a second manufacturing 
plant. 

Martin, well known among build- 
ing material dealers in southeastern 
Missouri, spent six years with In- 
sulite before he joined Lehon. 

Borne was with the Rivet Lumber 
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Available in two sizes, 8’x7’ and 
9’x7’, the door is sold with either 
track or jamb hardware. Attach- 
ment of weatherstripping automati- 
cally positions all door hardware 
during installation. Do-It-Door is 
said to be identical in appearance 
and comparable in strength and ri- 
gidity to Alumi-Door, the factory- 
assembled and riveted model. 

The new door was developed in 
response to dealer demand for a 
packaged garage door with quality 
and price designed to capture the 
do-it-yourself market. “Advantages 
to the dealer,’”” Harry Stevens, sales 
manager, said, “are compact stor- 
age, substantial freight savings, 
economical over - the - counter sales 
and an active consumer and builder 
market.” 


Co., Omaha, and a veteran Mule- 
Hide dealer before joining Lehon. 
Ritterbusch, a seasoned building 
materials salesman, comes to Lehon 
after doing sales work with Mid- 
Products Co., Quincy, IIl., and Peter 
Vredenburch Lumber Co., Spring- 
field, Ill. Ritterbusch takes over the 
northern Missouri territory from 
B. N. Barrett, who has been trans- 
ferred to a newly-established Lehon 
territory centering on St. Louis. 
Boggis, will move to Chicago from 
Racine, Wis., formerly was a sales- 
man for U. S. Gypsum Co. He cov- 
ered the Wisconsin and upper 
Michigan peninsula territory. 


National Gypsum Adds | 
Three Sale: Divisions 


National Gypsum Co., Buffalo, 
N. Y., announced recently that it 
will establish a new sales division 
with headquarters in Chicago to 
accommodate its expanding produc- 
tion and sales activity. 

“Our sales now are 2% ahead of 
1953’s total of nearly $117 million. 
We are counting on the new division 
to help us meet this year’s tighter 


floor face 


SCREW DRIVER and pliers are 
only tools necessary for assembly. 


Do-It-Door will be distributed 
through jobbers and sold through 
lumber yards and other building 
material outlets. For literature and 
other information, write: Stevens- 
Thuet Co., P.O. Box 9116, Long 
Beach 10, Calif. 


INSTALLED and ready for use with 
jamb-type hardware. Installation time 
is about one hour. 


competition and offer a better serv- 
ice to our customers in the mid- 
west,” says Melvin H. Baker, chair- 
man. 

Other promotions in the com- 
pany’s sales organization are: John 
C. Calhoun to manager of the newly- 
created Milwaukee district; Way- 
man W. Smith to manager of the 
newly-created Oklahoma district; 
and William E. Wright to manager 
of the Chicago district. 


Stanley Shipping Carton 
Wins Packaging Award 


Stanley Electric Tools, New Brit- 
ain, Conn., recently received an hon- 
orable mention from the Fibre Box 
Association for outstanding pack- 
aye design. The award was made 
for a box designed to protect Stan- 
ley’s Handyman builders saw while 
in transit. 

The box, designed to protect an 
easily-damaged article with multiple 
protrusions, requires only two sim- 
ple die-cut inserts. Printed on white 
corrugated board, the carton is easy 
to pack and acts as a shipper, shelf 
package and carry-home pack. 
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chemically bonded to the inorganic 
silicone. It is applied as a final, 
permanent seal against weather 


J-M Supports Dealers 
With Honor Roll Plan 


MANUFACTURERS 


(begins on page 236) 





Silicones Added 


R. F. Turner, sales manager, 
suilding Products Div., The Philip 
Carey Mfg. Co., Cincinnati, re- 
cently announced that Carey is 
now using silicones in the manu- 
facture of its siding. 

Careystone asbestos siding uses 
a double sealing process that con- 
sists of plastic and silicone coat- 
ings. The plastic coating is ap- 
plied as a preservative against the 
elements. The silicone coating 


and dirt. 


HOSE TESTS plastic-silicone seal of 


Headlines can hurt the reputa- 
ble as well as the reprehensible 
and that is what news stories 
about FHA scandals can do to the 
building industry, says ; 
Shackelford, vice-president in 
charge of sales promotion, Johns- 
Manville Sales Corp. He points 
out that because some operators 
have been publicized as having 
employed unscrupulous _ selling 
methods and overcharging the 
homeowner, the buying public has 
become increasingly suspicious of 
any factor in the building indus- 
try, even those doing an honest 


consists of a high polymer resin Careystone siding. consumer job. 


; Recognizing this. situation, 
{ | Johns-Manville has developed a 
program known as “The Honor 
Roll Plan for Selected Johns-Man- 
yer sy — ee a 
a e plan starts with the presen- 
eae tation to the dealer of a framed 
Honor Roll Award which states 
satin SMOOTH that the award was given to the 
BIRCH FACES firm “in recognition of their in- 
* ne tye | in dealing with the = 
MAROGANY | and their contribution to better 

aa ues housing in the community.” 
The plan includes decalecomania 
* for the dealer’s window, and sales- 
TRUE CORNERS men identification cards which 
AND EDGES identify them as representatives 

* | of an Honor Roll dealer. 

GUARANTEED Publicity releases and special 
newspaper advertising for the 
dealer’s use will augment the pro- 
gram. This promotional! support is 
available to all qualified dealers. 


AETNAPLY Cupboard Doors 


(GUARANTEED TO STAY FLAT) 





AETNA 
GUARANTEE! 


For 6 months after 
proper installation 
these doors must 
remain perfect or 
the plywood will 
be replaced free of 
any cost for the 
material 


Don’t miss this profit opportunity! Sell AETNAPLY 
Birch Cupboard Doors to building, remodeling and 
“Do-It-Yourself” customers. 


AETNAPLY Cupboard Doors have highest quality 
Birch faces . . . are built to stay flat and to take and hold 
a beautiful finish. You can handle a large volume of 
business without carrying a large stock, because the 
cross-grain panels can be cut to give a continuous 
sequence match right across a line of cabinets. 














AETNA’S warehouses are as close to you as your tele- | ill sual 


phone, and AETNA means quick delivery. Write WESTERN PINE Tree Farm Certifi- 
today for full details on the special September Cupboard | cate No. 500 was presented to Wayne 
ee eter ay | Randall, left, Kamiah, Ida., by Dean 

| 

| 

| 


Ernest Wohietz of the University of 


1732 N. Elston Avenue, Chicago 22, Illinois | 
Branch Warehouses: Detroit, Grand Rapids, Indianapolis, Peoria, Rockford | 


Idaho School of Forestry at a mass 
dedication at Kamiah recently. Grange- 
master Tom Pethel looks on. The 
| Kamiah Grange sponsored the dedi- 
cation of 40 tree farms at the cere- 
mony-—the largest family of tree 
farms ever certified under the Ameri- 
can Tree Farm system. 
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MOBILE FIRE PREVENTION UNIT designed by Lumbermens Mutual Insurance 
Co. is shown after a recent demonstration in Cleveland. Shown, left to right, are 
M. F. Muir, General Detroit Corp., Chief Boehmer, Cleveland Fire Dept., C. A. 
Nail, president, Lumbermens Mutual and Irving Watterbury, secretary, Cleveland 


Lumber Institute. 


Fire Prevention Unit 
To Visit Midwest Yards 


More than 5,000 midwest lumber 
firms will receive visual fire pre- 
vention instruction during the 
next four years through a unique 
program conducted by Lumber- 
mens Mutual Insurance Co., Mans- 
field, Ohio. 


vention and public safety for many 
years, Lumbermen’s Mutual has 
designed and furnished a mobile 
unit which will tour a five-state 
area showing lumber yard em- 
ployees how to prevent fires and 
what to do if one occurs. 

The unit is a walk-in type body 
with two panel doors at the rear 
and one on the side so those watch- 


through the truck and get a closer 
look at the equipment. When the 
viewing group is six or less, actual 
demonstrations are conducted in 
the truck. For larger groups, out- 
door performances are staged. 

Lumbermen will get an oppor- 
tunity to see the truck in action 
at the National Retail Lumber 
Dealers Association Show in New 
York next month. 


National Gypsum Begins 
Canadian Development 


National Gypsum Company’s 
estimated $6 million development 
of its Nova Scotia gypsum deposits 
will be ready for full-scale quarry- 
ing operations by next spring. This 
deposit is considered one of the 
largest yet discovered in North 
America. 

Melvin H. Baker, National Gyp- 
sum board chairman, estimates 
that the new mineral reserves 
would supply the company’s needs 
at its four Atlantic seaboard 
plants for at least 200 years. 

The Halifax development is 
part of the firm’s four-year $37 
million expansion program sched- 
uled for completion by mid-1958. 
The company is also expanding 
capacity of its gypsum plants at 


New York, Baltimore, Savannah 
and Portsmouth, N. H. 
(continued on page 242) 


A leader in the field of fire pre- ing the demonstration can walk 








Display the MULTIPLEX Way 
— Get Your Share of the 
“DO IT YOURSELF” Business 





Millions of energetic Americans are having fun and saving 
money doing their own remodeling, decorating, repairing and 
building. They represent a vast market for you and you can 
get your share of this profitable business by displaying samples 
of lumber, wall board, wall covering, flooring, tile and other 
building specialties “up front,” on the swinging panels of a 
Multiplex Merchandiser. These outstanding merchandisers pre- 
sent the modern way to merchandise. Customers can “shop on 
their own” —they can make quick comparison and selection 
saving you many hours of sales time. Get your share of this 
profitable business by displaying the Multiplex way. 


Play Safe — MAIL COUPON TODAY 


Coupon below will bring you complete information on Multiplex 
Merchandisers. There is a size to meet every requirement, and 
include types for displaying flat merchandise as well as doors, etc. 





907-917 NORTH TENTH STREET, ST. LOUIS 1, MO. 


Please send me literature on Multiplex Merchandisers for 
Lumber and Hardware Specialties [_), 
Doors [_], Wallpaper | 


NAME. 
ADDRESS 


(TOP) A complete Multiplex Equipped 
department. (ABOVE) Multiplex Door 
Displayer backed up with swinging 
panels to show specialties 


COMPANY 
CITY 





STATE 
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WEATHER STRIP 
SETS FOR WINDOWS 


Completely packaged for all standard 28”, 30”, 32” 
and 36” double hung windows. Each set contains 
necessary strip for complete job, plus nails and instruc- 
tions, Ready to use! Also available in special lengths 


WEATHER STRIP SETS FOR DOORS 


Completely packaged for standard doors. Available 2 ways 

with regular door bottom strip of felt and stainless steel, brass 
or Alacrome, or with extruded threshold and exposed hook 
(When ordering, please specify preference.) Each set contains 
necessary strip for complete job, plus nails and instructions 


Ready to use—easy to install! 


Wa ART 


THRESHOLDS 
in Brass or 
Alacrome 














For every type door —residential, as well as commercial and 

industrial. Individually packed, holes drilled, screws and On-GARD Coll WEATHER STRIP 

hooks furnished. Concealed hooks furnished unless exposed 

type specified! The perfect coil strip in stainless steel or bronze. Packed 2 
ways— Six 18 ft. rolls in free display carton, or in 100 ft. and 
200 ft. individual cartons with free wall or counter rack. All 
rolls come complete with nails and holes punched 


Giza 


) 


BUILDERS! DEALERS! 


Look to Macklanburg-Duncan Order now! Your order will be 
for products of quality—always shipped the same day it is re- 
dependable. Sold at all Hardware, ceived. Macklanburg-Duncan 
Lumber and Building Supply products are fast sellers, na- 
Dealers! tionally advertised. 





DOOR BOTTOM STRIPS) Ai‘ WAY WEATHER STRIP 


A must for every door in the house! Made of extra thick 

wool felt and heavy gauge stainless steel, brass or aluminum A popular, fast-selling strip because it’s the easiest in the worid to put on! 
Furnished in standard lengths—28”, 30”, 32”, 36”, 42” and Works perfectly on windows, storm sash or doors, Made of moth-proof, pre- 
48”—packed 2 dozen same length to carton. Also available shrunk, color-fast wool felt and white metal. Package contains one 18 ft. 
in special lengths roll with nails and instructions. Packed 12 cartons in handy display case 












































M-D  weEATHER strip vane A ms 


automatically " against floor 


FOR METAL CASEMENT WINDOWS FLOO8: me nego ere 


when door opens closes 


Available in Alacrome or bronze for all metal casements. Just 


slips on—no screws or fasteners needed! Furnished in bulk or Nu GARD Automatic DOOR BOTTOMS 


in packaged sets for standard windows— 18” x 26”, 18” x 38” . i . 

and 18” x 50”. Only tool needed is pair of scissors or snips to The perfect answer for all drafty doors. Automatic feature raises felt to 

miter corners clear rug or carpet every time. Smart, silvery-satin finish that will not rust 
or tarnish. Funished in standard lengths—28”, 32”, 36”, 42” and 48” 
May be shortened approximately 2”. Packed in individual cartons 


MACKLANBURG 


DUNCAN CO. 


OKLAHOMA CITY 1, OKLAHOMA 
Leaders in the Building Specialty Field for over 30 years! 











Long-Bell to Purchase 
M&M Plywood Plant 


Long-Bell Lumber Co., Long- 
view, Wash., announced recently 
that it will exercise its option to 
purchase the M&M Woodworking 
Corp. plywood plant on Long- 
3ell’s Longview millsite. 

J. D. Leland, Long-Bell presi- 
dent, who made the announce- 
ment said the exact opening date 
OUTDOOR POSTER, marks the first will depend on the settlement of 
use of this advertising medium by the lumber industry strike. Long- 
any manufacturer of asbestos-cement sell plans prompt repairs in the 
siding. Pabeco, each month, will run boiler plant and will add some 
a different 9’ x 20’ poster of the Pabco equipment in the meantime. 
girl to promote alternately siding, “We are anxious to get the 
roofing and paint plant in operation soon as pos- 





Of Course You're Getting 
“Do-it-Yourself” Business... BUT 


You Can Cash in on Bigger 
Sales Opportunities With 


NEVAMAR 


the pre-finished 
surfacing material 


“Do-it-yourself” business rises to new heights 

for dealers who stock and display Nevamar. This is 

the high-pressure laminate that starts many 

a handyman doing countless jobs in the home, 

now that special pressure-sensitive ad- 

hesives have simplified its application. Nevamar 

is the perfect surfacing material for kitchen 

sinks, tables, desks, cabinets and wall panels. 

It's available in many colors and patterns, 

© euaignee tar Gang tio including lovely natural wood-grains. It never 

oad lastiag beast needs painting . . . never needs refinishing 
© wil not crane, crack @ peci 


]  » witestands desing water and stays beautiful always. 
mo" Show your customers how easily they can work 


aicebel. fret serés . ; 

coma, aa ts with Nevamar and watch this source of 
© wmiter sebstances extra volume grow. 

» Lany to cleae! 


* 


Fam Get all the facts about Nevamar—and 


NEVAMAR conforms to ENEMAS samples—now. Write to the distributor: 
NEMA specifications Wo The Nevamor Company, Odenton, 
= Maryland. 


WE 7% NATIONAL este Zech Cngpany 


Manutacturers of Nevamar High-Pressure Laminates ° SARAN FILAMENTS * Wynene Molded Products 
ODENTON, MARYLAND + NEW YORK: EMPIRE STATE BUILDING + LOS ANGELES: 5025 HAMPTON STREET 
Wy Canada: Richmond Plastics Ltd. + Richmond, PQ 
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sible,” Leland said. 

The reopening of the plant, 
which has operated for 25 years, 
means that Long-Bell, a heavy 
user of p!ywood in its factory op- 
eration and sales outlets, will use 
logs previously furnished to M&M. 

The plant, located on a 10%%- 
acre tract, closed suddenly June 
30. Machinery was silenced at the 
end of the last shift on that date. 
At the time there were 288 hourly 
employes and 15 salaried employes 
on the estimated $1.5 million year- 
ly payroll. 

First indication that M&M 
might shut down the longtime 
operation came on March 28 when 
a special meeting was called of all 
its employees. Several weeks of 
negotiations followed, climaxing 
with Long-Bell announcement on 
June 30 that it had signed an op- 
tion to buy the plant. 

The plywood factory, when it 
begins operation under Long-Bell 
will be under the supervision of 
T. A. Deal, general manager of 
the Longview division operations. 


New Consoweld Plant 
Starts Limited Operations 


The plastic laminate industry’s 
newest and most modern manufac- 
turing plant is being put into op- 
eration by Consoweld at Wisconsin 
Rapids, Wis. 

Some production units are al- 
ready installed and operating in 
the 110,000-square-foot plant built 
at a cost of $3 million. Construc- 
tion and installation deadlines are 
being met on schedule according 
to Jay G. Somers, plant manager. 
The plant is expected to be in full 
scale operation before the end of 
the year. 

Consoweld Corp., producers of 
plastic surfacing, is the result of 
an agreement between Consoli- 
dated Water Power & Paper Co. 
and Arborlite Co., Ltd., Montreal, 
forming the new company and 
building the plant on the Wiscon- 
sin river. 


Zonolite Net Sales Up; 


Net Earnings Decline 

Net sales of $5,90,870 and net 
earnings of $373,883 for the fiscal 
year ending March 31 were re- 
ported by the Zonolite Co., Chi- 
cago, miners and processors of 
vermiculite. 

Sales, third highest in Zonolite 
history, rose $18,622 from 1953 
sales cf $5,942,248. Earnings 
amounted to 38¢ per share fell 
from the 1953 earnings of 47¢ per 
share. 

Writing in the annual report, 
Zonolite president A. T. Kearney 
attributed the earning decrease to 
higher selling and research costs 
which were approximately $151,- 
000 more than last year. Research 
expenses in 1954 totalled $280,000, 
or 4 2/3¢ of each sales dollar. 
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COMPANIES ANNOUNCE 





Fergus A. Irvine, vice-president in 
charge of research and product de- 
velopment, was elected a director of 
Celotex Corp., Chicago, at a regular 
meeting of the board of directors, suc- 
ceeding the late Bror Dahlberg. Ir- 
vine has been with Celotex since 
1925, when he was a member of the 
firm’s research staff. He has held 
various positions in the company’s 
research departments and was elected 
a vice-president in 1947. 


F. A. Irvine P. MacDonald 
Paul MacDonald has been named 
vice-president in charge of sales and 
a director of the Valspar Corp., Phila- 
delphia. MacDonald was connected 
with Sears for 20 years before coming 
to Valspar. His last position with 
Sears was as a buyer of building 
materials. He established the ware- 
housing and distribution program cur- 
rently in operation at Sears. 
Denison Corp., North Miami, Fla., 
manufacturer of aluminum awning 
windows and jalousie windows and 
doors, recently appointed Len Gannon 
as northeast divisional sales manager, 
and Brant M. Maynard as project sales 
manager, according to an announce- 
ment by sales director J. E. Lawson. 
Gannon’s office will be at Mineola, 
N. Y., and Maynard will work out of 
Denison’s North Miami office. 


Maynard Gannon 
Denison Western Sales Corp., dis- 
tributors of Denison jalousie and awn- 
ing windows in the western states, has 
recently opened a new sales office and 
warehouse at El Monte, Calif. Edward 
J. Galiarde, western divisional sales 
manager, has been named to take 
charge of the warehouse which con- 
tains 5,000 square feet of floor space. 


Galiarde Biggs 


BUILDING PropucTs MERCHANDISER 


Hardwood Plywood Institute, step- 
ping up its quality control program, 
has named forestry expert Erle L. 
Biggs, Starke, Fla., to conduct a con- 
tinuous plant inspection service. Biggs 
will be the first inspector to devote his 
time exclusively to such activity. 
Plans call for inspection visits to 
plants of all member companies. Biggs 
began his career as a timber cruiser 
and later became a district forester in 
southwest Georgia. After serving in 
World War II, he became a manager 
and part-owner of a Georgia planing 
mill and sawmill. 


Sterling Hardware Mfg. Co., Chi- 
cago, makers of sliding door hardware, 
recently announced the appointment 
of Richard J. Gray as New England 
representative. An old hand in the 
New England builders’ hardware field, 


eg pn td 


— Sr 


Gray was for several years a repre- 
sentative for Yale & Towne Mfg. Co., 
and more recently a manufacturers 
agent. 


Name Steel Kitchen 
Cabinet Month 


The first annual Steel Kitchen 
Cabinet Month, highlighting a 
multi-pronged industry promotion- 
al campaign augmented by manu- 
facturers’ efforts, will be held in 
October. 

Decision to observe this special 
month, keyed to determined sales 
effort, was made by the Steel 
Kitchen Cabinet Manufacturers 
Association at its annual meeting 
at White Sulphur Springs, W. Va. 





Photos show part of the 
fleet of LIFTRUK in Drei- 
fus Lumber Co., Port 
of Newark, N. J., one 
of the busiest whole- 
sale yards in the coun- 
try. Here LIFTRUKS are 
used exclusively for all 
stacking and truck load- 
Ing drafts of lumber up 
to 5,000 feet, —_— 
constant, uninterrupte 
service. 


oC ea 


LneTRUIK is Tough and Husky 


— it's no ‘dream car" 


If your Fork Lift Truck must work ’round the clock, every 
working day, unloading, stacking, outloading . . . carrying 
heavy loads, giving capacity lifting power under world’s worst 
ground conditions . . . then you want the Silent Hoist Heavy 


Duty LIFTRUK. 


If you want accessibility to all parts . . . unencumbered by 
needless frills . . . a Fork Truck in which engineering skill 
makes maintenance unlikely over long periods — then you 


need Silent Hoist LIFTRUK. 


5, 72, 10 and 15 Tons Capacity 


Here at SILENT HOIST we have a reputation for rugged qual- 
ity unadorned by “show”. Every iraprovement is functional, to 


make tough jobs easy, and to give longer, trouble-free service. 
Repeat orders are the best evidence of excellent performance. 


Send for Bulletin No. 77. 
Learn why Silent Holst LIFTRUK is recognized as tops In the Heavy Duty field. 


SILENT HOIST & CRANE CO. 


ad teli ll e | Heavy Duty Materials Handling Equipment 
860 63rd Street, Brooklyn 20, N. Y 
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SIDING IS 


SILICONE-TREATED 


the most weather-resistant, dirt-resistant 
askestos-cement siding ever offered by K&aM! 
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The water resistance of the Siliconed surface of ““Century’”» NU-GRAIN 
Shingles seems unbelievable. It causes water to “ball up” instantly 
and roll right off. Tests have shown its astounding resistance to sun- 
light, industrial fumes, ice and snow and below freezing temperatures. 


ew 
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Silicones are an invisible agent which cannot dissolve in water. They 
penetrate deeply and leave no surface film to peel off or wear away. 
Water-borne dirt, which can cause streaks under window sills and 
around other trim does not readily gain a foothold to mar the natural 
beauty of the shingles. 
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“Century’’ NU-GRAIN Shingles are as permanent as stone itself. 
They will not burn, rot or corrode and never need paint for protection. 
The distinctive NU-GRAIN shades—green, brown, gray and white- 
tone—and the realistic wood-grain pattern are designed for a lifetime. 


Here, at last, is a truly weather-resistant, truly top-quality shingle 
for you to offer your customers—a new shingle that can bring new 
sales, new profits to you. Write for complete information today! 
There are eight “Century” Shingles now Silicone-treated. In style 
# 58: (straight butt line) NU-GRAIN green, red, sepia, gray, white- 


tone and brown (illustrated); also Shell White with cypress graining. 
In style #57: Shell White with cypress graining and wavy buttline. 


COMPANY *+AMBLER* PENNSYLVANIA 


America's first maker of asbestos-<c t shingl 


KEASBEY & MATTISON cK.) 
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All about Wholesalers 





Distributors Recognizing Retailers Best Interests 


As business conditions return to 
a normal competitive status, more 
wholesalers are beginning to rec- 
ognize and appreciate the vital 
role played by the retail dealer in 
the distribution of building mate- 
rials. 

More and more wholesalers are 
adopting distribution policies 
based on this belief that the most 
economical and satisfactory way 
to move building materials to the 
consumer is through regular trade 
channels. 

In a letter to its customers, the 
Southern Pine Lumber Co., Diboll, 
Tex., said: “All of us said for a 
long time that the time was com- 
ing when we have to start selling, 
and the time is here,” and adds, 
“We believe that the retailer is 
the proper avenue of distribution 
of our lumber. Our policy is to 
sell only through established rep- 
utable lumber dealers.” 

Though the wording of the dis- 
tribution policies published may 
vary, Central Woodwork, Inc., 
Memphis, Tenn., has published one 
which generally sums up the con- 
census of others: 

1. To carry ample 
best-known and 
advertised sash, 
stock millwork. 
To make prompt delivery of all 
orders and to provide quick 
service on pickups. 

To sell only to retail building 
materials dealers. 

To sell at fair prices com- 
mensurate with quality of goods 
and services rendered. 

To keep you constantly in- 
formed on current prices, mar- 
ket conditions, product and 
industry developments. 

To publish and maintain timely 
LCL price books. 

To assist you through our sales- 
men and sales department in 
millwork takeoffs, estimating 
costs and closing sales. 

To supply sales tools, displays 
and advertising literature. 

To show our appreciation of 
your patronage through cour- 
teous and impartial dealings 
and a continuous effort to serve 
you in a dependable manner. 
To work for the interest and 
success of the building industry 
in cooperation with such asso- 
ciations which advocate and 
work for free enterprise and 
the American way of life. 


New Distributors 


Appointment of Sid Menley Co., 
Oklahoma City, as a distributor was 
announced last month by A. H. Schef- 
fer, sales manager, Chambers of In- 
dianapolis, Ind., manufacturer of gas 
ranges. Scheffer said that the new 
distributor will handle the entire state 
of Oklahoma with the exception of 
Cimarron, Texas and Beaver counties. 
The territory was formerly covered 


supplies of 
most highly 
doors and 
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by Hales-Mullaly Co., Oklahoma City. 

Three new stocking distributors for 
Wright rubber tile and vinyl! tile have 
been announced by J. F. Millane, 
secretary, Wright Mfg. Co., Houston, 
Tex., they are: 

Builders Material Co., Inc., Fort 
Worth, Tex., for the Fort Worth area. 

Edgemont Builders Supply Co., 
Dayton, for southern Ohio. 

Paxton & Gallagher, Omaha, Neb., 
will distribute Wright products in the 
central Missouri valley area. 

Murray R. Womble Co., with a 32- 
year record of service to Oklahoma’s 
building industry, will introduce Re- 
public Steel Kitchens to builders and 
contractors in that area. Womble’s 
appointment as Republic’s distributor 
in Oklahoma was announced last 
month by C. E. Howes, general man- 
ager of sales for Republic. 


‘Bill’ Martin Forms Own 
Piling and Lumber Co. 


The formation of the Martin 
Piling & Lumber Co., Union, N. J., 
was recently announced by W. L. 
“Bill” Martin, former president of 
the Martin-Dickson, Inc., Eliza- 
beth, N. J. 

Many of the key personnel of 
Martin-Dickson, Inc., will continue 
in the same capacity with the new 
company. Peter J. Campbell is 
the sales manager in New York 
City. P. Rechel is in charge of 
sales in New Jersey. 


Huckleberry Named Sales Head 


C. J. Huckleberry, formerly sales 
manager and secretary-treasurer 
of the Atlanta Plywood Co., is now 
a stockholder and sales manager 
of the Perry-Jones Lumber Co., 
Inc., Atlanta, Ga. Huckleberry has 
been in the lumber business 23 
years. 





Obituaries 


John Alden Cady, 58, died last 
month in Springfield, Mass. Born in 
Chicago, Mr. Cady made his home in 
Springfield for the past nine years. 
He was employed by the Connecticut 
Valley Reserve Supply Co., a sub- 
sidiary of Holbrook Lumber Co., as 
manager in 1946. 

Enos A. Halle, 80, died recently in 
St. Joseph’s Hospital, Chicago. Of 
French-Canadian descent, he spent 
his entire life in the lumber industry. 
Since 1939 he was associated with 
Nat F. Wolfe Lumber Co., Chicago. 
He is survived by a daughter, son and 
five grandchildren. 

Hugh Alexander Rose, 77, promi- 
nent in the Canadian lumber industry, 
died recently in Toronto. He founded 
the Rose-McLaurin Lumber Co. and 
is credited with introducing Douglas 
fir to eastern Canada. A son and 
daughter survive. 


FATAL A 1 


Re is 
is a potential PROSPECT for 
MORE PROFIT for YOU with 
@ NEW ENGLAND 


ae CARBIDE-TIPPED 


MASONRY BITS 


and you can SELL him 


NEW Counter 
MERCHANDISER 


“*" FREE 
with order 


Cash in on another salable item for 
the "Do-it-yourself" Trade. 2 styles of 
N. E, Carbide Tipped Bits for ALL 
KINDS OF MASONRY — Cyclo-twist 
for soft and medium hard materials 
and Cyclo-Core for hard materials: 
for holes from Yq" to 6”; for hundreds 
of masonry drilling jobs around the 
house as well as the building trade. 
Merchandiser contains the following 
selection: 


1 each of the following Cyclo-twist Bits 
Ae — Va" —ha"—%"—"a"—" 


for soft or medium masonry 


| each of the following Cyclo-Core Bits 


for all types of hard masonry 


PLUS FREE COUNTER 
MERCHANDISER 
You sell them for $45.10 
You pay only $30.07 
YOUR PROFIT IS $15.03 
You can't double your money any easier 


SEND IN YOUR ORDER NOW! Put 








this colorful merchandiser on your 
| counter and watch the sales go up. 


N. E. CARBIDE TOOL CO., INC. | 
60C BROOKLINE ST., CAMBRIDGE 39, MASS. 


Send No. CS-54 Masonry Drill Assort, 
ments with FREE Merchandiser (o 


NAME 
STREET 
city 
MY JOBBER IS 
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OUR LEGS 
\ 


© QUALITY 

e CONSTRUCTION 
® PRICE 

@ DELIVERY 


BELSON GENUINE 
WROUGHT IRON LEGS 


NO VISIBLE 4 SCREWS PER LEG 
WELDING 

Ya" x 1" 

CORNER PLATE 
ALL SURFACES 
SHOT BLASTED 
FREE OF SCALE, 
FLUX, RUST, ETC. 


'," DIAMETER 


5° SLANT 
ip 


PERFECT RADIUS SMOOTH, MATTE 


\U- — 


PRICES PER SET OF 4 


Including all necessary screws 


Bureaus, Coffee Cocktail TV, Lamp Dining 
USES Chests Tables Tables Tables Tables 


SIZE 6" 12" 16" 22" 28"" 


STYLE 
Hairpin $4.95 $5.95 $6.75 $7.95 $9.% 


Diagonal 3.95 4.75 5.75 



































ROOM DIVIDERS 
Stock No. Height Depth Suggested Retail 





RD 60 60" ws $18.95 Pr 
RD 33 33" 2" 4.% ea. 
RD 27 27" 2" 4.50 ea 
RD 60A 60" 2" 7.9% ea 


BOOKCASES 
































Send for complete catalog. 
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THE LUMBER MARKET 


Strike Nears End 
In California 


SAN FRANCISCO — California 
lumbermen are returning to work 
after voting approval of an agree- 
ment to end the two-month strike 
in the industry. The agreement, 
which provides for no pay in- 
creases and only one additional 
paid holiday a year, was approved 
in San Francisco by the Central 
California Council of the AF of L 
Lumber and Sawmill Workers 
Union, 

“We neither won nor lost the 
strike. It was a draw,” said Joseph 
L. Hazard, council president. 

And another official said, “We 
certainly aren’t satisfied, but this 
was the best we could do this 
year.” 


The agreement, reached with 
representatives of the American 
Forest Products Company, Picker- 
ing, Westside, Michigan-California 
and Cal-Dor lumber companies, is 
expected to set a pattern of settle- 
ment between locals and a number 
of smaller companies. 

Some 6,000 workers throughout 
the northern California area are 
back on their jobs, virtually end- 
ing the strike in this state al- 
though it continues in Washington 
and Oregon. 


Strike Settlement 
Seems Nearer on Coast 


SEATTLE — Two developments 
give some hope that the long strike 
of loggers and lumbermen may be 
approaching a settlement. 

One is the urging of the govern- 
ors of Washington and Oregon 
that the men return to work while 
a fact finding commission of seven 
tries to find a solution and the 
other is an offer of the Weyer- 
haeuser Timber Company to pay 
an increase of 244¢ an hour. If 
accepted this would make Weyer- 
haeuser pay $1.90 an hour as the 
company was paying 5¢ an hour 
more than most operators when 
the strike was called June 23. The 
company employs about 8,000 men. 

The market picture is a confused 
one. Most buyers are hunting for 
dry lumber and not having much 
success. Fir uppers are $20 higher 
than in mid-July while green fir 
dimension averages about $2 high- 
er. Green boards run $2 up for 
No. 1 and 2’s to $4 for No. 3’s. All 
green items tend to weakness. 
Shingles are about the same with 
some grades hard to find. No. 1 
XXXXX brings $10 to $10.25. 
Cedar lumber is hard to get, Can- 


NORTH AURORA 4, ILLINOIS | ada being the principal supplier. 
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Employes on Strike 
Lose $15 Million 


TACOMA—tThe lumber and log- 
ging industry, at least that part 
of it that is still operating, con- 
tinues to work pretty much on a 
catch as catch can basis. The 
period that the major companies 
and many of the minor ones have 
been inoperative has cut heavily 
into normal production. 

Weather-wise, had it not been 
for the strike, production sched- 
ules undeniably would have been 
high. Threat of forest fires to 
date has been the lightest in years, 
so much so in fact that there have 
been virtually no hoot-owl opera- 
tions. 

The Washington State Employ- 
ment Security department esti- 
mates payroll lost to the state 
during the first six and one-half 
weeks of the strike at $15,000,000. 
The department estimates that 
some 28,000 persons, more than 
half of the state’s loggers and mill- 
workers, are out in the strike. But 
for those cooperatives, independ- 
ents and such of the smaller con- 
cerns as have signed with the 
unions, business has been way 
above normal] and all that the firms 
could handle. 


Buying Improving in 
Kansas City Region 


KANSAS CITY — Pronounced 
strength was manifest in the 
southwestern lumber market in 
the last two weeks and buying 
stepped up as mills lowered prices 
about $2 to $3 a thousand on the 
average from the peaks reached 
shortly after the west coast strike 
took place. 


Boards jumped about $10 a thou- 
sand late in June and some re- 
sistance was evidenced by the fast 
run-up. Early in August the mills, 
even though they did not have sur- 
plus inventory and plenty of or- 
ders on hand, did lower quotations 
a little as the pressure of compe- 
tition from green fir began to hit 
the southwestern market. 

The bulk of the price cuts took 
place in the area east of the Mis- 
sissippi river. On the west side, 
pameeree, most the $10 advance has 

eld. 


Mills reported a strong move- 
ment of lumber into the Texas 
area. where construction is push- 
ing forward at a fast clip. Mills 
said also that a great deal of lum- 
ber is going directly to the jobs 
and thus are by-passing the retail- 
er’s yard, even though the latter 


(continued on page 250) 
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the 
BIG 3 


FOR 
FLEXIBLE 


Ct 














No. 225 No. 3225 No. 1404 
No, 225 For normal, moderate holding qualities where 
extra heavy loads are not necessary. 


No. 3225 Heavy duty for hardware, power tools, per- 
imeter stock room shelving, etc, 


No. 1404 Mirror standards for mirrored walls, plywood 
or perforated paneled walls. 


RHC also offers the most 
complete line of SPACE- 
KLIPS, DISPLAY FIXTURES 
and SPACEBOARD PERFOR- 
ATED PANELING. Use them 
for your own display or 
sell them to customers. 





3 SEND TODAY FOR FREE COPIES of Spacemaster 


55-S amd SPACE-KLIPS Catalog. Write Dept. 


AL-9 


AN REFLECTOR-HARDWARE CORPORATION 
& at WESTERN AVENUE At 290D PACE CHICAGO 8. ILLINOIS 


nOwe ~ 


225 W 34TH STREET ROOM 1107 NEW YORK |. NEW YORK 
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SHOW YOUR TOWN 


WESTERN PINE’S 


new film- 


THE 


BOUNTY 


OF THE 


FOREST 


The whistling roar that drowns out 
“Timber !” as a big Ponderosa falls 
... the wonderful story of Western 
Pine Tree Farms... the fabulous giant 
“whittlers” that turn a tree to the 
endless uses of wood in the great 
lumber mills—these things are part 
of Western Pine’s grand new color film. 


You'll want to show it to your 
customers, friends and neighbors 
through local clubs and other 
community organizations. Write 
Western Pine Association for a print 
today. Because of demand, we ask 
that you give us 30 days notice 
before a showing. 


, @ WESTERN PINE ASSOCIATION 
510 Yeon Building, Portiand 4, Oregon 


Please send a print of “The Bounty of the 
Forest’ to 


Dea.er's Name 
Address— 
| 


I plan to show this film on the following dates 
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Pittsburgh offers you the simplest, 


300 modern decorator hues in 
finishes from one set of tubes and 





You offer all 300 colors in each of these 3 popular paints 


] WALLHIDE Rubberized Satin New WALLHIDE Flat Wall Paint SATINHIDE ENAMEL—for interior 
° 


Finish Wall Paint—easy to apply and exterior trim, also for walls 
with brush or roller, ® where low, ona gloss sheen 
odorless, dries in less than half poner sein ode odorless, can be is desired. 


an hour, extremely washable. washed repeatedly. readily 





> ® Pittsburgh MAESTRO TUBE COLORS can be used in 
rubberized and alkyd-type bases. This cuts tube inventory 
and reduces possibility of ecror in mixing colors. Only 50 

You get all tube colors are required—in 4-oz., l-oz., and %-oz. sizes. 
Nearly half of the colors are made by adding only one tube 


lo These 
colors quickly amd —%> produce dustoad eolare tn ennctly the quanti your cm 
ii fr tomer wants—in a matter of minutes. 
easily from one 
set of MAESTRO 


nae » PITTSBURGH 


PAINTS «© GLASS «© CHEMICALS ¢ BRUSHES 


Pi }| 27 eis oo: a wet Res ae - gm. 
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3 famous interior wall 
only two tinting bases! mS 2 


We 
*e, & 
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Here’s a tube system that’s easier to 
stock ... easier to sell! 


@ Pittsburgh announces the most important advance 
in paint selling in years—new MAESTRO COLORS—the 
simplest and most practical tube color system ... one that 
offers many unusual and exclusive advantages to paint 
dealers and retail customers, 


This new MAESTRO COLORS system gives you 300 smart, 
up-to-the-minute decorator hues in three standard Pitts- 
burgh interior wall and trim paints, including rubberized 
and alkyd-type finishes. All bear the famous Pittsburgh 
label, your assurance of finest quality, easy application and 
lasting beauty. 





Two tinting bases are provided for each finish in gallon 
and quart sizes—white for pastels and neutral for deep 


; Attractive 
tones. You can produce all 300 colors in any of these COLOR SELECTOR 
finishes from one set of tube colors—quickly and easily. 


Makes Sales Faster and Easier | 
This modern MAESTRO COLORS system will help you , 
: é @ This simple and convenient 
make more sales with a smaller inventory and with less 


: MAESTRO COLORS SELEC.- 
selling effort. Your turnover will be faster ... your profits TOR aids dealers to sell this wide 


greater. If you are interested in selling paints this modern, range of hues more quickly, The 
business-building way, send the coupon below—today! ag agen va eg tre yed 
chips are available for customers. 





Pittsburgh Plate Glass Company, 

Paint Division, Dept. ALB-94, Pittsburgh, Pa. 

Gentlemen: I am interested in further details of your new MAESTRO 
COLOR SYSTEM. 


Name 
PLASTICS . FIBER GLASS 


Address. 
City_, Coes ae ee 


IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 
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gets credit for the order. Another 
good sign of the strong lumber 
market is that the No. 1 and better 
grades (uppers) are selling more 


ofts rapidly. This grade of finishing 
| lumber has been a drag on the mar- 
| 4 ni TAS Z ket most of the year. 

A The west coast strike has defi- 
a | nitely created a demand for yellow 
our aint | pine dimension, partly taking the 
| place of the fir that came into this 
| market. There is no shortage of 
| lumber as the green fir from west 
coast independents is arriving 
daily. While most of the fir went 
to the big city yards, it is reported 
that the country points also are 
Se if , showing interest in that type. 
h ; agnifies your paint brush profits by pursuing However, once the dry fir is avail- 
the policy of ae you, the dealer, with the finest, | able the green fir will lose its mar- 

—_ saleable brushes along with effective merchandising ketability in this area. 
ideas. 


The four big sales aids pictured here are just a few examples | Lumber Nationally 


- oe purchase merchandising tools designed by | Lumber shipments of 498 mills 

oat to maintain an economical, profit-packed, self- reporting to the National Lumber 

ing program for you. | Trade Barometer were 0.1% below 

Tien production for the week ending 

Lf August 14. In the same week new 

orders of these mills were 9% 

above production. Unfilled orders 

of the reporting mills amounted 

to 47% of stocks. For the report- 

ing softwood mills unfilled orders 

were equivalent to 27 days’ pro- 

duction at the current rate, and 

| gross stocks were equivalent to 51 

NEW SELF-SELLING od days’ production. 

WALL BRUSH - For the year-to-date, shipments 

ASSORTMENT WITH of reporting identical mills were 

BRUSH-PAC*: | 4.9% above production; new or- 

“— ders were 4.5% above production. 
Individually packaged brushes for “Do-it- 
Yourself” painters— Packages give helpful 

painting tips . . . suggestions for acces- Western Pine 
sories you sell . . . keep brushes factory 


perfect . . . have important re-use value. The Western Pine Association 


barometer for the week ending 
August 14, 113 mills reporting, 
gives orders as 73,133,000, ship- 
FAST MOVING SPRING ; | ments as 65,949,000 and produc- 
ASSORTMENT tion as 68,387,000 feet. 

j ; Shipments were 2,438,000 feet 
12 Popular-sized 100% or 3.6% below production for the 
tipped nylon brushes in a . week. Orders were 4,746,000 feet 
sparkling, compact, sales- “ or 6.9% above production. Orders 
building carton—Your were 7,184,000 feet or 10.9% above 
profit ... 87% on cost! | shipments. Orders accepted now 
stands at 264,976,000 feet, up 10,- 
630,000 feet or 17% compared with 
the last report. 


SALES BOOSTING 
MERCHANDISING 
BOARD 


Attaches to paint shelf—More 
“show”! More “tell”! More 
“sell”! — Eliminates under- 
counter inventory — Gives 
maximum turnover with 
minimum inventory — Self- 
selling — Visual Inventory 
control. 


EYE-CATCHING SUPERB ASSORTMENT. Southern Pine 


Same big seller as Spring Assortment—Fea- 
yop 100% pure bristle brushes—You make Mh. ae eee 
65 To profit in fast sales! Jobber and draler ‘ | 117 mills for the period ending 
inquiries receive prompt attention. | August 14, gave orders as 17,792,- 
a ‘ | 000, shipments as 18,729,000 and 
Pat. Pending. | production as 15,949,000 feet. 
Shipments were 2,780,000 feet 
or 17.4% above production for the 
~tatl A week. Orders were 1,843,000 feet 
= “pO. Bes 47 = = | or 11.5% above production. Orders 
‘ = were 937,000 feet or 5% below 
caer 10, NEW JERSEY = shipments. The decrease in “or- 
ders on hand” during the week 
was 937,000 feet or 2%. 
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i SHOW-HOUSEYY 


Bee Gee windows spotlighted in a brilliant 
full-color two page spread...in one of the best- 
read features in the strongest merchandising 
magazine in the country. Many thousands of 


people will send for SHOW-HOUSE plans, 
for SHOW-HOUSE literature. The Bee Gee 
quality story will go to a large number of 
your own potential customers, included in 
the tremendous Post readership. Here’s how 
this vast pre-sold audience works for you. 


TIE IN WITH THIS POWERFUL 
POST PROMOTION 


Bee Gee quality and style advantages, Bee 
Gee installation economies, and Bee Gee's 
hard-hitting consumer promotion mean 
dealers do more window volume, builders 
find it easier to sell both completed houses 
and remodeling jobs. Bee Gee's heavy pro- 
motion in national newspaper advertising 
and in news-stand home service magazines 
as well as in The Saturday Evening Post is 
building a “consumer franchise”, a national 
demand of which alert dealers and builders 
alike are quick to take advantage. 


MORE LIGHT! MORE AIR! NEW MODERN BEAUTY! 


“Window-styling” with Bee Gee windows makes every 

home a model home! Over 170 styles and sizes of modern 

all-wood casement, picture and corner picture windows— 

for every kind of interior, every type of construction. Every BROWN -GRAVES CO. 

Bee Gee window is a completely assembled unit, with glass, Dept. Al-110, Akron 1, Ohio 

screen and all hardware applied at the factory. Ready for Please send my FREE Bee Gee Window Catalog with com- 
fe . ei plete data and specifications. 

quick and easy installation! 


tama [_] Builder [[] Architect [] Dealer [—] Jobber 


BROWN-GRAVES CO. £& 


Akron 1, Ohio ADORESS 
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Lumber Prices at Press-Time 


The following index is intended merely as a check on buying practices. It iz 
a compilation and average of mill prices at press time and should not be con- 
sidered as current on the day the magazine is received. The prices should be 
useful in following market trends and as a check on purchases made approxi- 
mately ten days before receipt of the magazine 


DOUGILAS FIR 


Vertical Grain Flooring 


B&Btr Cc dD 
ix4 ‘ .+»180.00 175.00 110.00 


Fiat Grain Flooring 
1x4 .. - 155.00 
1x6 180.00 


150.00 100.00 
160.00 130.00 


Drop Siding 
ix6 (Pat. #106) 175.00 
ix6 (Pat. #116) 175.00 
Ceiling 


™% x4 eeeeee + 140,00 
ix4 . , .» «136.00 


Roards and shiplap and 2” (Green) " 
1x6 1x8 1x10 1x12 
67.00 68.00 66.00 172.00 
62.00 62.00 62.00 67.00 
65.00 565.00 55.00 60.00 


170.00 
170.00 


138.00 90.00 
120.00 90.00 


No. 1 Dimension 
12’ 4’ 6’ 18’ 
77.00 00 9.00 76.00 
76.00 00 77.00 76.00 
78.00 00 5.00 76.00 
76.00 00 5.00 76.00 
76.00 00 00 76.00 
No. 2 Dimension 
2x 4 72.00 172.00 00 74.00 
2x 6 71.00 74.00 5.00 73.00 
2x 8 71.00 70.00 69.00 69 
2x-0 71.00 70.00 9.00 9.00 
2x12 71.00 69.00 00 
No. 3 Dimension R/L Only 
2x 4 


(Add 10 to 12 for dry lumber) 





RED CEDAR SHINGLES 


Royals 
Ne, 1 24” 4/2 
No, 2 24” 
No. 3 24” 


13.75-14. 
f 


Perfections 
No. 1 18” 
No, 2 18” 
No. 3 18” 


XXXXEX 
No, 1 16” 


No, 2 16” 
No, 3 16” 





WESTERN RED CEDAR 


Prices for Western Hed cedar siding 
in mixed cars, new bundling, 5’ to 10 
are: 

Beveled Siding, %& Inch 
Clear a — 
% by 4 Inch.... 95.00 90.00 
2 by 5 Inch.... 80.00 77.00 
by 6 inch....115.00 110.00 

% by 8 Inch....145.00 135.00 95 00 

Clear Bungalow Siding, % inch 
8 inch 170.00 165.00 
10 inch 190.00 
12 inch 185.00 1756.00 


Finish, B and Btr, 82 or 45, 
@ to 10 or Roug’, 


135.00 
165.00 


Celling of acim 5 Bo and Btr, 
3 to 10 or Longer 
B&Btr. Cc 
1X3 no cneeseeee++185.00 125.00 100.0 
lx¢ +++135.00 125.00 100.00 
Discount on mouldings, 6’ to 20° odd 
lengths. 


Series 8,000 
Listing under 4.00—list plus 35%. 
Listing 4.00 and over—liet plus 35%. 


Cone fates, 5/1? x 1%"—2 to o. 
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WESTERN PINES 


Ponderosa Pine 
6/4 RW 


and 
4/4 RW 6/4 RW 8/4 RW 
260.00 265.00 270.00 


Selects 
$2 or 48 
C&Btr. RL 
Shop, 828 
No.1 No. 2 
~+++142.06 110.00 
15 2848.00 1106.00 
Commons, 82 or 48 
BéBtr. No. 3 No. 4 
1x8 RL ....132.00 68.00 60.00 
1x12 RL ....122.00 68.00 50.00 
Iduho White Pine 
Selects $2 or +. 
1x6 1x8 1x10 
Sabo. RL a0. 00 270.00 270.00 275.00 
RL .....380.00 230.00 230.00 246.60 
Cc eke, $2 or 48 
No. 1 
- 157.00 
186.00 
Sugar Pine Selects 82 or 48 


B&Btr. RL tes +4 
Cc RL 260. 
230. HH 245.00 


No. 3 
100.00 
100.00 


No. 2 
145.00 
161.00 


No. 2 
122.06 
122.00 


No. 1 
++ -162.00 
+++ 152.00 





OAK FLOORING 
Clear Pin x2% xl 
White 182.00 155.0 
Red 188.00 165.00 


Sel. Plain 

White 172.00 

Red 178.00 
#1 Com, 

White 153.00 

Red 157.00 
#2 Co 

Pin "White 

& Red 105.00 


90.00 





SOUTHERN PINE 


Vertical Grain Flooring 


B&Btr. 


c 
ix4 Heart 235.00 


Flat Grain Flooring 


160. 
165.00 
Drop Siding 
1x6 #106 
1x6 #116 
Boards & Shiplap 
1x6 1x8 1x1 1 
No. 1 (D : oes 
oe 145.00 178.00 


87.00 100.00 
73.00 73.00 


170.00 
170.00 


140.00 
140.00 


No. 1 Dimension 


2° , 


2x 4 99.00 99.00 
2x 6 


2x10 114.00 114.00 
2x12 132.00 132.00 


No. 2 Dimension 
2x 4 


2x12 90.00 


All of the above stock kiln Dense Stock. 


September 6, 


REDWOOD 


Bevel Siding 


. Clear All Heart...... 
3. Clear All Heart......1 
. Clear All Heart..... 
. Clear All Heart... 
. Clear All Heart.. 
. Clear All Heart.. 
. Clear All ones. « e 
. Clear All Heart. 
. Clear All Heart 
. Clear All Heart..... 1211.00 
Note: A grade V.G. Redwood Siding 
$5.00 less for %, % and % in above 
sizes. 


Anzac Siding 


1x10 V.G. Clear All Heart 
1x12 V.G. Clear All Heart 
Note: Deduct $15.00 for A Grade. 


Finish 


ix 4 Clear Heart S48.... 
lx 6 Clear Heart S48... 
ix 8 Clear Heart S48... 
1x10 Clear Heart S48 
1x12 Clear Heart S48.. 





WESTERN HEMLOCK 


Vertical Grain Flooring 


B&Btr. Cc D 
, 140.00 85.00 


Flat Grain Flooring 


Drop Siding 


1x6 (Pat. #106) 140.00 
1x6 (Pat. #116) 140.00 


Ceiling 


105.00 100.0 
110-126 105-115 


Boards and Shiplap and 
2” (Dry) 


No. 1 Dimension 
12’ 14’ 
2x 4 88.00 88.00 
2x 6 88.00 
2x 8 a 88.00 
2x10 " $8.00 
2x12 ; $8.00 


No, 2 Dimension 
73.00 73.00 
2x 6 174.00 75.00 
2x 8 76.00 76.00 
2x10 74.00 76.00 
2x12 74.00 74.00 


No. 3 Dimension R/L 





ENGELMANN SPRUCE 


Roards and Shiplap (dry) 


1x6 1x8 1x10 1x12 
No. 2&Btr. 100.00 105.00 103.00 106.00 
No. 3&Btr. 69.00 71.00 70.00 71.00 


No. 1 Dimension (air dried) 
14’ 16’ 
00 . 


4 » 70.00 
6 . 70.50 
2x 8 69.50 69.50 
2x10 72.50 72.50 
2x12 68.50 69.50 


OE are on. Mills do. boards No. 


and 3 common ills se not grade out 
No. 3 dimension as in fir. 
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Your customers are 


Surefire Prospects for 


KENTILE inc. 


eo \ | | // 
“ li 
™N I~ 2 el gf 
~LUMBER SUPPLY CO.) — 

TA 

















SH HIG 4 GUY & 














Don’t let your best prospecis— your own customers 
—go elsewhere for their flooring. The mushrooming 
“Do-It-Yourself” trend means extra profits for deal- 
ers who sell floors made by Kentile, Inc.—pioneers 
and leaders in self-installation. These colorful, easy- 
to-clean floors are preferred everywhere ... can be 
laid down quickly, easily, and economically. And, 
each one is backed by more full-color advertising 
than any other floor of its type. 


Open your own Kentile, Inc. Flooring Depart- 
ment with the compact KenStyler shown. Contact 
your Kentile, Inc. Wholesaler or Sales Representa- 
tive for details. Or, write any of the conveniently 
located Kentile, Inc. offices listed below. 


KenStyler measures just 18%" long, 15%" wide. . . 
costs only $10.00 complete with sample tiles, self- IN C 
installation instructions and full-color booklets. ? 


"Reg. U S. Pat. Off 
KENTILE . SPECIAL KENTILE ° KENCORK * KENRUBBER * KENFLEX * KENFLOR 


KENTILE, INC., 


17TH 





56 SECOND AVENUE, BROOKLYN 15. NEW YORK « 350 FIFTH AVENUE. NEW YORK 1. NEW YORK « 708 ARCHITECTS BUILDING 
AND SANSOM STREETS, PHILADELPHIA 3, PENNSYLVANIA « 1211 NBC BUILDING, CLEVELAND 14, OHIO « 900 PEACHTREE STREET N.E.. ATLANTA 5, GEORGIA 


2020 WALNUT STREET, KANSAS CITY 6. MISSOUR! « 4532 SO. KOLIN AVENUE, CHICAGO 32. ILLINOIS « 4501 SANTA FE AVENUE, LOS ANGELES 56. CALIFORNIA 
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LOLS Gm OT ies 
SELL with Pride! 


WINDOW ~ 










: foc Assembled 
of Selected 
Ponderosa Pine, 
Toxic-and-Water 
Repellent Treated 











Sold Exclusively 


Through 
Lumber Dealers 








May be Glazed 
with 
* WINDOW GLASS, 
PLATE GLASS 








or 
THERMOPANE ® 


@ EASY TO LOCK 


WOOD WINDOWS WOMEN WANT! 
Finest Awning Window Made 


WOODCO = 


E-Zee = 


WOOD AWNING 
WINDOW HARDWARE 


HAILED BY BUILDERS, ARCHITECTS 
and HOMEOWNERS 


NOTHING TO ADJUST — NOTHING TO 
GET OUT OF ADJUSTMENT 











WOODCO Follows a strict 
JOBBER-DEALER POLICY 


The alert Dealer will recognize the 
great advantage of displaying 
WOODCO Floor Stands — 
Bu ote S MAKE the SALE | 


























Sell Wood Windows Faster 





WITH 


L. C. H. 


METAL JAMBS 














They’re automatic adjusting 


@ Easily and quickly adjust automatically te any contour variations, 
any type wood behavior for easy operation under all climatic 
conditions. 


@ Air infiltration is reduced to a minimum. 
@ L.C.H. metal jambs work well with any type balance. 
@ L.C.H. metal jambs give you a moderately priced window that 


meets the wood window industry's rigid Infiltration specifications. 
Fast, on-the-job installation saves labor costs, Increases profits. 


Lumber Dealers! Ask your jobber for information on L.C.H. 
Metal Jambs—or write .. . 








The N.S.W. Company 


12930 AUBURN . DETROIT 23, MICHIGAN 








With hole-in-top for 
metal nozzle guns 


With plastic nozzle 
supplied for other guns 









A plastic nozzle supplied with each cartridge of 
non-hardening, non-staining CALBAR Caulk 
makes it adaptable to every type gun on 

the market. Compare . . . super-elastic CALBAR 
Caulk is a quality product! Ask your jobber. 


CALBAR PART & ee co. 


an f-raalaliacl Mm macleltiar; 
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WOOD SECTIONAL GARAGE DOORS 
Residentia Winfield creates new sales, new interests 


and builds bigger profits for you! — For 
WINFIELD combines the skill of experienced 
craftsmen, the latest in modern machinery 
and the finest in engineering knowledge to 
give you the highest quality precision door 
at the lowest possible price. Only Winfield 
has the exclusive TAPE-R-TRACK to assure 
easy operation and smoother sealing. Every 
Winfield Door is designed and engineered 
for Economy, Beauty and Long Life — the 
choice of homeowners, architects and 
builders everywhere. 


Commercial 


Industrial 


Cash in on WINFIELD — the outstanding value in the field! 


WINFIELD Zo Gx 


BROADWAY & VERNON BLVD. 
LONG ISLAND CITY 6, NEW YORK 





GALVANIZED METAL 
BUILDING CORNERS 


e for the o6/ 


There's a Kees building corner made espe- 
cially for the job, whether the construction 
is of wood or of hardboard siding. 


Made of 28 gauge zinc coated steel, Kees 
corners make possible that “mitred look” 
without the slow, expensive work of cutting 
and fitting the ends of the siding. Metal 
corner is unnoticed after building is painted. 


Lower flanges overlap and make tight 
joints. Joints can’t pull apart, and moisture 
can’t rot the corner because It Is completely 
covered. 


Sizes and patterns available for all widths 
and thicknesses of Icp siding and various 
patterns of drop siding, in addition to sizes 
made especially for hardboard. 


ORDER FROM YOUR JOBBER 
Write P.O. Box 515 for Free Catalog 


KF. D. KEES MFG. CO. 


" BEATRICE NEBRASKA 


BUILDING Propucts MERCHANDISER 





| 


l v7.06 JAMAICA AVENUE «+ JAMAICA 32, N, Y, 


Desirable territories available 
to franchised distributors and dealers 


...a solid core folding door or room divider—with advanced 
refinements of design and construction—features you 
expect only in doors costing twice as much, 4” battens en- 
closed in individual pockets run the full height, assure 
room-to-room privacy, fold into the smallest possible space 
... special linkage chain assures even pleating. 
Accordofold—with its Vinyl Plastic cover and specially de- 
signed hardware—is constructed for years of trouble-free 
service. You save the space wasted by swinging doors. 
Accordofold folds to 16% of its expanded width in a 444” 
stack that fits flush with the wall, 


Accordofold comes complete and ready to hang—is in- 
stalled in four to seven minutes (in either new or existing 
construction). There are no floor guides to interfere with 
wall-to-wall carpeting. Available in six well-chosen colors. 
The cost of Accordofold is low—as much as 50% less than 
comparable doors, You take advantage of eight stock 
sizes that may be 
adapted toshorter 
at a 
nominal charge 


openings 


—may be paired 
for wider open- 
ings. May we send 
you more detailed 
specifications ? 
Please 
your inquiry 

Department 28. 


address 
to 


ACCORDOFOLD DIVISION 
AMERICAN BAMBOO CORPORATION 
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NEW + 


Lawn Sprinkling System 

A new underground lawn sprin 
kling system, Sprink-l-it, is a pack 
age unit. Includes plastic pipe, 
fittings, clamps and spray heads- 
everything complete for a lawn 
prinkling system. The 80 feet of 
PressuRated plastic pipe is suffi- 
cient for 1,000 square feet of lawn 
coverage. Spray heads on 12-foot 
centers will each sprinkle a 17- 
foot circle. Yardley’s kit includes 
various layout schemes and instal- 
lation instructions. Yardley Plas- 
tics Co., Dept. AL, 142 Parsons 
Ave., Columbus 15, Ohio. 





Aluminum Vent Window 

Ualco’s newest aluminum win- 
dow, called Select-A-Vent, is a 
low-cost awning type window with 
an unusual vent arrangement. 
Vents are separately operated so 
any vent can be opened independ- 
ently. Each vent is activated by 
a simple operating bar which folds 
back against the window to lock 
vent in every position. Southern 
Sash Sales & Supply Co., Dept. AL, 
Sheffield, Ala. 





Grilles and Accessories 


Royal hand wrought aluminum 
storm door grilles and ornaments 
are available in many designs. 
Extra twist stock and heavy rails 
are used to assure rigidity. Fur- 
nished in an exclusive chromebrite 
process. Royal Factories, Dept. 
AL, 3744-46 Chancellor St., Phila- 
delphia 4, Penna. 


For more data circle No. 3 on coupon, p. 290 
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For flooring guaranteed sound - yet competitively priced 


ROBBINS GYMNASIUM GRADE NORTHERN HARD MAPLE 


Robbins MFMA Second and Better 

(Gymnasium Grade) is a specially selected product 

both for lengths and color shading to produce a First 
Class gymnasium floor. 


Architects and school officials endorse this grade 
for gymnasiums, It is all Northern 
Hard Maple, also ideal for use in bakeries, 


school classrooms, offices and residences 


For even greater economy, consider Robbins ~~ 
colorfully grained MFMA Second Grade 


Maple is resilient, splinter resistant, tight 
grained and beautiful 


FOR FINE MAPLE FLOORING IN ANY GRADE 
BE SURE, BUY ROBBINS! 


Iwo mills to serve you at Reed City, Michigan 
and Ishpeming, Michigan 


ROBBINS oorins company 
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Ways to | JOBBERS! 
Make | RETAILERS! 
M on ey It will PAY you, 


IN COLD, HARD CA$H, 


to investigate the profit i is- 
Now’s the season to cash in on the demand for Sisalkraft by in K 9 ht off P opportunity Wis 
farmers and builders. Here are some of the hundred and one consin Knight offers youl A complete line 
ways you can sell it: of top-grade flush doors at prices that 
FARMERS: BUILDERS can't be beat. 
+ Covering hay « Membrane between concrete siab 
* Sealing sile doors = fill 3 
+ Capping silos + Concrete protection ? 
+ Weather-proofing buildings * Closing-in 1 S i 0 il S | al 

Temporary grain storage + Under floors 

* Paint drop “cloth” 
+ Covering concrete 


Sell the Genuine 


+ Floor protection 





“ 


SISALKRAFT Flush Doors 


HERE'S 
THE BEST KNOWN, 


FASTEST SELLING * Birchina 


with these beautiful faces: 


REENFORCED PAPER .- ma 0 

| EVER i yr 2 Lauan 
HANDLED. im ‘. : 
) * Birch 
* Gum 


Complete line: 


Hollow Core -— 
Solid Core — 

1%" & 1%" — 

' Interior and 

Building papers may look alike — but what a difference in per- y 4 a Gatorter — ‘ 
formance. Farmers and builders know that fact. Sisalkraft s Cutouts Available — 
stands for — and delivers — the kind of economical, long-lasting 
performance that helps keep your customers coming back. Keep 
stock of all widths from 3 to 8 ft., 13% ft. and 15% ft. Tele 


Four Fancy Faces — 


one, wire or write to us today! 
et the complete profit story! 

SISALATION., Display this dependable vapor barrier and reflective ‘ Hi d f kind 

insulation. Its rugged construction and outer surfaces of pure, | olished If you sell. or consider . ae oors © Pg 4 le ' 

aluminum help builders keep quality up, prices down. In widths of 36” you owe it to yoursel enc your pro it-and-loss 

and 48”. sheet, to get our prices and specifications! It costs 
you nothing to investigate, and you stand to gain 

COPPER ARMORED SISALKRAFT for waterproofing ated 

and flashing. Gives permanent protection at one- 

fifth the cost of heavy sheet copper. Widths from WHOLESALERS: Contact us today! 

4” to 60” — 120 ft. rolls. iS) RETAILERS: We'll tell you where to get them! 


AMERICAN 


% Wiktetel Lilt miele) mere, 
SISALKRAFT ‘, 


10101 Lyndon Ave Detroit 38, Mich 
CORPORATION 


Attleboro, Mass. « Chicago 6, lil. 
New York 17, N. Y. + San Francisco 5, Calif. 


Or, Telephone Collect: TExas 4-890! 
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NEW PRODUCTS 


(begins on page 256) 





New SpeedSander 

A new  orbital-motion Thor 
SpeedSander features a full load 
speed of 5,500 revolutions per min- 
ute and a 41” x 9” sanding area. 
The new sander weighs 7%, pounds 
and has an overall length of 11”. 
It offers an all ball bearing, direct 
connected, air cooled motor. Speed- 
way Mfg. Div., Thor Power Tool 


New Simboo Moulding 


Simboo moulding, which is made 
from poplar stock and is half- 
round, comes in two widths, 1144,” 
and *,” wide. The manufacturer 
claims that Simboo is easier to 
fabricate and more economical to 
use than reed or bamboo, takes a 
simple shellac and wax finish. 
Spector Cabinet Co., Dept. AL, 791 











¢ 
If 


One-Piece Garage Door 

A new, one-piece economy ga- 
rage door, named the Mon-O-Dor, 
features new patented, heavy-duty 
Mon-O-Matic hardware in rust- 


Co., Dept. AL, Aurora, Ill. 


For more data circle No. 4 on coupon, p. 290 


prohibitive finish, an automatic 
cylinder lock handle in chrome 
finish and a new patented crank 
shaft arm. The Mon-O-Dor is 
assemled with 16 carriage bolts 
and requires only one and one-half 
inches of headroom. Howell Man- 
ufacturing Co., Dept. AL, Has- 
brook and Cottman Streets, Phila- 
delphia, Penna. 


For more data circle No. 6 on coupon, p. 290 


N.W. 20th St., Miami 37, Fla. 


For more data circle No. 5 on coupon, p. 290 





allan aera 


New! Simplex Stairway 


PRECISION ENGINEERED QUALITY BUILT 
ECONOMICALLY PRICED 








For the FIRST time—here’s a stair- 








way that’s engineered and built 





for service and durability—built 


from quality materials, yet it's 














Combination Door 


The new Airex aluminum com- 
bination door has three morticed 
piano-type hinges riveted to the 
aluminum Z-frame and fastened to 
heavy cast corners in the door 
frame. Expander with extruded 
vinyl sweep keeps out insects and 
snow. Ornamental grilles are 
available. Eidelman Brothers, 
Dept. AL, 3400 W. Fort St., De- 
troit 16, Mich. 


For more data circle No. 7 on coupon, p. 290 


KD Furniture 


Do-it-yourself furniture that re- 
quires only a hammer and screw 
driver for quick assembly is avail- 
able from the Bristol Cabinet 
Corp. The assorted line, all of 
solid cherry, includes such items 
as coffee tables, end tables, cob- 
blers’ benches and _ bookshelves 


and is offered to dealers in one 
BY F.H. A. EVERYWHERE © package. Al! necessary materials 
PRECISION PARTS CORPORATION 


are included in every package and 
are packed in moisture-proof plas- 
400-AL North First Street Nashville 7, Tennessee 
DEALER INQUIRIES INVITED 


Lidl made to sell in the low-price field. 


ie e 


New! BALANCED SPRING AC * SHIPPED IN ONE PACKAGE 
TION for effortless operation 
Shipping weight 8’3” 52 lbs 


* SIMPLE AND EASY TO OPER 9” 56 Ibs 


ATE N Jdjustments neces 
sory * MANUFACTURED IN PREC! 
* RUGGED AND STRONG SION'S MODERN PLANT 
Manufactured f highest 
quality materials—No. | kiln 
dried lumber throughout. Al 
hardware fabricated of heavy peration and for durability 
galvanized stee ’ All ports secured by bolts and 
1 YEAR screws—No noils 
TWO ¢T Si7ES 
GUARANTEE TWO STANDARD SIZES 
8's” and 99” For ceiling 
heights 7’0” to 83” use 
a'3 For ceiling heights 
83” to 99” use 99” 


A Precision-built product, er 
jineered and built for ease of 


Investigate new low prices on 
this superbly-engineered and 
quolity-built stairway! 


ACCEPTED 


tic bags. Bristol Cabinet Corp., 
Dept. AL, Naples, N. Y. 
For more data circle No. 8 on coupon, p. 290 
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716 SOUTH STREET 


FOR YOUR CONVENIENCE 


A Packaged 


Group of Handy 
Wood Scrapers 


Packaged deals are very popular these days and we are 
offering here a packaged deal that really SELLS. Every handy- 
man, and woman too, will find use for a wood scraper. You 
can sell this group of not one, but three Wood Scrapers at a 
price they are willing to pay. 


The three scrapers retail for $1.98. They are packaged in a 
special box and if prominently displayed will move fast. Three 
books of extra blades are included, but we suggest you pur- 
chase additional stocks of these blades. You will have requests 
for them. 


MEET US IN BOOTHS 50-54 AT THE 
NATIONAL HARDWARE SHOW, CHICAGO 


THE FLETCHER-TERRY COMPANY 


FORESTVILLE, CONN. 








repeat business 
FOR YOU on Caulk 
Jobbers and distributors 


are invited to send for new 
prices and discounts on our 
complete line for all home 
and professional guns. 


Our manufacturing facili- 
ties are devoted exclusively 
to caulking guns, nozzles 
and cartridges. 


Choose from 14 different guns and 
30 different nozzles. 


MANUFACTURING CO. 
7508 QUINCY AVE. © CLEVELAND 4, OHIO 





THRU THE SCREEN . 
WINDOW OPERATING HARDWARE 


FOR HORIZONTAL 
AND VERTICAL 
AWNING WINDOWS 


4 


IN THE WINDOW 
HARDWARE FIELD 


Win-Dor, America’s standard of 
quality since 1906, offers a newly de- 
signed complete set of correlated 
operating hardware for awning win- 
dow assembly. This fine hardware 
features the famous Win-Dor worm 
and gear operator with removable 
handle that securely locks sash in 
any position through screen Ur storm 
window from inside the room. 

The new Win-Dor sliding hinges 
with brass rivets and nylon slide 
blocks in heavy metal track, assure 
a lifetime of friction-free operation. 

Yes, this Win-Dor correlated hard- 
ware is newly designed throughout, 
including the non-projecting locking 
handle with its exclusive “kick-out” 
action that instantly breaks paint or 
ice seal of sash for easy opening. The 
handle has an equally effective re- 
verse action that pulls in the sash, 
insuring a tight fit against the stops. 

Send for data on this new Win-dor 
hardware, available from _ builders 
hardware dealers, everywhere and as 

factory equipment on the 
best wood awning win- 
dows. Fully warranted 
by The Casement Hard- 
ware Company, Amer- 
FAMOUS ; ica’s oldest manufacturer 
WIN-DOR of window controls. 


OPERATOR 





This No, 81 op- 
erator replaces 
Nos. 21 and 
22 operators 
which are no 
longer manu- 
factured, 


NEW LOCKING DEVICE 


NEW 


suoiNe «THE CASEMENT 
HARDWARE Co. 


Dept. Y-9, 612 N. Michigan, Chicago 11, Ill. 
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Dealers 
increase Business 
with 
Symons Form Rentals 


Because concrete forming is one of the 
first construction steps, many Ready- 
Mix and Building Material Dealers are 
renting Symons Forms to local con- 
tractors. Contractors find that these 
strong, easy to erect forms save them 
considerable labor and time, and insure 
safety no matter how fast the mix is 
poured, 


Symons Form Rental bring the Dealer 

new ready-mix customers, added rental 
profits, repeat sales of hardware and ties, 
additional lumber and plywood sales, 
increased building material sales and 
customer satisfaction. 


Samples, specifications, actual job 
»hotos, literature and forms layouts for 
building your own Symons Forms are 
available upon request. However, for 
guaranteed accuracy and low labor cost, 
we recommend factory made forms. 
Rentals apply on purchase of these 
pre-fab forms. 


» 
Syyons 


SYMONS CLAMP & MFG, CO 
4267 Diversey Avenve, Dept. G-4 
Chicago 39, Iilinois 


Please send complete information on buying and 
Building Symons Forms. 
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NEW PRODUCTS 
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Applies Wall Patterns 


The Dezyn Kotr simply snaps on 
conventional paint roller handles 
and applies the pattern over ordi- 
nary painted surfaces. The com- 
plete Dezyn Kotr set (consisting 
of clamp and sleeve) is available 
for $4.78, retail. The Dezyn Clamp, 
which fits most standard and all 
E Z Paintr rollers, costs $1.19, re- 
tail. The Dezyn Roller Sleeve, 
which applies the patterns to the 
wall, is $3.59. E Z Paintr Corp., 
Dept. AL, 4051 S. Iowa Ave., Mil- 
waukee 22, Wis. 


For more data circle No. 9 on coupon, p. 290 


Mobile Bulk Materials Shovel 


A new small, mobile power 
shovel with a capacity of 11 cubic 
feet or 1,200 pounds is suitable for 
handling loosely packed bulk ma- 
terials. Named the Bulk Master, 
the shovel has an outside turning 
radius of 73 inches. Other dimen- 
sions: length, 109”; width, 4614”; 
overall height, 60”; weight, 4,400 
pounds. Industrial Truck Div., 
Clark Equipment Co., Dept. AL, 
Battle Creek, Mich. 


For more data circle No. 10 on coupon, p. 290 


Combinatien Door 


The Moloney Co. is now featur- 
ing its aluminum combination door 
in a complete, ready-to-install 
package. Four sizes handle 80% 
of all installations. Exclusive Mo- 
loney do-it-yourself features such 
as non-mortise hinge and door 
latch eliminate need for special 
tools. Special introductory offer 
to dealers. Moloney Co., Dept. AL, 
Terminal Bldg., Cleveland 3, Ohio. 


For more data eircle No. 11 on coupon, p. 290 








September 6, 


ALUMINUM 
SCREENS 
for wood and 
metal windows 











Manufactured to the Window Industry's highest 
standard in the large, modern Warren plant. 
Requests for samples honored when made upon 
your letterhead. Write Dept. A-10 for color 
catalog. Warren field engineer available for 
consultation on special problems. 


@ SPECIAL ORDERS @ 


Our engineering department available for devel- 
oping special roll-formed sections, hardware 
and weather-strip to customer specifications. 


Warren 
supply 


3701 N. W. Sst STREET, 
MIAMI, FLORIDA 
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Portable Travel Lock 

An easily portable multi-pur- 
pose lock for use. by travelers and 
in home is now being distributed. 
Known as the Yale Travelok, the 
device is small enough to be car- 
ried in pocket or purse and can be 
used to lock securely a host of 
storage places not having built-in 
locks. Yale & Towne Mfg. Co., 
Dept. AL, Chrysler Building, New 
York 17, N. Y. 


For more data circle No, 12 on coupon, p. 290 


Anchor Kit 

An anchor kit for attaching 
Masonite Peg-Board panels to con- 
crete, brick or any other smooth 
wall surface is being introduced. 
Each kit contains 10 anchors, 10 
bolts and a can of adhesive, suffi- 
cient for attaching a panel up to 
4’ x 4’ in size. No special tools are 
required. Masonite Corp., Dept. 
AL, 111 W. Washington, Chicago. 
Ill. 


For more data circle No. 13 on coupon, p. 290 


Paint Spraying Outfit 

The new Pressure Maid, Model 
50, is a compressor and spray gun 
designed and built for small jobs. 
Durable cast-iron construction. 
Powered by a one-quarter h.p. split 
phase, 110-120 volt, 60 cycle, a.c 
motor. Aluminum clamp-on can- 
ister holds one quart of paint. 
Campbell-Hausfeld Co., Dept. AL, 
Harrison, Ohio. 


For more data circle No. 14 on coupon, p. 290 


Trade-Marked Work Clothes 
Have your ad embroidered on the 
garments of your personnel. Sav- 
ings are obtained by buying direct 
from the factory. Sample brochure, 
which shows complete collection of 
samples, styles and describes em- 
broidery service is available. Elin 
Mfg. Co., Dept. AL, 260 Fifth Ave., 
Rochester, Ind. 
Fer more data circle No. 15 on coupon, p. 290 
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"Fastest 
Moving Pipe 
| ever 


Handled” aa 


... says this Orangeburg Dealer! 


Rie never seen anything like it. 
Got a shipment in recently and 
hardly had time to stack it . 
sold out! My customers know 
about Orangeburg . . . ask for it 
by name... they tell me it’s the 
easiest to handle sewer and drain 
pipe they’ve ever used. Couple of 
hammer taps and it’s joints are 


sealed . . . for good. And I notice, 


too, more customers insist on gen- 
uine Orangeburg every day... 
both the Root-Proof and Perfor- 
ated. Its national advertising and 
its well-known quality have 
created an amazing demand. Be- 
lieve me, Orangeburg is the fastest 
moving pipe I ever saw, and of 
the faster it moves the 
more money I make. Sure glad I 
stock Orangeburg.” 


course, 


You, too, will be glad you stocked genuine 


ORANGEBURG 


ROOT-PROOF PIPE 


and exclusive Orangeburg fittings 


CAB 


V4 BEND 


New TEE 
now ready 


Ye BEND 


WRITE for sales aid folder and complete catalog to Dept. AL-94 


ORANGEBURG MANUFACTURING CO., INC., Orangeburg, New York 
West Coast Plant: Newark, Calif. 


(To obtain more data on advertised products see page 290) 
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YOUR GUESTS 
<ONIGHT Your customers 


+ 
p 


When you show them Hachmeister’s 
sound motion picture in beautiful color, 
"Weekend Remodelers”, starring 


Here is a sure fire HAKO promotion you can’t afford to miss . . it tells the 
Weekend Remodeler story from floor and wall tile purchase, through 
every installation step, to the completed smile of approval. 

Your guests will enjoy every moment of this colorful film as they watch 
a typical family go through the process of remodeling their home. The 
ease and simplicity of remodeling with Hachmeister Tile leaves the view- 
er with the desire to go to work on his own home. Yes, your guests tonight 

. your customers tomorrow. 

e Your HAKO Distributor will schédule this enipitpining motion picture 
for you or write Hachmeister-inc., Pittsburgh 30, Pa. 


Newspaper mats to 
A SINCE 1903 © (Provareboea o> 
announce a showing juoranteed by» 


seis | [AQHMEISTER-INC, => 
w'% // PITTSBURGH 30, PA 
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NEW PRODUCTS 


(begins on page 256) 














Combination Aluminum Door 

The Winter Seal Monarch Door 
features: plastic jamb cushion and 
seal; three full-mortice hinges; 
die-cast corners; storm and screen 
inserts complete with hardware; 
packaged as a unit. Installation 
instructions are included. Winter 
Seal Corp., Dept. AL, Meyers Rd., 
Detroit 27, Mich. 


For more data circle No. 16 on coupen, p. 290 


New Removable Windows 

The new Crestline Remov-A 
Matic window units are easily re- 
moved, counterbalanced and com- 
pletely weatherstripped. Units 
appeal to housewives because they 
can wash both sides inside. Units 
feature floating weatherstrip. 
Weatherstrip keeps firm contact 
with sash allowing free movement 
and preventing air and dust in- 
filtration. Write Silcrest Co., Dept. 
AL, 100 Thomas St., Wausau, Wis. 


For more data circle No. 17 on coupon, p. 290 


Louv-Air Jalousie 

Patented and built-in louver lock 
clip on the new Louv-Air Jalousie 
provides: Positive louver seal and 
free of rattles; no bending of clips 
to contain glass slat; no wedge 
clips, springs or piping to be in- 
serted between glass and clip; and 
insertion of glass louver on job 
in less time. Head rail contains 
own forward tilted rain drip shed. 
Weatherstripped throughout in- 
cluding extra weatherstripping be- 








tween top louver and head rail. 
Write Sconzo & Sons, Aluminum) 
Manufacturing Co., Dept. AL, Mon-| 
tauk Highway, Bayport, L. L., N. Y. 


For more data circle No. 18 on coupon, p. 290 


(continued on next page) 
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BUY YOUR SOUTHERN PINE 
by the > Brand 


Every piece of lumber from the DELFAIR mill is 
manufactured to conform with rigid specifications. 
This assures you of quality lumber always . . . lum- 
ber that is now branded on the end for easy identi- 
fication. This and other features of the DELFAIR 
BRAND are listed below. 


ANOTHER DELFAIR EXTRA 


BRANDED... 

for quick, easy identifi- 
cation of a name you can 
count on 





SQUARED ENDS... 


for saving carpenter’s 
time and effort on every 
building job 


END-WAXED... 


for a neater 
appearance 


D. L. FAIR LUMBER COMPANY 
LOUISVILLE, MISSISSIPPI 


MEMBER SOUTHERN PINE ASSOCIATION AND S.P. 


(To obtain more data on advertised products see page 290) 
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GALVANIZED ROOFING 


; |ernment 


; 


Wel 


NEL 


MN TE 


Value in galvanized roofing is measured in 
rust-free service—and rust-free service 
depends on the weight or thickness of the 
zine coating. 

This weight or thickness of zinc coating 
cannot be determined by looking at a 
galvanized sheet. 

Insist on grade-marked galvanized roof- 
ing and know what you are getting. A 
small difference in the weight of —s 
means a large difference in the length o 
service, 

It is-thrifty to purchase metal roofin 
that is grade-marked to show the weight o 
the zinc coating. 

Select the proper grade for the proper 
use—and for long rust-free service life and 
lowest per-year cost . . . 


Specify a heavy- 
ouated sheet aa as 
"Seal of Quality,” 
the SUPER SHEET 
for SUPER SERVICE 


> FREE... INSTRUCTION MANUALS 
WRITE: AMERICAN ZINC INSTITUTE 
324 Ferry Street, Rm. 204 
Lafayette, Indiana 
© Peees about Getvanized Sheets 


DC Directions for Laying Galvanized Sheets 
© Metallic Zine Paint Protects Metal Surfaces 





a 
~ 
-— 





: 
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Interlocking Shingles | 

An interlocking, asphalt strip | 
shingle, Lok-Tab, acts exactly as 
its name implies. Once spptied, | 
the shingle is literally locked to | 
the roof. The center of each butt 
on the strip has a hook-shaped ex- 
tension which is an integral part | 
| of the shingle. This fits into a pre- | 
|cut slot in the body of the shingle 
| below. 

In addition, Lok-Tabs meet gov- 
minimum property re-| 
|quirements for use on slopes as 
| low as two inches in 12. Ruberoid 
|\Co., Dept. AL, 500 Fifth Ave., New 
|York, N. Y. | 


For more data circle No. 19 on coupon, p. 290 


Handyman Router 

| Stanley offers a half-horsepow- 
ered router in the Handyman line 
at a new low price. The heart of 
the H45 is the new half horsepower 
motor, with sealed ball bearings, 
operating at the high speed of 
22,000 r.p.m. from any light socket. 
The high cutter speed results in 
smooth machined surfaces which 
require no sanding. Write Stanley 
Electric Tools, Dept. AL, New 
Britain, Conn. 


For more data circle No. 20 on coupon, p. 290 


Elastic Compound Tape 

A new elastic comyound sealing | 
tape, extruded with a reinforce- | 
iment core of tobacco cloth, is 
‘adaptable, for example, to seal 
glass in frames and channels of 
steel and aluminum window sash. 

The jet-black, rubbery No. 162 
|Elastic Compound Tape releases 
\readily from its backing and holds 
jits shape due to its cloth core. 
'Presstite Engineering Co., Dept. 
AL, 3798 Chouteau Ave., St. Louis 
10, Mo. 


For more data circle No. 21 on coupon, p. 290 
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September 





























PULLMAN. Zé72ine 
DO-IT-YOURSELF 


REPLACEMENT 


SASH BALANCES 





Foolproof ! 


Easy to } Install! 


MARKET-TESTED! 


Do-it-yourself kit makes it easy for 
anyone to replace worn or broken 
sash cords in minutes. You don’t 
have to remove the window. Noth- 
ing to do but take out the old 
pulley and replace it with Lifetime 
Balance. Householders, landlords, 
handyman-carpenters buying by 
hundreds in test stores. Display 
unit sells for you. Your jobber has 
it, or for full details, write: 


WAIN 


MANUFACTURING CORPORATION 
15 HOLLENBECK STREET 


ROCHESTER 1 NEW YOR* 


, 1954, AMERICAN -LUMBERMAN & 





Automatic Garage Door 

Dor-O-Matic is a new automatic 
garage door which is operated 
from a control post near the ga- 
rage driveway while the driver re- 
mains in his car. The door control 
features push-button control, easy 
closing, smooth and powerful op- 
eration with no maintenance costs, 
according to the manufacturer. 
Each unit is guaranteed for 18 
months. M.R.G. Industries, Inc., 
Dept. AL, 511 Fifth Ave, New 
York 17, N. Y. 


For more data circle No, 22 on coupon, p. 290 


Two New Doors 

Walter E. Selck and Co. has 
added two products. The first is 
the telescoping door known as 
Magic-Fold which has a durable 
vinyl cover and a solid core of 
hardwood. Selck has also added 
the Cascadette bath enclosure. It’s 
made of transparent plexiglas in 
three colors: glamor gold, petal 
pink and crystal clear. It is com- 
posed of two gliding panels that 
move on a rust-proof track. Write 
Walter E. Selk & Co., Dept. AL, 
225 W. Hubbard St., Chicago 10, 
Ill. 


For more data circle Noe. 23 on coupon, p. 290 


¥ 


New 450 Lockset 

The new 450 series Nationz] 
lockset is being introduced as a 
companion line to the 410 and 440 
series locksets. The 450 is a cylin- 
drical lock at a low price. The 
lock is installed after the latch 
bolt is applied to door. It is pre-set 
at the factory for standard doors. 
No adjustment is necessary on the 
job. Face plates and strikes are 
available with square or round 
corners. National Lock Co., Dept. 


Compact Chain Saw 

A powerful electric chain saw, 
introduced by Porter-Cable, as the 
Model 128 limb saw, is handier— 
weighs only 714% pounds, measures 
1” overall and can be held by one 
hand. This versatile new saw has 
been designed for land clearance 
and right-of-way maintenance use 
by builders and contractors, etc. 
Porter-Cable, Dept. AL, 40 Ex- 
change St., Syracuse, N. Y. 


For more data circle No. 25 on coupon, p. 290 


Garage Door Hardware 

Calder Manufacturing Co. has 
announced, for use with their line 
of Wedge Tight overhead sectional 
garage doors, a new top bracket, 





OA & & ath NK 


MANY USES 
PARTITIONS SKYLIGHTS 
PATIOS CEILINGS 
SUN-WIND SHELTERS 
SIDELIGHTS AWNINGS 
CARPORTS GREENHOUSES 
SHOWER STALLS 


‘THE BIG NAME IS 


with a double roller arm, to be 
used in conjunction with 10" ra- 
dius track. The arm will permit 
the operation of doors in 44%” of 
headroom. This device provides a 
tight fit at the top when door is 
closed, yet keeps the top of the 
door in line with the horizontal 
track throughout its travel. Write 
Calder Manufacturing Co., Dept. 
AL, 630 W. Prince St., Lancaster, 
Penna. 


For more data circle No. 26 on coupon, p. 290 


Birch Wood Panel 

Marsh Wall Products, Inc., has 
announced the addition of a birch 
grain wall and ceiling panel to its 
line. Birch Woodpanel reproduces 
the coloring and detail of fine 
birch grain. It is adaptable to 
many installations. Marsh Wall 
Products, Inc., Dept. AL, Dover, 
Ohio. 

For more data circle No, 27 on coupon, p. 290 


(continued on next page) 
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THE ORIGINAL TRANSLUCENT FIBERGLAS PANEL 


Boost your sales with Alsynite, the 

leader from Coast to Coast—in sales, 

service and in quality fiberglas panels 

..20 exciting colors...the widest range 

anywhere...plus 11 standard corruga- 

tions. So easy to use...saw it..,nail it 
just like wood. 


FULL-COLOR 
COUNTER DISPLAY 


This new 
counter display 
takes little 

5 space, sells 
Alsynite on 
sight. 


R 
Dept. AL-A, San Diego 9, Calif. 
Send information on Alsynite dealership to 
NAME 
COMPANY 


| ADDRESS 


AL, Rockford, Ill. | 
~~ Presay- wayne No. 24 on coupon, p. 290 | PLANTS IN CALIFORNIA, OHIO, NEW JERSEY 
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Door Weatherstrip Sets 


A new line of door weatherstrip 
sets is announced. Each set con- 
tains equipment for weatherstrip- 
ping an entire door. These sets are 
offered in three combinations. All 
sets are individually packed in car- 
tons. They are offered in two sizes: 





one of 32” in width and up to 84” 
in height and the other in 36” in 
width and up to 84” in height. 
Master Metal Strip Service, Inc., 
Dept. AL, 1720 N. Kilbourn ave., 
Chicago 39, Ill. 


For mere data circle Ne. 28 on eoupen, p. 290 


Insulation Board Tools 


Specially ground blades are said 
to cut through insulation boards 
leaving clean, smooth edges when 
slicing, grooving, beveling or rab- 
beting. The all-purpose set is made 
up of three tools, five blades and 
attachments. Extra Bevil-Devil 
blades are available. Kimball Mfg., 
Dept. AL, Evanston, III. 


For mere data circle No. 29 on coupon, p. 290 





QUALITY 


This nine-foot Band Big 
Side in our new saw- 
mill plant is one impor- 
tant reason... 




















CAMINO * 


CALIFORNIA SUGAR PINE 
PONDEROSA PINE 


and associated species 





* QUALITY 


. why you can order 
with confidence from 
Michigan - California 
Lumber Co. The car- 
riage has an 84-inch 
opening to handle large 
logs harvested on the 
85,000 acre Camino Tree 








‘“s 
* Fondoissa Fert Woodwork 


MICHIGAN-CALIFORNIA LUMBER CO 


CAMINO, CALIFORNIA 
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Nu-Art Sign Board 


A new Nu-Art Sign Board has 
been introduced by the Macklan- 
burg-Duncan Co. The board, meas- 
uring 12” x 21”, is large enough to 
mount both a name and address. 
It is styled for the current popu- 
lar use as a sign for the lawn, or 
driveway entrance, or a porch post. 
Made of California redwood, the 
numbers and letters are also avail- 
able. Macklanburg-Duncan Co., 
Dept. AL, Box 11, Oklahoma City, 
Okla. 


Fer more data circle No. 30 on coupon, p. 290 


KD Folding Door 


A do-it-yourself folding door is 
being introduced by Closures, Inc. 
It features a vinyl cover that is 
heat-sealed horizontally every 41.” 
to form elongated pockets. Precut 
¥y-inch thick, sturdy hardboard 
slats slide snugly into these poc- 
kets making a solid-core folding 
door. Known as the Magicfold, it 
is available KD. Closures, Inc., 
Dept. AL, 533 E. Forest, Detroit, 
Mich. 


For more data circle No. 31 on coupon, p. 290 


Brick & Stucco Paint 


El Masuro brick and stucco paint 
is made in eight of the new Carib- 
bean colors and black and white. 
All of the colors are reported to be 
alkali proof and permanent. As a 
companion product, El Masuro al- 
kali resistant clear additive is 
being marketed. This product is 
mixed with El Masuro brick & 
stucco paint as a first coat over 
masonry, thus imparting addi- 
tional alkali resistance and con- 
trolling penetration. John W. Ma- 
sury & Son, Inc., Dept. AL, 1700 
Bayard St., Baltimore 30, Md. 

For more data circle No. 32 on coupon, p. 290 
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G.E.’s new, brush-on adhesive 

means quick, easy, 

permanent installation. 

No clamping or weighting eee 4 died 
is required! \E.4\ eee ee Frees on, 


Roll it! 
More Than Ever, It Pays To Sell G-E Textalite ‘ 
Surfacing! 


e General Electric’s sensational adhesive is a 
sure-fire sales-clincher for your installers and 
“Do it yourself” customers because it simplifies . 


Ask your G-E Textolite 
installation—saves time and work! 


salesman about the 
G-E Textolite plastics surfacing offers a wide VA es “ae Wades 
’ isplay. It helps 
you sell—without taking 
up valuable floor or 
counter display space! 


range of interesting new colors and patterns... 
offers that extra sales appeal so necessary when 
selling today’s design-conscious customers! 


G-E Textolite material is nationally advertised 

with full-page, full-color ads in such leading 

consumer publications as Better Homes and 

Gardens, House Beauti,ul, and Sunset! General Electric Company 


Section 436-3C, Chemical and Metallurgical Division 


When you stock and display G-E Textolite plastics Coshocton, Ohio 


surfacing, the General Electric name works for Send more information immediately to: 
you and helps you sell! 


Name 


Progress /s Our Most Important Product 


Firm_—__ 


GENERAL@® ELECTRIC | “—— 


*Registered Trademark of General Electric Company 


—— lO 
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A room looks only as new as its floor. That’s why new, beautiful 
floor tile is the first consideration in redecorating. 

Show your customers B. F. Goodrich Rubber Floor Tile . 
suggest they base their decorative scheme on a selection from its 26 
handsome colors. Explain how the special 80 gage thickness makes 
“do-it-yourself” home installation easy. 


.. and 


Once you've closed this basc sale, you can easily sell related items 
. cement, applicators, B. F. Goodrich Self-Installation Kits, and 
paints and brushes for repainting walls and woodwork! 

That’s selling “by-the-package” . . . the sure way to boost store 
volume and profit. 
For further information, write: 

Dept. L9, B. F. Goodrich Co., Flooring Division, 
Watertown 72, Mass. 








NEW PRODUCTS 


(begins on page 256) 





ow ‘ 


Convertible Cabinet 

Youngstown Kitchens has 
brought out a new convertible 
broom-linen cabinet. The new 
broom-linen cabinet is shipped as 
a broom cabinet and is converted 
to a linen closet merely by insert- 
ing four shelves, sold as a separate 
package. Overall dimensions are 
21” wide, 13” deep, 84” high. Pub- 
lic Relations Dept., Mullins Mfg. 
Co., Dept. AL, Warren, Ohio. 


For more data circle No. 33 on coupon, p. 290 


One-Hour Wall Primer 

A new one-hour wall primer for 
unfinished surfaces has just been 
announced. The new product, Gold 
Bond Wall Primer, is available in 
quart, gallon and five gallon sizes. 
The primer can be applied with 
either brush or spray for a cover- 
age of between 500 to 600 square 
feet per gallon. National Gypsum 
Co., Dept. AL, 325 Delaware Ave., 
Buffalo 2, N. Y. 


For more data circle No. 34 on coupon, p. 290 


Locks and Combination Pulls 

A series of locks and combina- 
tion pulls for sliding pocket doors 
are available in the following four 
models: #527 Passage Set — for 
doors where no locking is required; 
#577 Privacy Lock — for bedroom 
and bath with turnbutton one side 
with emergency release; #578 Pri- 
vacy Lock—for patio and exterior 
doors with turnbutton one side and 
inside safety plate (no emergency 
release); #579 Privacy Lock—for 
connecting rooms, with turnbutton 
both sides. Western Lock Mfg. Co., 
Dept. AL, 211 N. Madison Ave., Los 
Angeles 4, Calif. 


For more data circle No. 35 on coupon, p. 290 
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New Window Opener 

A simple, easy to use device for 
freeing hard-to-open windows is 
now on the market. The Windo- 
Wizard has saw-teeth which will 
remove old paint, warped obstruc- 
tions, etc., so that windows can be 
raised and lowered. Rene-Craft 
Products, Dept. AL, 131 Owens 
Building, Wilmette, II]. 


For more data circle No. 36 on coupon, p. 290 


Trailer Leasing Plan 

A trailer leasing plan is an- 
nounced. Edwards trailers, de- 
signed to customers’ specifications 
and built for low maintenance 
cost, may now be obtained in fleet 
quantities without any capital in- 
vestment by the user. Lease pay- 
ment costs are less than actual 
purchase costs. Maintenance is by 
the user with new trailers replac- 


ing old ones after six years. Ed- 
wards Trailer Co., Dept. AL, 23500 
Sharweul, Detroit 34, Mich. 


For more data circle No. 37 on coupon, p. 290 


Matching Perma-Glaze Trim 

A matching hard glaze floor and 
drainboard trim that matches floor 
and drainboard Perma-glaze, is 
now available. This new innova- 
tion, extra-hard Perma-glaze with 
a matching hard trim, ends that 
annoying two-toned look when 
Perma-glaze and a matching satin 
trim are combined. Trim stock is 
available in the most popular col- 
ors. Pomona Tile Mfg. Co., Dept. 
AL, 629-22 W. La Brea, An- 
geles 36, Calif. 


For more data circle No. 38 on coupon, p. 290 


Los 


(continued on page 271) 


MASTER 


TRADEMARK 


Door 
Weatherstrip 
Sets 


. with these Outstanding 


Sales Features— 


@ PROFESSIONAL QUALITY 


MATERIALS 


@ ATTRACTIVELY PACKAGED 


@ COMPLETE EQUIPMENT FOR AN 
EXTERIOR DOOR 


@ EASY TO INSTALL 
@ DETAILED INSTRUCTION SHEET 


@ IDEAL FOR “DO-IT-YOURSELF” 
MARKET 


. Write For Complete Details 
ADD THIS NEW PROFIT LINE! 


MASTER METAL STRIP SERVICE, 


Lie 


1731 N. Kilbourn Ave., Chicago 39, Illinois 
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TRIPLE YOUR 
METAL LEG 
PROFITS! 





Here is the one 


DISPLAY 
MERCHANDISER 


that really makes 
customers 
sell themselves! 


Available to retailers . this point-of-sale 
display is a true “Silent Salesman”! Ha’ 
somely finished table, made from slab door, 
shows at a glance how easy and inexpensive 
it is to make beautiful furniture. Assortment 
of “Do-It-Yourself” metal legs attractively 
mounted on pegboard back panel. Folding 
legs mounted on table top, to demonstrate 
easy operation. You can paint in your own 
name or sales message on the upper sign 
panel, Convenient storage space for 30 sets 
located out-of-sight, behind pegboard bow 4 
This unique display really makes sales, can 
easily triple your volume in the fast-moving 
metal leg market! 


ABOUT OUR LEGS... 


Brewer metal legs include a complete selec- 
tion in both black and bright metal finish 
Black wrought steel legs are especiall 
signed for use on hollow core doors. Hand- 
some dull black finish is bonderized and 
baked . . . satiny smooth . . . the smoothest 
finish on the market . . . guaranteed not to 
snag stockings! Hair in legs in pels | aa 
6” to 29”. Cocktail aris legs in _— 

12” to 16”. Folding legs, of subular m4 
are finished in bright zinc, come in 2 heights, 
16” for benches and 29” for tables, The 
Brewer line offers quality that ams be beat 
at competitive prices that make it a popu- 
lar seller in the big “Do it-Yourself” field, It 
will pay you to check on the Brewer line to- 
day, including details of how te get your 
own “Silent Salesman” Display Merchan- 
diser. 


E.F. BREWER CO. 


Mfrs. of Tubular Furniture 
* Tube Fabricators «+ 
4835 N. 174th Street + Butler, Wis. 








If your jobber does not handle, 
Send for free details and prices 


F. BREWER CO. 
4835 N. 124th Street + Butier, Wisconsin 


Please rush me details, prices of Brewer 
metal legs, and how to get my own ‘'Silent 
Salesman’ display. 


Name 
Address 


(To obtain more data on advertised products see page 290) 





DON’T SEND YOUR 
PLYWOOD DOLLARS AWAY... 


LET YOUR LOCAL PLYWOOD 
JOBBER INVEST THEM 
FOR YOUR LOCAL PROFIT 





As another “small businessman” your independent 

jobber is sympathetic to your problems. 

He is local. He is personally interested in 

your business because it is a large 

segment of his business. Your jobber has 

intimate knowledge of local sales conditions. 

He has the benefit of the experience of not one but many 
national suppliers regarding product and sales trends. 

He evaluates sales opportunities in terms of their local benefit 
to you. He makes a sizeable investment in inventory, sales 
time and promotion to introduce such opportunities to you and 
your men. This investment helps you to increase your business and profit. 
Evans Products C ompany, Plants: 

Coos Bay and Roseburg, Oregon; Vancouver, B. C.; 

Sales offices: Plymouth, Mich., New York, N. Y., 

Chicago, Ill,, Coos Bay, Oregon 


it eo ee yr Te do business 


EVANEER FIR PLYWOOD 


PRODUCTS COMPANY AND W000 PRODUCTS 
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Aluminum, Plastic Awnings 


Lock Vent offers dealers two 
permanent awnings—either alumi- 
num or plastic glass. Aluminum 
units feature alodized metal with 
a pre-coated finish; paint is 
pressed into the metal before units 
are formed. Aluminum units come 





WHAT'S YOUR ANSWER? 


Now in your hands, the Fall and 
Winter Merchandising Issue of the 
American Lumberman is the only book 
of its kind in the retail building ma- 
terials industry. Here is your step-by- 
step merchandising manual and sales 
training guide created to help you earn 
greater profits during cold-weather 
months. 

Because of the vital messages this 
issue contains, it should be on the 
“required reading list” for every mem- 
ber of your organization—especially 
personnel in your selling force. Here 
is the book you can use during your 
kick-off and follow-up sales meetings; 
here is the book you can refer to daily 
throughout this merchandising season. 

This is the sixth year in succession 
that the American Lumberman has 
brought you this special issue. Each 
year the book has grown better and 
bigger because you—our subscribers— 
wanted it that way. Now, as for the 
past 81 years, retail building materials 
dealers EXPECT and GET leadership 
from the American Lumberman. 

1. What was the average cost of 
a consumer sale for the Crown 
City Lumber and Mill Co. as fig- 
ured on their chart? 

2. What firm offers you a selec- 
tion of modernistic, decorator 
lighting fixtures for fall sales? 

8. What type of advertising is 
used by the George Potgeter Co. to 
appeal successfully to the rich 
farm market? 

4. What firm announces an all- 
in-one-package, extruded, install- 
it-yourself aluminum combination 
storm and screen door? 

5. Can you name four products 
featured in the special section on 
seasonal merchandise? 

6. What is Panelux? 

7. Name three advantages of 
cold-weather yard fabrication. 

8. What firm uses the trade 
marks “Numetal,” “Nuway,” “Nu- 
art” and “Nugard”? 

9. Where can you get a free cat- 
alog showing newspaper advertis- 
ing mats and layout ideas? 

10. What firm makes Textolite? 


Answers on page 280. 


Buttp1nc Propucts MERCHANDISER 


in 13 colors. Plastic glass units 
come in five colors, all translucent. 
Dealers can custom-make any style 
or size awning. Lock Vent, Inc., 
Dept. AL, Jefferson Davis High- 
way, Richmond 26, Va. 


For more data circle No. 39 en coupon, p. 290 


Steel Garage Doors 


Stoddard’s new Autoglide over- 
head steel garage doors feature 
Finger-Tip automatic opening. 
Single or double doors, they’re pre- 
assembled for installation by do-it- 
yourselfers or tradesmen. Doors 
are said to be weather-tight, silent, 
space-saving, and made with rigid 
steel and heavy-duty hardware. 
Stoddard Manufacturing Co., Dept. 


AL, Mason City, lowa. 


For more data circle No. 40 on coupon, p. 290 


Push These Packages 
How many seasonal items are 
you planning to promote this fall 
and winter? You will find an illus- 
trated list of a dozen good seasonal 
items to push by turning to pages 
152-174 in this issue. 








' 
a 
~ 


. 
« 
‘ 


POSITIVE,PRESSURE SEAL. 


Blin « 


PRESSURE 
SEAL’ 
OVES 


.. exclusive in the PJ100! 


e K. D. (KNOCK DOWN) ASSEMBLY 


e 


«¢ HEAVY DUTY ALL ALUMINUM CONSTRI 


© ROTO-CONTROL OPERATOR 





every MAN WHO ihe 
| . ) vucs IN A HOUS 
Now-hinge ping aro piel 


CAN BE SOLD 


Because every home every- 
where is exposed to the menace of 
moisture, the ingenious Midget Louver 
is an easy (and profitable) product to 
sell. Installed at roof overhangs, gables, 
eaves, sidewalls, unexcavated areas or 
wherever there are danger spots, 
Midget Louvers provide proper venti- 
lation—permanently protecting against 
the damage of condensation. Moisture 
blistering of paint is virtually elimi- 
nated; the efficiency of insulation is 
maintained; rot is prevented, because 
dry wood does not decay. These rust- 
proof all-aluminum ventilating units 
are quickly installed by anyone; just 
drill a hole and push in place. They 
protect for life, without attention. 
Write for full details. } ma! = e to inctall. 
Midget Louvers are m in 7 si re wy om © “4 pus 
6") with ond eee rain y ~ St ” loweg » No nails or screws 
All are screened to keep out insects 


The aluminum louver is the original lou- Ke —— 


ver. Don’t accept ‘second best’ substitutes! 

We're telling and selling your customers 
on Midget Louvers in all these national 
magazines: Popular Mechanics, Popular Sci- 


on AJAX’S NEW eae Meee and Oorton tes tek 
SEMI-CONCEALED HINGE! ‘A House That Breathes is a Better House” 
MIDGET LOUVER CO. 


NEW "LOCKED IN” PROCESS...keeps hinge pins from falling 6 WALL STREET * NORWALK, CONN 
out—ever! Micrometer tolerances eliminate play, pre- - 





vent sagging doors. And there’s no increase in price— 
this high quality new hinge sells at competitive prices! 


ATTRACTIVE MODERN DESIGN... helps you sell this distinctive Wake GYOnr sera lumber 


hinge. Smart, simple lines go with any architectural 
period...all types of modern pulls and knobs. Available 
in all standard offsets and finishes! 


THERE’S A COMPLETE LINE...of Ajax builders and cabinet 
hardware. If you don’t already stock and sell this fast- 
moving line, find out about Ajax’s unconditional guar- 
antee,..attractive color-coded packaging...sales-building 
displays and advertising support! 








PICKET 
1 May, orsan rr , CUTTER 


design, goes with any type 
construction or furniture. 
And three inch centers mean 
big replacement sales! 


There’a no obligation 
to get the detaila and 
FREE samples 
write today! 
nee es 
Ajax Hardware Manufacturing Corp. 
4351 Valley Bivd., Los Angeles 32, California. 
Please send me a free sample of your new 552 hinge [1] 563 pull 
} Please send me details of your complete line of Ajax 
quality hardware 


Turn those odds and ends of lumber into pickets— 
and profits! The Schubert Picket Maker points 200 
to 250 pickets per hour . . . smooth finish . . . adjust- 
able for width. Light-weight and portable (38 lbs.), 
yet rugged and durable for years of service. Anyone 
can operate ... prompt delivery. 


Write Us For Complete Information! 


a ee 1 | 8) 


N ame 





LJ OISTRIGUTOR 





Address 





Een abis iin asab ab anes all asenah cnananenall 


BERT CO. 


Was 3? A Ve Wilmette 
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At Auction 


Real Estate 
Trade Name & Good-will 
Stock of Lumber 


Machinery and Equipment of 
SUBURBAN LUMBER CO. | . . Py 
712 Newton Ave., Oaklyn, N. J. | g— Work 


Benches 


WEDNESDAY, SEPT. 22, 1954, AT 10 A. M. 


on the premises ; ' 
Buffet and 
1a: , Game Tables 
Real Estate—2 acres of ground, 7 buildings, railroad 
siding, 2 street fronts, suitable for a variety of manu- 
facturing and warehouse purposes. 5 miles from | 
Camden, 7 miles from Philadelphia. Broker par- 


ticipation. FOLDING LEGS , ons ara 
Stock Lumber, Moulding, Doors, Sash, Roofing, etc. —_— i =——y\ 


New Hardware, Tools, Screening, Paint, Brushes, etc. ff Pigs Tene 
Woodworking Machinery, Auto Trucks, Office Fur- 


niture. Make Tables, Platforms, Work Benches 
Descriptive Illustrated Brochure Upon Application to 7 8 Quickly, Easily, Inexpensively! 


+ SHMUEL T, FREEMAN & CO, huotioneers || Suze! ee castrate SAC 


1808-10 CHESTNUT STREET, PHILADELPHIA 3, PA. churches, caterers, offices, factories! 











} 








supports convenient 
Sturdy bright-plated steel Atlas Folding shelf if desired. 


Legs are easily screwed onto wood, 
plywood, flush doors, etc.; create extra 


] { terials! They lock i i- 
WHY WASTE & MOVING RR CARS |ieeneeee teams 
leg-room: make tables that support a 


BY YESTERDAY’S METHODS ! ton or more! BIG INTRODUCTORY 


OFFER PUTS YOU IN BUSINESS WITH 
SELF-SELLING DISPLAY FOR ONLY 


* aor 3 
Takes only one eae $ send coupon today 
any man — with a 











SILENT HOIST Electric- Wt a RR 
Driven Capstan Car F . Introductory offer includes 12 sets 


Puller, to move 1 to 20 of legs plus handsome display, 


$87.00 value, for only $72.00— 
cars bulging with build- returns $119.40, 40% profit, at list Handsome plyweed. 


. : : 3-color display sells 
ing supplies! Nogroan- & price of 99.99 set. Atlas Legs right off 


: : our wall, $15 value 
ing, no sweating, no Be EE with introduc- 
back-breaking...no in- aye 

juries, no truck break- 96th & Reed Sis., 
downs, no downtime Him Phila. 46, Pa, 
esa ig ‘angpialin- FILL OUT AND MAIL COUPON TODAY 
work in the worst 

weather, heat, or cold, All-Luminum Products 

> cuvinh Gan yours pete 36th & Reed Sts., Phila. 46, Pa. 

years without oiling or other attention... and it 0 ea ry Olfer of 12 sets of Atlas Legs, 
costs so little! You'll be amazed how it boosts CO Send ey ek aa AE My 

production and profits. You'll wonder how you Seite ti. 

ever got along without it. Join the hundreds of | rei Ginn 

users who swear by the SILENT HOIST Car Puller. | Address ae pee 
Write today for Bulletin No. 64A. | : i Sat oo ag 


Zone State__.__. 
SILENT Hoist & CRANE CO., 869 63rd ST., BROOKLYN 20,N.7. 9 
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RO C K to Oo Members CRA, adhering to strict standards 
Q T of quality production. Specializing in Certi- 
fied kiln dry Redwood. 
REDWOOD CERTIFIED 
DR 
COMPANY ete Wo 
ROCKPORT REDWOOD COMPANY 


(ROUNDS LUMBER COMPANY EXCLUSIVE SALES AGENTS) 9233 Denton Drive 430 N. Waco Ave. 
DALLAS, TEXAS WICHITA 1, KANSAS 





Crocker Building, 620 Market St. — San Francisco 4, Calif 

















PONDEROSA PINE 


WHITE FIR INCENSE CEDAR 
Trade Mert High Altitude, Soft Textured Growth @ 
PA 


Modern Moore Design Dry Kilns 


Manufacturer and Distributor 


PAUL BUNYAN LUMBER CO. 


SUSANVILLE CALIFORNIA 























CONVEY IT... 


oe a4 * mT 
FOR FASTER LOWER COST HANDLING first in the hearts 


of BUILDERS 
HOME OWNERS 
INDUSTRY 


OAK 
BEECH i iA 
PECAN - SUNT Socleed r N 


Hardwoed 
Flooring 


saa rt ore TS : 


Move flooring, laths, shingles, any building ma- 
terial with a smooth riding surface, to and from 
saws, lathes, in and out of storage and shipping — 
fast, and at lowest cost, with Standard Conveyors. 
Get complete information — write for Bulletin 
No. AL-94, 


You can count on preference for “Mt. Vernon" 
Brand because you can count on quality lumber 
carefully kiln dried, and well manufactured and 
graded into flawless flooring. Feature it and win 
new and repeat business now. 

ilmenite ae ALSO BAND SAWN HARDWOODS. Write or cali— 


General Offices: 
North St. Paul, Minnesota 


Sh a Soe TO MOBILE RIVER SAW MILL CO., INC. 
x ety Mt. Vernon, Alabama 
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Color Counter Card 

House & Garden paint colors for 
1954 are being merchandised with 
this counter card by Colorizer As- 
sociates, manufacturers of Colorizer 
Paints in 1,322 colors. All 26 of 
the House & Garden colors are 
available in the regular Colorizer 
line. Colorizer Associates, Inc., 
Dept. AL, 345 N. Western Ave., 
Chicago 12, Ill. 


For more data circle No, 41 on coupen, p. 290 


BUILDING PropucTs MERCHANDISER 





Colonial Hardware Display 

Dexter’s new line of cabinet 

‘i hardware features authentic Colo- 

ans nial design. Line includes match- 

Corner Siding Sample ing knobs, latches, pulls, strap 

The Cefamo Corner Sample is de- hinges and both flush and 3” off- 

signed to show to advantage the set hinges. Twenty-four Colonial 

colors and surface of Ceramo. This samples are displayed on a 16” by 

Corner Sample, for counter or win- 24” knotty pine board which fea- 

dow display, may be had in ceramo tures operating doors with push 

white, sherwood green, congo button and lever latches. Dexter 

brown, granite gray and sage green Lock Co., Subsidiary, National 

with matching metal corners and Brass Co., Dept. AL, Grand Rapids, 
white trim. Philip Carey Mfg. Co., Mich. 

Dept. AL, Middletown, Ohio. For more data circle No, 43 on coupon, p, 290 

For more data circle No, 42 on coupon, p. 290 (continued on page 277) 


.» They'd Know that SUPERIOR LUMBER C0. sells 
only quality lumber from the finest mills in 
California, Oregon and Washington. 


SUGAR PINE DOUGLAS FIR 
PONDEROSA PINE WHITE FIR 
MOULDINGS REDWOOD 


@ Kiln Dried or green @ Sugar Pine Pattern Lumber 


© Industrial Lumber all species © Douglas Fir Studs 


@ Retail and Distribution Yard Lumber 


SUPERIOR LUMBER: - 
SHLES COMPANY 


920 9th ST. * Phone HUdson 4-8216 
SACRAMENTO 14, CALIF 
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®O rnamental 
GATE  _— 
HARDWARE 


Designed to add antique charm 
to gate, Dutch doors, or Rumpus 
Rooms. These new hinges are 
finished in antique black or 
cadmium plate. Constructed of 
heavy wrought steel, the strap 
is one piece wrap-around with 
loose pin for use on left or right 
hand gates . . . Comes in three 
styles: tee, strap and masonry. 
Dummy hinge straps for the back side of 
gates or doors; slide bolts and gate pulls are 
also available. Write for information on the 
complete set... . Packed one pair. to a box with 
Lag Bolts or in bulk pack without Lag Bolts. 


m»ARROWSMITH> 
phole) May \. lsBaeli mee) ite) Fy vile). 


45, Califorma 


GRACE BEVEL 
TRIM BIT 


Razor Sharp Carbide Tips 


Gone are the days of 
make-shift or shop-modi- 
fied tools for fabricating 
laminated plastics. Grace 
tools are designed exclu- 
sively to do this job... to 
do it cheaper, faster... 
to stand up longer. Quick 
set-up change for bevel and 
flush trimming . . . for tem- 
plate, slot and spline groove 
cutting 
kg See Your Formica Distributor . . . 
FIXTURES ~ a fy Listed Under Plastics in Your 
BITS Telephone Yellow Pages. 


THE GRACE FABRI-TOOL COMPANY AL 
1238 CHASE AVE., CINCINNATI 23, OHIO —_ 


Piease send me your folder of illustrated literature giving numbers, prices and 
Specifications on your complete line of cost cutting fabricating tools 





ROUTERS 











There’s a 
BESSLER way 
to do it! 


There's an easier, better way to get 
your home-buyers up Into their attics 
and upper floor areas! It's the BESS- 
LER DISAPPEARING STAIRWAY 
method. Used for over 40 years in 
new and old homes of every type. 
Safety-engineered in every detail. 
Meets all building codes. Aftrac- 
tively priced! Immediate delivery! 








FREE BESSLER 
CATALOG! } 
Gives complete specifi- 
cations on 7 Bessier Dis- 
~ —« appearing Stairwa 
models. Hundreds o 
thousands in dally use. 
More sales and service 
- features than any other 
type. Write now! 
SEE SWEET'S 


BESSLER DISAPPEARING STAIRWAY CO. 
1900-8 East Market Street, Akron 5, Ohio 














get in on the | 


swing to 


CLEAN, 


easy-to-handle, 
¥ profitable 
Wolmanized 
Lumber 


Stops Rot and Termites 
KOPPERS COMPANY, INC. 


Wolman Preservative Department 


Pittsburgh 19, Pennsylvania 


*Wolmanized is a@ registered trademark of 
Koppers Company, inc 
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SALES AIDS 


(begins on page 275) 





Hardboard Products Display 

Two types of displays are avail- 
able to dealers, one featuring the 
combination of Perf-O-tex, the per- 
forated blond hardboard and Corru- 
tex, the corrugated blond hard- 
board; the other is a combination 
of Corru-tex and Rib-tex, the 
grooved textured blond hardboard. 
Complete size of the display is 9” x 
9” x 10” and each sample of the 
material is labeled for identifica- 
tion. Chapman Manufacturing Co., 
Dept. AL, Corvallis, Ore. 


For more data circle No. 44 on coupon, p. 290 





ALSO FURNISHED 
IN RING SHANK 


3UILDING PropucTts MERCHANDISER 


‘annlits 


SEE 


New Bag Designs 


New Zonolite bag designs in bot- 
tom row demonstrate greater bill- 
board effect compared to old designs 
in top row. Number of face ele- 
ments has been reduced in new 
design, with secondary information 
moved off to sides. More emphasis 
is placed on the Zonolite name and 
the product name for easier identi- 
fication. Family resemblance is car- 
ried throughout building material 
line. Zonolite Co., Dept. AL, 135 
S. La Salle St., Chicago 3, Il. 


For more data circle No. 45 on coupon, p. 290 


WARETiTc 


JALOUSIES 





Jalousie Display Stands 


Ware Laboratories, Inc., have 
made two display stands available 
to dealers. “A” display is 40” x 
77%” overall. “B” display is 40" x 
81” overall. Both stands are made 
of tempered masonite and have 
durable plywood legs. These dis- 
plays are shipped complete with 
stand, jalousie, screen, glass and 
hardware. Ware Laboratories, Inc., 
Dept. AL, 3700 N. W. Twenty-fifth 
St., Miami, Fla. 


For more data circle No. 46 on coupon, p. 290 


Steel Tape Rule Display 

The Carlson Super Chief, featur- 
ing the 34” wide, 16-foot blade, is 
highly visible on the 814x9” counter 


(continued on next page) 





LEAD-SEAL 


Lead is under the head 
and down the shank. 
When the nail is driven, 
the hole around the 
nail is plugged with 
lead and the break in 
the galvanizing is 
completely covered, 
to form a perfect 
double seal. 


TRIPLE-LOCK 


As the “‘bump"’ is 
forced through the 
sheet, the sheer springs 
back over the bump— 
this effectively pre- 
vents the nail icons 
working out. The nail, 
lead and sheet ore 
solidly tocked to- 
gether. 


DRIVE SCREW 
SHANK.... 


» +» mokes the nail turn 
and hold like a screw. 
it holds with a power- 
ful, unyielding grip. 
Threads are deep and 
sharp because they 
are formed after 
galvanizing. 








with DENISTON 


Triple-lock...Lead-seal Roofing Nails 


Roof leaks are not just an annoyance 
damaging stored crops, equipment and machinery. 

The time to avoid roof leaks is when the new metal roof is being 
applied. And the Deniston Triple-Lock Lead-Seal Roofing Nails 
have proved their efficiency in poteans to avoid roof leaks since 


. » « they rob farmers by 


they were first introduced in 1926. Here is the reason why—when 
the hammer strikes the nail the lead is forced into the hole around 
the shank, insuring a permanent seal through which no moisture 
can penetrate. 

Deniston Nails are manufactured under rigid specifications, from 
raw material to finished product—your customers’ assurance that 
they can be relied upon to satisfactorily do the work for which 
they are intended—AVOID ROOF LEAKS. 


FOR GALVANIZED AND ALUMINUM ROOFING 


The DENISTON COMPANY 
49th & South Western Avenue 
Chicago %, Illinois 


Please send me without cost: 


(0 Directions Booklet () Complete price information [] Pallet and other 
type nails 





In Canada 
Eastern Steel Products Co., Ltd. 
Pres Ontario 


Name 
Address__ 
| 
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display card. Broad, %4” white 
rules,, running the width of the 
display card, call attention to the 
fact that the blade measures 16’ in 
length. Carlson & Sullivan, Inc., 
Dept. AL, Monrovia, Calif. 


For more data circle No. 47 on coupon, p. 290 


Door Knocker Gift Packages 


New designs and new, individual 
gift packages for the Baldwin line 
of forged brass door knockers 
have just been announced. The 
knockers are now available in six 
designs. Each style is made of 
heavy, solid forged brass, ma- 
chined and polished in all stand- 
ard finishes. The special, individ- 
ual gift boxes simulate a natural 
pine finish and are fitted with a 
clear acetate cover. Baldwin Mfg. 


Corp., Dept. AL, 1290 Central Ave., 
Hillside, N. J. 


For more data circle No. 48 on coupon, p. 290 


Exterior Decorating Guide 

A new house paint color guide 
has been announced. Instead of 
presenting colors singly, the folder 
includes 20 combinations of two col- 
ors, representing body color and 





MOVE BULKY MATERIALS 


FASTER AND EASIER 


trim color. The color combinations 
were selected from the Colorizer 
line of 1,322 colors. The Colorizer 
decorating guide also includes illus- 
trations of complete homes and il- 
lustrations showing the use of color 
on porches, trellises, dormers, pa- 
tios, fences and carports. Colorizer 
Associates, Inc., Dept. AL, 345 N. 
Western Ave., Chicago 12, Ill. 


Fer more data circle No. 49 on coupon, p. 290 


Bathroom Accessories 


The combination display board 
above shows the towel ring, the 
combination ring and towel bar 
and the single towel bar. These 

(continued on page 280) 





WHOLESALE 
REDWOOD DISTRIBUTORS 


Hobbs Wall have been shipping 


Redwood lumber to retail 


Dealers since 1865 


Kiln-Dried Finish @ Sidings @ Truck and Rail Shipments 


“WHEEL-IT” SAVES TIME, LABOR, MONEY 


| Exclusive Distributors For 


WILLETS REDWOOD PRODUCTS CO. 


A MEMBER OF THE CALIFORNIA 
REDWOOD ASSOCIATION 


HOBBS WALL 
LUMBER CO. 


405 Mentgomery Street ©@ San Francisco, California 
GArfield 1-7752 


WHEEL-IT makes handling of all 
building materials faster and 
easier. One man, using a WHEEL- 
IT, can do the work of a man and 
@ truck, or several men! Model 550 
has 16” takes 
standard auto tires. Rolls easily 
even on rough surfaces 


+ 4—16" filing posts 
or stokes, adjust 
sideways or id 
out of the way; 
lock in any position 
(see insert) 





* 2,000 Ibs. capacity 


* Welded, all 
frame 


shown wheels, 


steel 


* Roller - bearin 

FREE LITERATURE. Write today. a 

*e'' 
caster 
nished 


heavy-duty 
wheel fur- 


INDUSTRIES 








| HAWKEYE 


Longmont, Colerado 
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from the 


roaring 
swiftwater 


of Idaho 


Clearwater Spruce 
Douglas Fir & Larch 
White Fir 

Idaho White Pine 


Idaho's Oldest Lumber Company 


RUSSELL & PUGH 
LUMBER COMPANY 


SPRINGSTON, IDAHO 








THE 

ONLY 
AUTOMATIC 
OPENING 
STEEL 
GARAGE 
DOOR 





Autoglide 


* Opens to the full overhead position with just a turn of the handle 
—the only overhead steel garage door that opens automatically! 
closes so easily a child can do it, yet can never fall. 


© Easy, fast, ‘‘do-it-yourself"’ installation. Parts either already in- 
stalled in door or in subassembly ready to attach to garage. Hard- 
ware and weatherstripping separately cartoned, with screws and 
bolts in sealed plastic bags. Ali labeled for quick identification. 
Easy-to-follow instructions. 


¢ Lifetime construction of rust-proof galvannealed welded alloy steel 
and trussed construction. Will never sag, absorb moisture, swell 
or warp. Finished with DuPont Automotive grey primer for painting 
to match house colors 


New, low prices just announced! It will pay you to get full details! 
Contac 


STODDARD MFG. co. 


617 4th Strect S.W. @ Tel. 1279 @ M 


a 














Siebring Dual-Purpose KRIB-BIN 


A conibination corn crib-grain bin. Inexpensively 
solves critical “on-the-farm” storage problems! 


* ECONOMICAL—costs one-this ett 
s than grain bi tlone v 


channel locks bolted 
ry 6 inches (see inset). 


* EXCLUSIVE STEEL LINER. . RODENT and BIRD PROOF. 
jauge ee! liner auickiy beige ores Assures year- 
; ‘ - id protectiya 
. EASILY ASSEMBLED—Two men 
with a wrench can quickly 
erect on oncrete or wood 


° Soong ey Mee 


ts all seasonal 


e DURABLE cy spe mT torage needs 
jauge galv. wire n W th ae ‘pevtection 


Every farm needs one NOW. Write 
today for prices and full details 


SIEBRING MFG. CO. 


GEORGE, IOWA 














BuriLtp1Inc Propucts MERCHANDISER 





From the 

snow covered < 
peaks of the 
Rockies... 


e.comes the finest 
ENGELMANN SPRUCE 
and LODGEPOLE PINE grown 


If you have a job that requires the Best Boards 
in Construction, contact us for Prices and 
Availability. 


Member of Western Pine Association 


MONARCH LUMBER CO., Inc. 


hese aie), Page) he) -7 Velie 


(To obtain more data on advertised products see page 290) 











SALES AIDS | Tapes which now will be available with the 


+,”-wide blade for extra 


with the dual system include the rigidity. Evans Co., Dept. AL, 57 


(begins on page 275) standard-width 
models and the 





bathroom accessories are available 


6’, 8’, 10’ and 12’ Bradford St., Newark 5, N. J. 
new 10° king size 


For more data circle No. 51 on coupon, p. 290 





in diamond-clear or black Lucite 
The display board is being offered 
free with the purchase of the ac- 
cessories. Miami Cabinet Div., 
Philip Carey Mfg. Co., Dept. AL, 
Cincinnati 15, Ohio. 


For more data circle No. 50 on coupon, p. 290 


WHAT'S YOUR ANSWER? 


Solution to the 
questions on page 271. 


1, About $6.68. Don’t miss the article 6. A translucent, plastic panel for 
entitled “Price Your Consumer Sales terrace covers, awnings, skylighting, 


for Profit” which 


2. Moe Light, 


Industries, Inc., whose ad is on page - 


12. 


starts on page 94. etc. It’s made by Malco Plastics, Inc., 
4 whose ad is on page 123. 

Division of Thomas pas 
7. (1) You’re using up ‘‘waste 
stock,” (2) you’re keeping your trained 


3. The Tall Corn Weekly—an adver- employes, (3) you’re stockpiling prof- 
tising sheet which is mailed to farm- itable packages which you may not 
ers. The full story on how an Iowa have time to build later. This factual 
dealer nets 20% from the farm market article on yard fabrication for fall and 
starts on page 116. winter starts on page 208. 


4. Capitol Door 


B5-3Y, 


Co. Ad is on pages 8. Macklanburg-Duncan Co., whose 
ad is on pages 240-241. 


5. Weatherstripping, storm win- 9. From the American Lumberman’s 
dows, glazing and calking compounds, ADservice. See page 234. 
hardware. This section on promotion 
of seasonal items for fall and winter 10. General Electric Co. Ad is on 
starts on page 152. page 267. 


Double Marked Pocket Tapes 


Dual markings enable the meas- 
urer to take readings in inches or 
in feet-and-inches without having 
to convert from one to the other. 


What's YOUR Score? 
9 or 10 correct: Excellent! 
7 or 8: Good. 5 or 6: Fair. 








Ww E L = Bl LT FOLD-A-WAY STAIRWAY 


is built to 





STRONG,SAFE, 
SOUND, Best 
materials and 
design to last 
many aceident- 


free years. 





COMES COM- 
PLETELY AS- 
SEMBLED. A 
handy complete 
2 anit with 
Yourself" “ 4 fA, detailed in- 
y structions for 


Natural! ' : fa “a installing. 











EASILY, QUICKLY IN- 
STALLED. Any carpenter 
or handyman can install 
Wel-Bilt with little time or 
effort——te gain extra room 
at emall cost. 


WRITE FOR PRICES 
TODA! 





SOLD BY LEADING DISTRIBUTORS FROM COAST TO COAST 


THE WEL-BILT PRODUCTS COMPANY 
P. O. BOX NO. 95 . MEMPHIS, TENNESSEE 


seat cit, 


NEW Nin-tesdaoeesl 
SIMBOO! 


(simulated bamboo) 





@ Looks like bamboo, but works 
much eosier, costs much less! 
Made of Poplar; half-round @ Saws and nails easily, makes 
mouldings with beautiful color perfect joints, needs only a 
shadings for luxurious tropical shellac and wax finish 
effects @ Two widths — %°' and 1%" 


This new magic moulding is a natural do-it-yourself 
leader. With just a saw and nails, home handymen 
can build room dividers, Simboo-trimmed breakfronts, 
flower boxes, boars, cornices, many other items for 
dramatically smart room or home decor. Let us send 
you a sample today! 


SPECTOR CABINET CO. 


791 N.W. 20th St. Phone 2-6311 Miami 37. Fia. 
ee poe Se ET 





1912-1954 





MANUFACTURERS OF 


B. C. RED CEDAR SIDING, SHINGLES, LATH 


for over 40 years 


PORT MOODY. 8. CANADA 
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GENUINE 


Crystal Clear The New MULLER MIXER 
Fiex-0-GLASS ° | _ top performance with 
STORM Wix pow bottom price and upkeep 


A Top Quality PACKAGED KIT Consisting of - % ; 


THE larger drum of the new 
@ 6 ft. x 3 ft. Roll of 3'/p cubic foot model has am- 














ine ono ple capacity for even the light- 
Jew FLex-O-Giass Doe Se 
two best air-cooled engines— 

Mortar Mixer. of overload. 

For extra sales, keep these Retails at | 

Genuine Flex-O-Glass is engine housing, self - lubricating, 

available on request. Prices F.O.B. Factory 

Year after Year 


est materials, Equipped with 
& Package of Nails (about 35) | >» The New Muller large enough to stand plenty 
| OTHER FEATURES: Muller Pad- 
kits beside your Display protection, guaranteed for life of 
sold by the yard. Ad mats, self-aligning bearings; ball thrust 
Ready To Tack On 1 H.P. Electric Motor ...$324.00 
* ngine -00 ae, 
Display 3.1 H.P. Wisconsin Engine. . 366.00 fA 
Muller 31,’ Tilting Type Con- 
REGULAR Each dozen packed in a sturdy Also made in 2’, 6, & te 8 and 9 





@ 18 Lin. ft. Wood Moldi electric motor or either of the 
ote mg = 
32" Plaster and 
Guaranteed for 2 Years 
| dle Shaft Seal for positive bearing 
Dispenser where New, mixer; power throw-out; hinged 
streamers, posters, etc., on paddle shaft; new safety grid. 
Can be re-used Self-Dispensing 2.7 a = Briggs & Stratton 
crete Mixer. Prices from 


Heavy Duty Medels. Rubber Blades $315.00 up, F.0.B. Factory. 
DEALER DISCOUNT — Se eerie vl 8 he . | (Pat. Pdg.) at slight extra cost. Also made in ¥ and 6 sizes. 
wo-si i i i y 


Carried by Leading Jobbers Ever where 
WARP a. § 1100 N. Ms. Ave., Panis ILL. (2cj9 MULLER MACHINERY COMPANY, Inc 


_ Manufacturers of Top Quality _Windew Materials 


REPLACE CLEAR 


ae LUMBER COMPANY 
A ” a Phone 3633-6400 MENOMINEE, MICHIGAN 
Finest Kiln Dried 


BRAZI LIAN 5 \ Ny E Northern Hard Maple Flooring for Every Need 
7 * * 


Close-grained, remarkably hard and dense flooring in 25/32" « |'/,"'- 
F ? 2''-2'/44"" face for quality jobs; 33/32'' « 1'/,''-2"-244"' heavy duty face; 
Immediate shipment from our yard gymnasium" grade for fine, low cost gym floors. "Excellent 2nd" 
and ‘Thrifty 3rd'' grades that save up to 50% in many home and 
commercial installations. 


Appalachian Lumber Co. <> Deller for dollar, DIAMOND ie 

















oe. AL, METUCHEN, Nd, Cable Addrom, BAULIAIX 





HARD Maple Fleoring is your 
Industrial Avenue ° Ridgefield Park, N. J. ee 


ae ee nee _ um 
DAMILLION | | 
Eliminates ROPES, | Webel | classified 


PULLEYS, WEIGHTS, || Seats | advertising... 
and SPRING BOLTS || | 


NAILS I | - . . is the quick, economical way to find what 
N 0 } you're looking for. Check the classified pages each 
| 
im 
H} | 

















SCREWS and every issue—you'll find column after column 
offering real business opportunities. 
RATTLES . - 


Replaces Worn-out SASH CORD || | 30¢ per pair ... and it’s a sure way of disposing of used equip- 


ment or it can help you to find competent person- 
SPECIAL HARD | nel or a choice business for sale! Bvery other 
SPRING BRONZE Monday copies reach some 25,000 interested per- 
See your JOBBER = BI eet sons in American Lumberman’s nationwide distri- 


Pte bution. Check the classified pa fo tes in thi 
LEIDGEN SPECIALTY CO. Oconomowoc, Wis. issue. pages for ra n this 
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HOME PLANNING CENTER of W. R. Shaw Lumber Cx 
representative of American Lumberman dealers 


rating $300,000 to $500,000 


ee 
Subscriber—46 year 





‘ 


SUPER MARKET CONSUMER STORE of the W. 8. Barr Lumber Co., Denver 


Colo., is exemplary of AL&BPM dealers. Subscriber 8 yeors, rating — 


$125,000 to $200,000 


Building Products Dealers 


a 
' 


OUTSIDE SALESMAN Walter Hunt 
Crystal Lake, tl 
himself 
42 year 


of the Roserithal Lumber & Fuel Co 
gives advice to consumer, customer who is building home 
Rating—$200,000 to $300,000. This typical AL&BPM dealer is a 
subscriber 


For $3 BILLION in Consumer Purchases of 


The rapid post war growth of the do-it-your- 
self market first appeared on Saturday mornings 
in retail yards of the nation’s lumber and build- 
ing products dealers, in the pattern of home 
owners seeking materials and advice on home 
maintenance and modernization projects. 

Lumber dealers capitalized on this consumer 
traffic created by their exclusive handling of 
building materials to the point that they dom- 
inate retail sales to the do-it-yourself home 
improvement market. And with such sales esti- 
mated to reach over $4 BILLION this year, lumber 
dealers will sell the lion’s share—THREE BILLION 
DOLLARS. 

Naturally, much of this will be lumber and 
building products, but lumber dealers will also 
sell their do-it-yourself trade millions of dol- 


lars in related shelter products that were form- 
erly sold by hardware, paint, garden supply and 
other specialty retail outlets. 

Today, 3 out of 4 consumer do-it-yourself 
dollars are spent at lumber yards because the 
lumber dealer offers the greatest diversity of 
shelter products, one-stop shopping for prac- 
tically every shelter need, easy payment install- 
ment credit and because lumber dealers have 
made their stores service centers for practical 
how-to-do-it advice. 

In his development and handling of shelter 
product sales to the do-it-yourself consumer, 
the lumber dealer has*had a full working part- 
ner: American Lumberman & Building Products 
Merchandiser, his bi-weekly business magazine. 

American Lumberman helped the dealer by 


AMERICAN 


& BUILDING PRODUCTS MERCHANDISER 


Editorial & Executive Offices: Twentieth Floor, 139 North Clark Street, Chicago 2, Illinois 





os 
Saxe F¥ive,, 
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in ESS Za, 
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MODERN STORE FRONT & DISPLAY WINDOWS of Singer Lumber Co., Inc ISLAND & WALL DISPLAYS of Schrader Lumber & Coal Co., New Buffalo 
New Orleans, La., is typical of American Lumberman dealers. Subscriber- Mich., are characteristic of ALABPM dealers. Subscriber—23 years, rating 


22 years, rating—$200,000 to $300,000 $35,000 to $125,000 


Store Counters Will Be [rtermaQrmnr or sats 





BILLBOARDS, DIRECT MAIL, NEWSPAPERS, POINT OF PURCHASE MATERIAL 
RADIO & TV are used by ALABPM dealers to attract do-it-yourself consumer 
customers 


Shelter Products For Do-It-Yourself Application 


providing editorial and advertising informa- yourself customer. 
tion on what, when and how to sell the consum- 
er shelter products, a mat service to help the 


Lumber Co., Inc., Des Moines, ta., is in the pattern of American Lumberman 
dealers. Subscriber—24 years, rating—$750,000 to $1,000,000. ” 





As a result, the pages of American Lumber- 
man give prompt access to the interested atten- 
dealer prepare effective local newspaper ad- tion of the over 23,000 dealers who control the 
vertisements, a quality consumer magazine for final 3 feet of sale for 75% of the current do-it- 
local direct mail use and point of purchase yourself consumer market in shelter products. 
material designed specifically to sell the do-it- 


For everyone interested in the retail merchandising of lum- 
ber, building and related shelter products, it’s American 
Lumberman because: FIRST IN THE FIELD—1873 ¢ BIGGEST 
CIRCULATION—over 23,000 dealers, over 2,300 wholesalers 
¢ TIMELY—every other Monday, 26 issues per year ¢ MAx- 
IMUM VISIBILITY—readable, trim format, saddle-stitched, 
opens flat ¢ ECoONoMICAL—costs less © RESULTFUL—the 
prestige, authority and usefulness of its editorial service 
increases believability, impact and effect. 


LUMBER 


Published every other Monday 


Finencial 6-5380 Other Offices: ATLANTA, CLEVELAND, NEW YORK and the WEST COAST 





The All-Aluminum window wall is 


featured in a Superwall brochure. This 
; new awning window wall unit makes 
L } T E possible any combination of widths and 
* heights or any combination of sta- 
‘ tionary lites and operating vents. 
Complete specifications are included. 
Superior Window Co., Dept. AL, 5300 

The Yale platform truck is featured N.W. 37th Ave., Miami, Fla. 
eaners are promoted by a pair of cir in bulletin P-1038A. Dimensions and For more data circle No. 58 on coupon, p. 290 

cular Each circular is single-sheet specifications on Yale 4,000 and 6,000- 

ze to fit a No. 7 envelope or for give- pound capacity Worksaver low-lift Fiberglass - reinforced translucent 
away use on counters. Floor sander electric platform trucks are covered. structural panels are reviewed in a 
rentals are stressed with the headline, Yale Materials Handling Div., Yale & folder which illustrates the use of 
Sand them yourself! Why pay a high Towne Mfg. Co., Dept. AL, 11000 Resolite in patio and terrace covers, 
price to get satin-smooth floors?” Roosevelt Blvd., Philadelphia awnings, partitions and luminous ceil- 


Rug dry-cleaning the professional way Penna. ings. A color chart shows 10 of Reso- 

with a machine that does all the hard For more data circle No. 55 on coupon, p. 290 lite’s standard colors. Resolite Corp., 

vork is recommended in the compan Dept. AL, Zelienople, Penna. 

on circular. American Floor Surfacing ’ . For more data circle No. 59 on coupon, p. 290 

Machine Co., Dept. AL, Toledo 3, Ohio. KenFlor, the most recent of Ken- 

Vor move date clndis Me. 66 on s6upen, 9. 800 tile’s vinyl tile flooring products, is 
featured in a new catalog. The inside 

pages present full illustrations of Ken- 

Flor tiles in 12 different colors. They 

also show color illustrations of Ken- 


Rentals of floor sanders and rug dry 


15, 


“This was logging” is the title of a 
photographic study of logging life and 
times in the Pacific Northwest taken 
from the 8,000 print record of Darius 
Kinsey with the biographical story by 
Ralph W. Andrews. Limited first print- 


Sliding door and cabinet hardware 
in the Acme line, which includes sev- 
eral new products, is illustrated and 
described in a new catalog. Specifica Flor Feature Strip, ThemeTile and of 
tions for architects as well as drawings special color inserts. Kentile, Inc., 
howing correct installation of sliding Dept. AL, 58 Second Ave., Brooklyn, ing. Gift edition $8.50. Superior Pub- 
door hardware are included. Acme 1.Y lishing Co., Dept. AL, P. O. Box 2190, 
Appliance Manufacturing Co., 35 Ss. For more data circle No. 56 on coupon, p. 290 Seattle ll Wash. 
Raymond A ve., Pasadena :, Calif. For more pe circle No. 60 on coupon, p. 290 
For more data circle No. 53 on coupon, p. 290 

Seamless Terne Metal is the subject 

Diesel-powered crawler tractors are of folder WS-100M. Terne Metal has 
discussed in “Facts ...on a New many advantages for weathersealing 
Breed of Tractors” just released. when used for flashings, downspouts, 
This brochure presents operational valleys, ridge rolls, eave troughs and 
methods and specific feature advan- gutters and termite shields, as well as and scale patterns are described. Craft 
tages of the four crawlers in the A-C for peeeng. Follansbee Steel Corp., Patterns, A. Neely Hall Productions, 
line. Allis-Chalmers Mfg. Co., Dept. De pt. AL, Gateway Center, Pittsburgh Dept. AL North Ave. and Route 83, 
AL, 70th St., Milwaukee, Wis. 22, Penna. Elmhurst, lil. 


For more ) date circle Ne. 61 on coupon, P- 390 


Home Ideas Book of Craft Patterns. 
volume 14, number 21, is now avail- 
able for 25 cents. Covers a wide vari- 
ety of do-it-yourself projects. Full size 


For more data cirele No. 54 on coupon, p. 290 For more data circle No. 57 on coupon, p. 290 


Jetfreys-McElrath 
MANUFACTURING COMPANY 


P.O. Box 137 — Tel. 3663 MACON, GEORGIA 
THE TOOLS YOU NEED TO MAKE + yr ht ll 
INSULATION BOARD J “YA . 

res a pee ous Sete po . ~ - * CRATES — PALLETS 


leaving 


Clean, Smooth Edges when Slicing, Grooving, o SOUTHERN HARDWOODS 


Beveling or Rabbeting 


@ YELLOW PINE LUMBER 
DEALERS WRITE for fet of three All fo @ OAK FLOORING 
ot ee TT te $5.85 


Blades 


tior Daily Capaci feet 
beveling HARDboard Attachments Postpaid y c P ty 300,000 

Extra Boevil-Devil Blades, of selected steel, ground wes Lecatiens 
to cut Insulation board Package of 100 for $4.00 


pestens paid Ga. Macon, Eocostiio, ve. 


KIMBALL MF6. 60., Evanston, IMinois — hone City, Ve. Roleigh, 
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s WEBSTER & 
=  Guk * eomesiee 


= ers of all lumber items. >— 











Contact us on your 


= oa 
— s. off 


_ 





Qa 


H 3 WEBSTER LUMBERCO.. ~My R. A. Long Bldg 


msas ity ‘ Mo 





e Gt 66-1729 


IT’S A PLEASURE TO OPERATE A TANNEWITZ HIGH SPEED BAND SAW 
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“WEDGE-RITE” 
OVERHEAD “coor SETS 


WAYS BETTER! 


1. Offset Track 4. All Standard 
2. Graduated Hinges Single & 2-Car 
3. Electro-Galvanized Sizes 


Finish 5. Amazing Low Prices 


=o 


There’s a “WEDGE-RITE” overhead garage door set for 
every need! Single car sizes are available from 8’x6’6" to 
9’x7', two-car sizes from 14’x7’ to 16'x7’ and commercial 


sizes range from 9’x9’ to 20’x12’ . . . for all doors 136” 
or 1%” thick. 


Superior ‘‘WEDGE-RITE” door sets have all premium fea- 
tures yet are competitively low priced! 


in stock sizes. Kiln dried, Douglas Fir, dowel 


DOOR SECTIONS! Truck load or carload lots 
construction. Lowest prices! 


WRITE FOR FULL INFORMATION 
AND PRICES! 








tae DOR-SET 


CORPORATION 
1641 N. OLDEN AVE. EXT., TRENTON 8, NEW JERSEY 


McCloud Lumber Co. 


Executive Office 
900 First National-Soo Line Building 
MINNEAPOLIS 2, MINNESOTA 
Selling the Products of 
The McCloud River Lumber Co, 
McCloud, Calif. 





ay 


6 4/A A a 
ohiibthl 
/ 


WESTERN 
SOFTWOODS | PONDEROSA PINE 
SUGAR (Genuine White) PINE 


DOUGLAS FIR, WHITE FIR 





CONIFER 
LUMBER SALES 


Distributors of West Coast 
Coniferous Tree Products 


P.O. BOX 385, TOWN & COUNTRY STATION 
SACRAMENTO, CALIFORNIA 
TWX $C270 PHONE IVanhoe 9-7655 





USE KOKOMO KORNERS 


@ for Asbestos Siding 
® for Lap or Bevel Siding 
Wood Shingle Siding 


Save applicating time and money, 
add to appearance and durability! 
Kokomo Korners simplify fitting, 
eliminate split siding and planing 
or cutting at corners. All corners are made of 
aluminum. A complete line of corners for asbes- 
tos siding to match every manufacturer's line. 
For complete details and free samples write— 


BUGHER MANUFACTURING CO. 


M ’ + Kokonw Ind 








GILLIES BROS. & CO. Ltd. 


BRAESIDE, ONTARIO, CANADA 


cowie WHITE PINE 


Genuine 
Also some Norway and Spruce 
AIR-SEASONED _ WATER-CURED 
Rough or Dressed 
Capacity 28 million feet annually 


(PINUS 
STROBUS) 


Sawmills — Braeside and Temagami, Ontario 


1842 Member N.A.W.L. 1954 














Buttpinc Propucts MERCHANDISER 


PROFITS for you! 
English Type vin. ns 
RAIL and HURDLE | you SELL FENCE 


FENCE We Carry Inventory 


Will ship, in your name, from 
ALL TYPES 


our Yards in Toledo and 
Ww 
For Estates or smaller Homesites. 


est Virginia 
FOR LONG LIFE 


Entire fence (posts and rails) 
treated with nationally known 


PENTA PRESERVATIVE 
WRITE FOR CATALOG AND PRICES 
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information Offered BITS, bevel trin Literature; Grace MIOORING, prefinished 


Fabri-Tool Co. See adv't p. 276 
In Advertisements BITS, masonry: Display unit; New Eng- GLASS, window: Booklet; Libbey - 


land Carbide Tool Co. See adv't | Owens-Ford Glass Co, See adv’t p 
246 180 
De you wish detailed information on a specific . "TTTE- S 
product or service? Check through this easy-to- ‘ABINETS, kitchen: Display unit, mer- GLASS SUBSTITUTE: Sales aids; Arvey 
use index of literature and data offered in this chandising kit; Carr, Adams & Col- Corp. See adv’t pps. 22-23 
issue's advertisements: lier 


Sales aid 
L.. Bruce Co, See adv’t p. 11 


ee er © Eee GLASS SUBSTITUTE: Display rack: 
: \LINETS, kitchen: Literature; Curtis Sol-O-Lite Mfg. Co. See adv’t p. 206 
ING . AID memes pad Home Companies Service Bureau. See adv't GLASS SUBSTITUTE Diiein entt: 
e & Iimproveme mag: » 34 iLASS SUBS Bs > 
vt p mbG eee — > Warp Brothers. See adv't p. 281 
SABINETS, kitchen: Literature; Ge- . F 
a7 . . S ‘ , ARDW ARE—cabinet Display | unit 
peva Modern Kitchens, See adv't p. Dexter Lock Co. See adv't p 


do-it-yourself Display 
ynolds Metals Co. See advy't *. 

‘ABINETS, kitchen: Literature; I-XL ARDWARE — door closers: Catalog 

lumber company Bro- Furniture Co. See adv't p. 161 Hardware Products, Inc. See advy’t p 

Samuel T. Freeman & Co. See AR PULLI - 114 

273 ‘AR *ULLERS: B sti Ss oist - . ‘ . 7" 

D- 588. & Crane 7 , save @ | sti - ARDWARE — cabinet: Catalog; The 

AWNINGS, aluminum: Catalog; Fawsco 7 ; Stanley Works. See adv’t pps. 232-233 
Mfe see F SEMENT bbe S: le; Cons - — . ~ P 

Mfg. Div. See adv't p. 55 = hla os cive ps1. eee ARDWARE — hinges: Sample; litera- 

BAMBOO, simulated: Sample; Spector ture; Ajax Hardware Mfg. Corp. See 

Cabinet Co. See adv't p. 280 SONCRETE FORMS: Literature; Sym- adv’t p. 272. 
“he , i » hee ’ 26 
See ae tree, OW 08 ATS Hye ARDWARE — lockset and _ plates: 
SONVEYORS: Bulletin; Standard Con- Sample mounts; Lockwood Hardware 


Z " " n veyor Co. See adv't p. 274 Mfg. Co. See adv't pps. 69-70 
Yinest CORNERS, building Catalog; Ras 5 am ARDWARE — screen door Litera 
Kees Mfg. Co. See adv't p. 255 ture, display units; Russell & Erwin 
‘ — . ‘ Div. See advy’t p. 37. 
. . CORNERS, building Display unit; ao 
¥ 4 ¢ ca E E | Nichols Wire & Aluminum Co. See ARDWARE — sliding door, wardrobe 
adv’t p. 202. Literature; Arthur Cox & Sons. See 
adv’t p. 155. 
CORNERS, siding Samples; Bugher ms » 
0 ers r Mfg. Co. Bee adv't p. 285 ARDWARE — sliding door: Boek; 
» , . : Kennatrack Corp. See adv't p. 188. 
DISPLAY FIXTURES: Literature; Mul- . 


tipl D le a ‘o. B&B ady’ ARDWARE — wall standards: 
Convex Face ' : piex isplay Fixture ¢ See adv't 


Cata- 
p. 2389. 


log; Reflector-Hardware Corp. See 
: : adv't p. 247, 
DOORS, combination: Promotion aids; 7 : 
literature; Capitol Door Co. See adv't ARDWARE - window operating 
pps. 88-89. Literature; Casement Hardware Co 
; : . See adv't p. 259. 
DOORS, combination: Brochure; Conti- NSULATION. fit , , - 
nental Screen Co. See adv't p. 3. INS af IN, fiber glass: Display unit; 
Standard 2” dia. x Libbey-Owens-Ford Glass Co. See 
1/16” face DOORS, combination: Display door; * 


adv't p. 17. 
Moloney Co, See adv't ps - 1 
Primarily used in — Degg screen- PE 110-11 


ing into the frome Can be DOORS, combination 


INSULATION, spun blanket: Merchan- 
supplied with 3/32” counted edge. Russell Co 


dising kit; Baldwin-Hill Co. See adv't 
p. 169, 


Literature; F. C 
See adv’t pps. 58-59. 

DOORS, folding: Literature; Closures, INSULATION, vermiculite: Sales aids; 
Concave Face - Inc. See adv't p. 165. Zonolite Co. See adv’t p. 139. 


INSULATION BOARD: consumer fold- 
55 ers; Insulite Div. See adv’t pps. 92-93. 


DOORS, garage Literature; Howell LIGHT FIXTURES: Folder; Moe Light 
Mfg. Co. See ady't p. 22: See adv’t p. 12. 


DOORS, folding: Literature; American 
Bamboo Corp. See adv't p 


Stendard 2” dia. DOORS, garage: Bulletin; Wagner Mfg LEGS, metal: Display rack, literature; 
For inserting spline into frame after Co, See adv't p. 231. All-Luminum Products. See adv’t p 
screening has been positioned. DOORS 7 “Sr : 273 
tS, garage: Literature; Stoddard 
. ‘Sy sizes a as . A Mfg. Co. See adv’t p. 279 LEGS, metal: Catalog; Belson Mfe. C 
, and width ace. . See adv't p. 246. 
DOORS, garage: Literature, plans book- 
Flanged let; Strand Garage Door Div. See LEGS, metal Display rack; E. 
adv'’t pps. 124-125, Brewer Co. See adv't p. 269. 
DOORS, sliding closet: Literature; LEGS, metal: 


Promotion aids; Wood 
American Welding & Mfg. Co. See Art Products Corp. See adv't p. 175. 
adv't p. 213. 





. movie; Western Pine Assn. See adv't 
stone Steel & Wire Co. See adv't 8. » 247 
icmeters by 9/16" width 30-4 - ’ 


: LUMBER — ponderosa pine: Color 
7 , FENCE, steel: Promotion plan; Key- / f i 
3/0" rd size is 2” and 
‘il 80-31, 


. . MASKING TAPE: Display unit; Minne- 
TENCE, wire: Catalog; Colorado Fuel sota Mining & Mfg. Co. See adv’t p. 
Seal sizes on all phove feel ean be & Iron Corp. See adv't p. 214. 109. 
order. Send s. "ER 
e apes FENCE, wood: Catalog; Wood Products MIXERS, concrete, truck: Literature; 
Co. See ady't p. 285. 


HOGGSON & PETTIS MFG co FIREPLACE UNITS: Catalog; Ready- en Sarena ee om ee 
. . 


built Products Co. See adv't p. 287 NAILS, acoustical tile: Samples, litera- 
eaten ture; John Hassall, Inc. See adv’t p. 
BOX 1650, WEW HAVEN, CONN. U.S. A. 287. . p 


- 


Tata NAILS, roofing: Samples, booklet; Den- 
ADAMS iston Co. See adv’t p. 277. 
oe — 


PAINT: Sales program; Colorizer Asso- 
ciates. See adv’t pps. 18-1! 


BASEMENT WINDOWS PAINT: Color system information; 
‘ : Pittsburgh Plate Glass Co. See adv’t 
STEEL AND ALUMINUM pps. 248-349. 
. PA|NT, liquid aluminum Promotion 
ALSO aids; Reynolds Metals Co. See adv’t 
: y pps. 106-107. 
STEEL GALV ANIZED PAINT, masonry: Color card; Acme 


Quality Paints, Inc. See adv't pps. 
142-143. 





7] vwyvy T al y ~~ 

PUTTY OR PUTTYLESS PAINT BRUSHES: Display units: Pitts- 
_ mn 7 Tal burgh Plate Glass Co. See adv’'t p. 
FHREE GLASS SIZES 195. 


. “wr . , oproent Tal : . PAINT BRUSHES: Merchandising 
Constructed from EXTRA HEAVY SECTIONS specially designed board; Edward E, Robinson, Inc. See 
MINIMUM MAINTENANCE SELECTIVE VENTILATION BALANCED OPERATION adv't p. 250. 


EASY TO INSTALL ASY TO GLAZE EASY TO STORM SASH — el ’ —_ , 
MORE SANITARY NO WARP, STICK OR BIND MORE LIGHT hag Sr ate piyweed: ae. > ah 
WEATHER TIGHT POSITIVE LATCH EASY TO SCREEN iddes-Moore & Co. See adv't p. 200. 


Mfd. by THE ADAMS COMPANY, 106 E. 4th st.,Dubuque,la.  AYNI“Prodicts See adv py es 


Wall Products. See adv’t p. 28 
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READYBUILT 


Reg. U.S. Pat. Off. 
Fireplaces 


* 


No Home Com- 
plete Without a 
Fireplace! 


* 


Shipped Com- 
plete, Ready to 
be Installed! 

* 


Adds beauty, cheer and comfort to any 
home, old or new. 

The modern fireplace that fulfills all 
modern day requirements — used with gas 
or electricity. 

Large variety of attractive models in 
brick, stone, wood, etc., available. 

Furnished complete — ready to be in- 
stalled by a handy man—shipped anywhere. 


DEALERS, BUILDERS and HOMEOWNERS 











write for catalog and full information 


1705 McHenry St., Dept. AL, Balto. 23, Md. 


The READYBUILT PRODUCTS icy! 





contains 
REAL RUBBER 


Vv Ready to use. Waterproog 


Vv Cannot warp 
or injure tile. 


V Fast tack, 
slow setting. 


V Tight, perma- 
nent bond. 


Available in 
QUARTS, GALLONS, 
5 GALLONS 
ORDER FROM 
“YOUR 


CONSUMERS GLUE CO. 


1515 N. HADLEY ST $T. LOUIS 6. MO 


BurILDrInGc Propucts MERCHANDISER 





PANELS, fiberglas Countér Display 
Alsynite Co. of America. See advy't p 
265 

PANELS, fiberglas: Display rack; 
Malco Plastics. See adv't p. 123. 

PANELS, fiberglas: Sales aids; Resolite 
Corp. See adv’t p. 53 

PANELS, pressed wood: Merchandising 
aids; Masonite Corp. See adv’t pps. 
178-179. 


PIPE, plastic: Dispenser; Plastex Co 
See adv't p. 229. 


PIPE, sewer and drain: Folder, catalog; 
Orangeburg Mfg. Co. See adv't p. 261. 


PLASTIC LAMINATE: Sample, litera- 
ture; National Plastic Products Co 
See adv't p. 242. 


PLASTIC LAMINATE: Mobile display; 
General Electric Co, See adv't p. 267. 


PLASTIC LAMINATE: Sales aids; Con- 
tinental Can Co. See adv't p. 157. 
POSTS, pressure-creosoted: Book! 
S. Steel Corp. See adv’t pps. 22 


et; U 
7-228 
ROOFING, aluminum: Sales aids; Alu- 

minum Co. of America. See adv't p 


ROOFING, aluminum roll: Literature; 
Quaker State Metals Co. See adv't p. 
5. 


ROOFING, galvanized: Booklet; Ameri- 
can Zinc Institute. See adv’t p. 264. 


SANDERS, floor: Catalog, rental plan 
booklet; American Floor Surfacing 
Machine Co. See adv’t p. 115. 


SCREENS, aluminum: Samples, catalog; 
Warren Supply. See adv’t p. 260. 


SCREENS, aluminum tension: Litera- 
ture; Keystone Wire Cloth Co. See 
adv’t p. 133. 


SHINGLES, asphalt: Sound-slide film; 
Ruberoid Co. See adv’t p. 153 


SHOWER ENCLOSURES: Catalogs; 
American Shower Door Co. See adv’'t 
pps. 6-7 


SIDING: Brochure; Johns-Manville. See 
adv’t p. q 


STAIRWAYS, attic: Cataleg; Bessler 
Disappearing Stairway Co. See adv't 
p. 276. 


TARPAULINS: Sample; Angier Corp. 
See adv't p. 123. 


TILE, floor: Color movie; Hachmeister- 
Inc. See adv't p. 262. 


TOOLS planer: Bulletin; Buss Ma- 
chine Works. See adv’t p. 290 


TOOLS, power: Sales aids; Atlas Press 
Co. Seo adv’t p. 61. 


TOOLS, power: Display units; Skil 
Corp. See adv't pps. 26-27 


TOOLS, power: Display unit, catalogs; 
Toolkraft Corp. See adv't p. 105 


TRUCK, fork lift: Literature; Clark 
Equipment Co. See adv’t p 


TRUCK, fork lift: Bulletin; Silent Hoist 
& Crane Co. See adv't p. 243 


TRUCK, manual: Literature; Hawkeye 
Industries. See ady't p. 278 


WEATHERSTRIP: Sales aids; Bridge 
port Fabrics, Inc, See adv't p. 4 

WINDOWS, aluminum: Literature; R 
B. Leonurd, Inc, See adv’t p. 220 


WINDOWS, aluminum: Catalogs; Metal 
Arts Mfg. Co. See adv’t pps. 96-97 


WINDOWS, steel: Literature; Truscon 
Steel Div. See adv’t pps. 196-197. 

WINDOWS wood: Catalog; Brown- 
Graves Co. See adv't p. 251. 

WINDOWS, wood awning: Merchandis- 
ing aids; Gate City Sash & Door Co 
See adv't p. 185 


WINDOWS, wood awning: Display 
unit; General Woodcraft Co. See adv't 
p. 254 


ACOUSTICAL TILE NAILS 
... designed for the job 
‘es bs : ae 


When installing acoustical tile choose a 
job-designed nail that combines ease of 
application with these special features: a 
head end which allows the nail to be 
driven home without damaging the tiles 
...@ collar which holds the tiles firmly in 
place...annular threading which gives su- 
perier helding power. The nails are fur- 
nished with a plated finish to prevent rust 
streaks where moisture is present. Send 
fer free samples and descriptive literature. 


JOHN HASSALL, INC. 


P. O. Box 2156 
Westbury, Long Island, N, Y. 














“HOW TO ESTIMATE FOR 
THE BUILDING TRADES,” a 
most complete and _ practical 
book on the estimating of ma- 
terials and labor for residences 
and small buildings. It covers 
all formal estimating processes 
and includes a complete explana- 
tion of all the things one needs 
to know to do a thorough job. 
Blueprint reading and mathe. 
matics used by estimators are 
explained in full, It even teaches 
how to do the actual work of the 
various trades. More than 500 
questions with answers worked 
out in detail and references to 
actual plans are included. Among 
subjects covered are: excava- 
tions, masonry, carpentry, elec- 
tricity, sheet metal, lath and 
plaster, marble and tile, paint- 
ing, hardware, linoleum, heating 
and air conditioning, plumbing, 
glass, curtains and shades. The 
book of 633 pages contains 310 
illustrations, 45 tables, 8 full size 
blue prints of scale drawings. 


Price, $5.75. 


AMERICAN LUMBERMAN 
139 N. Clark St. 
Chicago 2, lil. 
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Classified Advertising 


Terms — Cash With Order 
Minimum Charge $5.00 





Rates: 


1 Time —20c per word for each insertion. 
Minimum charge of $1.00 per line. 


3 Times — 15e per word for each consecutive 
ertion. Minimum charge of 75c 
per line. 


All ads for classified section must be in Pub- 
lisher's office 14 days preceding date of publi- 
cation. Advertisements are set in uniform 6 
—— Fees No cuts or special borders al- 
owed. 


No agency commission or cash discount 
allowed. 


Add $1.50 for blind ads bearing box b 


HELP WANTED 





Wanted Assistant Superintendent for plant 
making special millwork and veneered doors. 
Address Box . American Lumberman, Inc. 


Wanted — Cost man to handle costs from cut- 
ting of shop lumber to finished aun in 
growing lwork organization Sg .~s 
Wisconsin. Please contact Rockereit 34s - Co., 
Randolph, Wisconsin. All replies confidential. 








LUMBERMAN 

We need a young man with at least three 
youre experience in the building materials 
usiness. We would prefer a man with ex- 
perience in a metropolitan yard, doing a good 
size retail volume or man with experience as 
small town yard manager. If interested, ad- 
dress your reply to the Whelan Lumber Com- 
pany. Box 38 Topeka, Kansas, (age AL ail 
pertinent information about experience, educ 
tion damily status and present salary. 





Replies forwarded without additional charge. 
Count five words to a line and when less are 
cified or used, regular line rate is charged. 
hen answering box numbers or mailing copy 
for ads address them to: 


AMERICAN LUMBERMAN, INC. 
138 N. Clark St., Chicago 2, Ill. 





HELP WANTED 





HELP WANTED 


Progressive Florida Lumber and Building 
Material Company interested in employi 
one or two yo men experienced 4 Reta 
Lumber and "Buil Materials—none except 
sober, competent and hard workers need 
apply. Address Box V-57, American Lumber- 
man, Inc. 


A large. well established lumber manufacturer 
with sizable wholesale de _—-+ es 
staff sae ipeuatry. retail yards and facto 

trade, is looking for a man between 30 and 

years of ege who has shad substantia! sales 
training to handle 
merchan pre io work as well as 





dising and 
ales development. lendid tunity { 
sales we. “Splendid ~f oppor un 7. or 


cont man 


American 
berman, Inc. 


LARGE manufacturer and distributor in Inland 
Empire wants an aggressive man in Sales 
Dept. who is a promoter particularly 
direct wholesaling ides our own plants. The 
Font op man who can promote will have excel- 

opportunities to me sully, Addvese 

jon ls permanent, ie tully ress 

x - 20° ri lL Inc 





E ri d lumber sal to call on con- 
tractors and project builders. Excellent oppor- 
tunity with progress: ve capentess on in central 
New Jersey. Trilco Terminal, Box 415, Toms 
River, New hccmttas 





Wanted — of 
small retail opaaee cand ~ "Genteel Mlinois. 
State age, experience, salary expected. Give 
references and mention how soon change can 
be made. Offers good opperstuaity for young 
man who knows lumber business and is will- 
ing to work. Address Box X American 
Lumberman, Inc. 








Wanted: Auditor for a group of retail yards. 
Missouri, Kansas and Oklahoma. Good salary. 
expense and car furnished. Must be free to 
travel. Give full information and recent photo- 
graph first letter. Address X-39, American 
Lumberman, Inc. 


Experienced man. Prefer man now living and 
pe wan J Chicago ~¥ Side and Suburbs as 
ger retail lumber 
yard. Splendid A. — for a man 3 to 
40 with fast growing yard. Salary open. LEE 
LUMBER & BUILDING CORPORATION, 633 
West Pershing Road, Chicago 9, Illinois 





BUILDING MATERIAL SALESMAN — Old estab- 
lished wholesale company has opening for 
young man, 25-35, to call on limited group 
lumber dealers in Western Ohio and Eastern 
Indiana. Car furnished. Apply by letter giving 
full details of background and references. The 
Peter Kuntz Company. Hulman Building. Day- 
ton 2, Ohio 


OPPORTUNITY — Retail lumber yard and plan- 
ing mill in central Illinois needs capabie, 
experienced man. Right man can acquire inter- 
est in business. Arthur H. Krebs & Co., Spring- 
field, Illinois 





SALES MANAGER 

A retail line yard com y with headquarters 
in Fort Worth, Texas, Sr establishing the posi- 
tion of sales manager. Travel throughout the 
line required. Sales manager must be able 
to establish sales training program and work 
closely with all p Experi- 
ence with general hardware lines desired but 
not absolutely essential. Outside and store 
sales experience is required. Headquarters 
will be Lubbock or Fort Worth. Applicants 
submit full resume of background and ex- 
perience and salary expected in first letter or 
reply. paereep = replies to P. O. Box 1539, 
Fort Worth, 








SITUATIONS WANTED 





HARDWOOD LUMBER INSPECTOR — experi- 
enced Domestic and Pacific Hardwoods desires 
position as Inspector or Yard Foreman. Relo- 
cate anywhere. References. Address Box X-45, 
American Lumberman, Inc. 


Position wanted as or 1 

fully experienced in all retail line yard work. 
Now employed but could be available in 3C 
days. Can furnish references. Will relocate 
anywhere. Address Box X-43, American Lum- 
berman, Inc. 








MILLW ORK—DETAILING 

A firm of millmen with years of experience 
offer a detailing and desi poe, service. Guar- 
anteed results. Reasonable Cost. Excellent 
service. Address Box R-59, ‘Renestoun Lumber- 
man, Inc. 





Millwork Estimator and Detailer. 
20 years e paence all lines millwork. A-1 
references. relocate. Address Box V-59, 
American a FT. Inc. 


MILLWORK DETAILING SERVICE 
Special and stock details. Also Plan listing 
and estimating. This service available at 
reasonable charge. 
in Detroit area. 
Lumberman, Inc. 


Pickup and delivery if 
Address Box X-46 American 


Millwork Estimator and Salesman, 25 years 
experience in custom made and stock millwork. 
Central Midwest preferred. Box X-42, Ameri- 
can Lumberman, Inc. 





SALES REPRESENTATIVES 
WANTED 





Sales Representative Wanted 

To sell to retail] lumber yards, territories now 
open Far West and East of Mississippi. New 
copysighted, trademarked merchandising plan 
called “The House Doctor.’’ Feature articles 
have appeared in American Lumberman, Re- 
tail Lumberman, Building Supply News. Gulf 
Coast Lumberman, praising t unique ap- 
proach to housewives. Applicants must own 
car and travel, commission 20%, one minimum 
sale daily earns $18,000.00 per year gross. 
Building material experience, or advertising 
sales experience desirable. yl by letter to 
Al Carr, P. O. Box 670, Ponca Ci kiahoma, 
giving age. marital status. pt Dh present 
earnings. See this issue of American Lumber- 
man for feature article. 


September 6, 





SALES REPRESENTATIVES 
WANTED 





METAL MOULDING SALESMAN 

Full time or side line. To call on lincleum — 
hardware — furniture stores — cabinet shops 
— manufacturers and wholesale distributors. 
Representing Manufacturer of complete quality 
of aluminum and stainless steel mould- 
territories open. National 
y, 1132 Alum Creek Drive, 

Columbus 9, Ohio. 


MANUFACTURERS AGENTS to handle out- 
standing, low-cost factory-assembled, carton- 
packed awning type (convertible) wood win- 
= Ready mar! mt assures big volume for 
—— maw with solid following with 
lwork jobbers. Address: P. O. 

a ‘e's Sta. Ohio 


, Cleveland 27, 
SALES REPRESENTATION 
AVAILABLE 











MANUFACTURERS’ AGENT — Calling on all 
lumber and building supply dealers in New 
York, New Jers neg western Connecticut, eastern 
Pennsylvania, ryland, D. C., and Delaware. 
can handle an additional item, ‘millwork, build- 
ing specialties or builders’ hardware, on com- 
mission basis. Eight men on the road. Address 
Box X-41, American Lumberman, Inc. 


MACHINERY WANTED 








WANTED — WOOD PLANER 38” x 8” or 24” 
x 6’. Motor driven. Oscar A. Anderson Lum- 
ber, 1425 East Maumee, Adrian, Michigan. 


MISCELLANEOUS WANTED 


Wanted: Cordwood splitter, at least 24’ stroke. 
H. Meixner, 4608 E. 131 St., Cleveland 5, Ohio 


WANTED — RAILS 














RAILS WANTED 
Any weight—an ay 4, Soanage- 


. Hw. 
2111. A Railway Exch. hide: su , 1, Mo. 





STEEL RAILS 
16#. . . 40# and Heavier. 
MIDWEST STEEL CORPORATION 
518 Dryden St.. Charleston, West | Virginia 
‘RAILS, New and Relaying 
ANK . 


480 Lexington. Ave., New York, N. Y. 
BUSINESS OPPORTUNITIES 








Exctusive right-of-way over a very large area 
which is the only logical and practical way 
to remove a vast amount of timber consisting 
of fine Pine and Fir timber in Northern Califor- 
nia. Approximately one and one-half billion 
feet. Off the highway trucks can be used all 
the way to R. R. and/or Mill site. Address Box 


T-28, American Lumberman, Inc. 





BUSINESSES WANTED 


Two men, early forties, seek to purchase small, 
active retail lumber yard. Prefer location in 
Pennsylvania er New Jersey. Would consider 
yard with purchase privilege upon 
retirement of present owner. We have a na 
por mo a in all = gg of Seas sen 
censtruction 


. sales, 





“ ‘ 





an Can assume hip 
J 2 1955. if are Tetesented, please 
roniec ws —— ton camber V-48, American 


1954, AMERICAN LUMBERMAN & 








BUSINESSES FOR SALE 


BUSINESSES FOR SALE 





FOR SALE: Retail] Lumber Yard — See Display 
ad, page 273. 





For Sale or Lease leng established retail 
lumber yard in prosperous Rocky Mountain 
area. hy e sheds, yard space, trackage and 
genee ully equipped, excellent accounts. 

nventory —— $130,000. Fixtures and 
is a = — y = . at or 
retain $40. cone receivebie. will 
a Address Box V-61, American Lumber- 
man, Inc. 


FOR SALE 
Yard in eastern Nebraska town, 
rich farming communit - Comparativel small 
investment will han Owner wishes to 


retire. Address Box v-62, American Lumber- 
man, Inc. 


located in 


Retail lumber line yard operator in Oklahoma 
and Texas has yards for sale in progressive 
cities and communities. Address Box X 23, 
American Lumberman, Inc. 


For Sale: Retail Lumber and Building S$ i 
zoos located in Northern Wisconsin. ete on 3 
esort trade. Priced for quick sale. tf 1 hates. 
ested write Box X 


33, American Lumberman, 
Inc. 


FOR SALE — Lumber and building supply 
yard in northeastern Indiana. Town over 2000 
population, good farming area. Owner retiring. 
Address Box X 34, Anierican Lumberman, Inc. 


FOR oy Sawmill, Colorado, equipment val- 
ued §38.000. 35 million feet timber available. 
Write Bob "Bader, 


142 Broadway, Denver 3, 
Colorado. 


Fer Sale: A lumber yard and building material 
business lecated in southern Indiena. Geod 
te make mone grewing cem- 
er seaming. ddress Box V-33 
American Lumberman, Inc. 





YARD FOR SALE 

RETAIL LUMBER, hardware & coal yard. Coal 
ualoasae to dump truck equipment on the 
L6L BR Ce. Fifty miles south ef Cincinaati, 
Ohio. Good profitable yard. Beea in business 
for 40 years. Will sell with inventery or with- 
owt. Address Box V-63, American Lumberman, 
ne 


FOR SALE 


Lumber yard and special millwork plant in 
Ohio, specializing in schools, churches, large 
residential end commercial buildings. Com- 
ete woodworking machinery in three-story 
uilding. Lumber storage, masonry construc- 
tion, completely enclosed, and open yard on 
railroad siding. Good order file. Competition 
limited in this area. Address Box V-64, Ameri- 
can Lumberman, Inc. 


Lumber yard in small town in Northern Illinois. 
Good farming community. Handling lumber, 
hardware, paint, building material and coal. 
Good buildings and equipment. Room for ex- 
pansion. Address Box X 21, American Lumber- 
man, Inc. 


For Sale: Small lumber, millwork, and building 
supply business in Northwestern Pennsylvania. 
Owner retiring. Chance to make money. Ad- 
dress Box X 22, American Lumberman, ihe 


RETAIL LUMBER YARD FOR SALE 
Lumber, Building Supply and Hardware Busi- 
ness doing $170,000 last year. Showing nice 
profit. Right in city on main artery. Good 
Buildings. Will sell complete Real Estate, 
Equipment, Inventory or will lease Real Estate. 
Only interested buyers reply. Address P. O. 
Box 1537, Sarasota, Florida 


FOR SALE IN MIAMI, FLORIDA 
Retail Lumber Yard, Hardware, Building Sup- 
ply. Excellent Location. Main Thoroughfare. 
Well Established. 10 Years Profitable Opera- 
tion. Operating Statement available. Spur 
trackage. Over 350,000 sq. ft. of land. Ample 
room for expansion. Will sell stock. equipment 
on inventory basis. Give long term lease on 
land. Reasonable Rent. Unusual Opportunity to 
Qualitied Purchaser. 

LEE & FRAZEL, INC. 
138 Shoreland Building, Miami, Fla. 


3UILDING Propucts MERCHANDISER 


RETAIL LUMBER Yard, Planing Mill, Builder's 
Supplies, Paint, Hardware, and Sundries, Land 
and Equipment, three blocks from Court House, 
Cone Seat town 7000 Pop. doing yearly vol- 

«$100,000.00 to $150,000.00. North central 
Indiana, in Lake section near South Bend and 
Peru, Indiana. Can be sold either: with or 
without Invento Terms might be arranged 
with proper ties. Possession after October 
31, 1954. Address Box X-44, American Lumber- 
man, Inc. 


Lumber and Building Material business, with 
railroad siding, in a fast growing community. 
and two paved streets, 25 miles from Chicago. 
Address Box X-45, American Lumberman, Inc. 





PROMPT SHIPMENT 





NICHOLS ALUMINUM STRAIGHTLINE 
CORNERS FOR BEVEL SIDING 


6 7¢ resale 
8 8¢ resale 
10 9¢ resale 
10 9¢ resale 
12 1l¢ resale 


NICHOLS ALUMINUM ROLL VALLEY 


14°" 50° Solid $13.00 resale 
0°’ 14.55 resale 
28°" 20.25 resale 


NICHOLS NEVER-STAIN ALUMINUM NAILS 
(sealed boxes with tear string opener) 
$75.00 ORDERS FREIGHT PREPAID 


(Selling only to dealers) 


HOSKING PAPER & SUPPLY 
P. O. Drawer 43 Wilmette, Ill. 





LUMBER & DIMENSION 
FOR SALE 





Kiln Dies Douglas Fir Industrial Clears 
A 5 sizes through 16/4 


Also 


Extension Ladder Rails 
Cut Door Stock 
Step-Ladder Stock 
Inquiries answered promptly: 
Al Clements Lumber Co. 
P. O. Box 908 
Eugene, Oregon 


Mouldings 
Millwork Blanks 


Phone 5-3317 


A million and a half feet of white ~¥ and 
250,000 fbm of Red Pine. logs will water 
cured lumber dipped | in eymaten and well 
air-dried, Can saw to c “pe ecifi 

Open for inquiries. bien Son 24, Ameri- 
can Lumberman, Inc. 


TWX EG04s 





Subject to prior sale, we offer the following: 


4,700 Bd. Ft. u/s x l/,"", lst Grade Maple 
Flooring, a ok EM 

26.400 Bd ya x 1/,"", 2nd Grade Maple 
Flooring. rep 

3,072 Bd. vt, "25/82 x 11/,"", 3rd Grade Maple 
Flooring. & EM 

8.300 Bd. re 5/92 1/,, Ist & 2nd Grade 
Beech Flooring. KD & EM 

VIRGINIA OAK FLOORING CO., PULASKI, VA. 


QUICK SERVICE TO DEALERS 
CL or LCL shipments 


Hardwood and Softwood 
Architectural Trim and Woodwork 
Stair Treads and Risers 
Plank Flooring—Wall Paneling 
Door Sills and Thresholds 
Special Windows and Doors 
Church Furniture 
Quick Estimating Service 
2,000,000 feet of hardwoods and 
softwoods in stock 


THE BUCHANAN LUMBER COMPANY 
Cumberland, Maryland 


MISCELLANEOUS 
FOR SALE 





CARPENTERS APRONS 
Write for prices and information. 
THE MINNESOTA SPECIALTY CO. 





ADVERTISING YARDSTICKS 
B eod, Deoler. Same as 1l-coler. 
Alse Paint —_ Be shipment. 


18 8e" Faw 4 Re. Bin Mi. 


ADVERTISING SPECIAL! 
Retractable Ball Point Pens — clip release, 
gilt top, assorted colors with 4-line adve 
ment — $43.20 per gross (30¢ each). Universal 
Enterprises, Box 929. Galveston, Texas 





USED MACHINERY FOR SALE 





INTERNATIONAL LOG LOADING TRACTOR 
International T-9 Crawler Tractor with hydraul- 
ically e for toad aa a ond eben’ wane. 
Ss bl 1 and lumber Vorn- 
uitable for loading logs a 4 


ment pur 





O. C. Evans — Mt. Sterling, Ky. 


FOR SALE: One eight inch sticker end 
motor. Excellent conditio pmachine. A 
Burroughs Bockkeoplag moreiee. 

v-6 merican Lumberman, | 


ELECTRICAL MACHINERY 


Mot as S -_ . AC. ond DA in for 
le at attr v ces. Large 

ond Rebuilt motors on hand at = times. Ex. 
ert Re service. Send us your inquiries 

v" M. AUM 6 CO., Fort "Weyer. Ind. 


ENTIRE BAND MILL WITH RESAW 
FOR SALE 





l—Left hand 8’ Filer & Stowell Band Mili for 
14” saws. 


1—4 Block 52° opening Filer & Stowell Left 
hand s 1 carriage with 7 trucks steams 
set works with receding attachments ~~ 
12 x 42 steam gun feed with 10° x 12" x 
Filer & Stowell Steam nigger. 


1—72"" Filer & Stowell Band resaw for 10" 
saws. 


1—84” Filer & Stowell heavy duty right hond 
edger with 4 roll feeds. 


1—13 saw Filer & Stowell overhead trimmer 
with 24” saws. 


1—26°" x 48° Filer & Stowell Corliss engine 
with 18 by 42° fly wheel. 


All other equipment necessary for 
a Mill. 
Complete boiler house (Boilers are old). 


Apply Schwing Lumber £ Shingle Company, 
Inc., Plaquemine, La., C. K. Schwing, Pres. 


MACHINERY FOR SALE 
16° Erie HRT 125 Ibs. pressure boiler. 
100 H.P. Shinner Steam Engine 
200 H.P. Hercules truck engine 


600,000 B.T.U. Lennox Space heaters. 
(Govt. surplus, were used to heat barracks) 


34’ Webb platform scales. 
80 H.P. Bepuce-MacBeth natural gus engine. 
75 KW Ideal-240 volt A.C. 3 phase generator * 
7x7-Frick i P . type G. 
SHAWNEE PEANUT COMPANY 


Box 109 Phone 4685 
Shawnee, Oklahoma 





DIESEL FORK LIFT ON PNEUMATIC TIRES 
Powered by 6-cylinder Hercules Diesel o: 4 
Dual wheels under forks, good tires 

wheels drive, Tilting hydraulically controlled 
loading 1 perating “condi and dra aeons 
xcellent opera pur- 
chased. 00, os C. Evans Tractor & 
Equipment Co. Mt. Sterling, Kentucky. 


289 














BUSS No. 41 PLANER 


PERFECT CHOICE FOR 
LUMBER YARDS 
and SMALL SHOPS! 





A Meolum site, wedge-adjusted planer 
which is widely used in nearly all 

phases of the wood-working Industry 

Equipped with sectional feed roll, sec- 

tional chip-breaker and four driven 

rolls which permit planing pieces of 

varying thickness without danger of 

kick-beck, Has duilt-in knife 

qrinder, variable speed, in- 

stantaneous contro! of lower 

rolls, instantaneous mi- 

crometer control of 

pressure bar, shearing 

bar and other 

highly desirable 

features. Sturdy 

semi-stee!l cast 

frame. Capacity 

24, 26" or 1" « 

6. A real pre- 

cision, production 

machine at mod- 

erate price. Write 

for descriptive 

bulletin—No, $4 


BUSS 


MACHINE WORKS 


238 EIGHTH ST., HOLLAND, MICHIGAN 
ENE EC TE 


Highest Quality ae Lowest Prices! 
Compare... 
your present costs 


with these LOW, 
Low NET Prices! 


QUALITY GUARANTEED 





PRICE (NET) 
PER PAIR 


F mi 


FINISH PER BOX 
Brass Plated, Loose 1 Pr. with 
Pin, Ball Tip Butts screws. 


Brass Plated, Loose 1 Pr. with 
Pin, Ball Tip Butts. screws. 











Prime Coated, Loose 1 Pr. with 
Pin, Button Tip Butts screws 
Nickel Plated, Loose 1 Pr. with 
Pin, Button Tip Butts. screws. 
Brass Plated, Loose | Pr. with 
Pin, Ball Tip Butts. screws. 
Prime Coated, Loose | Pr. with 
Pin, Button Tip Butts screws. 














Brass Plated, Loose Pin, | Pr. with 
Button Tip, TEMPLATE. screws, '/.M-',W 





x 4" Nickel Plated, Loose 1 Pr. with 
Pin, Button Tip Butts. screws 


2i/4" x 2i/_" Zinc Plated, Tight 6 Pr. with 








Pin, Rivetted. screws 
x 3" Zinc Plated, Tight 6 Pr, with 
Pin, Rivetted. screws 











ALL BUTTS PACKED 100 PAIRS TO A WOOD CASE 


MAIL OR PHONE YOUR ORDERS TODAY! 


Mamvtectied Abroad for 





Prices NET, FO. © Mew York 


SEWARD HARDWARE & METALS CO. 


Knickerbocker Station, Box No. 103, New York, WN. Y. 





“What's New’ items 
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Do you know how to make your present car run better? Get a 
alesman to quote you the price on a new one. It works every time. 
. * * 


The Russian soldier returned home after three years of no-leave 

in Germany. And who was there to meet him with his 

‘ 1 one year old baby was crawling on the floor. 

The Russian soldier glowered at his wife. “Who is fadder of 
thees boy, Nadya? Is my friend Igor?” 

Nadya shook her head shyly. He grabbed her arms. “Is my 
friend Petrof Pergod?”’ Again Nadya shook her head. “Is my 
friend Boris Globin? Is my friend Monox?” Both times Nadya 
shook her head 

Finally Nadya looked up at her husband coyly and asked, “Does 
my husband think I have no friends of my own?” 

+ * * 

There are lots of people who think horsepower was a lot safer 

vhen only horses had it 
* +o * 

“Your husband has a new suit.’ 

‘No, he hasw't.” 

“Well, something's different.” 

“It's a new husband.” 

* . > 

You like pine 
iin’t it the truth ? 

Especially Ponderosa Pine like we dish up at MAUK Lumber 
Co. We have, of course, an excellent pine department headed by 
Curtis Hay and we're all set up to service you all better than ever 
vith Ponderosa and allied species. 

You can’t do better than at MAUK ’cuz MAUK’s the best 


ny way you look at it, it figgers 


I like pine. All good Americans like pine. Well, 


\ 
* * * 


Simple Celia says that talent in Hollywood is too often deter 
ined by tape measure 
+ * + 


Frank: “I’m all in. I’ve been running around all day trying to 
get something for my wife.” 
Bob: “Well, have you had any offers?” 
** * 
Doctor, my wife has just dislocated her jaw. If you're out 
this way next week or the week after, you might drop in.” 
* > 
Betty: “I’m not going with Bill anymore 
dirty songs.” 


Flo: “Does he sing them to you?” 
Betty: “Well, no — but he whistles ’em.” 


He knows too many 


+ > . 
Do You Know Wha! Dep't 
Do you know what a aal uses to get rid of a headache? A pill 
Do you know what a gal uses to get rid of a pill? A headache. 


Do you know how to avoid headaches? Sto k M 1UK Lumber 
», products. 


MAUK Seattle Lumber Ce. 


Seattle 5, Washingten 


The C. A. MAUK Lumber Co. 


Toledo, Ohio 
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MORE PACKAGE SALES 


(begins on page 230) 





garages, porches and other externally obvious build- 
ing help. Chance remarks of customers about re- 
modeling should be noted and followed up. Check 
lists covering remodeling needs can be included in 
monthly billings. Home shows and yard demonstra- 
tions offer a good chance to get names and addresses 
of prospects. 


BILLBOARDS: Street and highway billboards are 
used by some dealers to promote package sales. The 
Savannah (Ga.) Planing Mill utilizes an electric, 
marquee-like sign in front of its yard. New messages 
are placed on the sign about every three days. The 
firm’s radio program uses a quiz question on the 
sign’s current message and winners receive cash 
prizes. 


HANDBILLS: The effect of handbills and throw- 
aways is questionable. If such advertising is dis- 
tributed in the right places, it will pay off. One 
dealer promotes new garage doors by tacking up 
handbills on old garages. 





MERRICK LUMBER COMPANY 
Appleton Street (Below the B & M Bridge) 
HOLYOKE - MASSACHUSETTS 


“FROM START TO FINISH" 


Dear Customer: 


We have placed your name on our mailing list and 
will keep you informed on new methods and 
moterials. So that we may know your interests, 
would you be kind enough to answer these few 
questions, and drop this card in the mail box—we 
pay the postage. Thank you! 


Do you own your home _ _ _ 

How old is your house 

How many rooms 

Do you have a finished attic_ _ A Oo 
Is your basement finished... _Af/ © _ 
Any unfinished rooms. __ _7. 

Do you moke your repairs_ __ VE Ss 
Do you have a garage. / 2 Ge 
Do you do your own painting - ¥. p * 
Do you have a workshop 


wom LE TER... STEVENS 
peony | < ‘ JSG AH 00. [ La Ae 











IMPROVEMENT CHECK LIST card is a sure way of dig- 
ging up prospects for package remodeling sales. This card 
is mailed by the Merrick Lumber Co., Holyoke, Mass. 


September 6, 1954, AMERICAN LUMBERMAN & 





NORGHEMand DAY 


Tee osm iom all types of weather 





Nielduibamacleli 


When day is done — for a safe “good night” 
and many tomorrows you can depend on No. 55 
Storm-Proof Hardware to guard valuable 


Storm-Proof 
livestock and equipment from seasonal Junior 
storms and other destructive elements Hanger 
The sliding door takes on real accelerated 
action when you install these hangers equip- 
ped with friction-free, roller-bearing wheels. 
Doors glide open and closed without strain 


a Storm-Proof 
fola@e adel al 


Note the Storm-Proof 


Rail illustrated which is 





especially designed to 
serve the hangers with 


a rigid, perfect tread A / 

large protecting hood No. 77 
To Ms a Flexible 
snow, ice or any kind of Storm-Proof 
obstruction such as Door Hanger 
leaves, birds’ nests, etc 


MANUFACTURING COMPANY 


STERLING * ILLINO'US 





BRIXMENT 


Better Mortar for Blocks 


STAYS WORKABLE LONGER 


To get a good bond between concrete blocks, the 
bricklayer must shift and adjust each block to its 
final position, before the mortar has stiffened. 


Brixment makes it easier for the bricklayer to do 
this. Brixment mortar stays plastic longer in the 
wall because it has high water-retaining capacity. 
which provides greater resistance to the suction of 
the block. This gives the bricklayer more time to 
adjust and shift the block to its final position. 
while the mortar is still plastic enough to form a 
good, tight bond. 





